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Background on the initiative

The National Heart Forum (NHF) was commissioned by the Department of Heatitieidake a

mapping and consultation exercise on the marketing and promotion of food andtdritkidren.
Thisworkis a pecursor to any further work which may look to devebpet of voluntary principles

to underpin all form®f marketing and promotion of food and drink to children, particularly where
established mandatory selbr coregulatory reggimes do not exist. The NHF brought together a
consortium of partner organisations to undertake the work. Consortium members and their roles are
listed below.

Consortium members and their roles

National Heart Forum (NHF)The NHF is a national alliangE70 nationalorganisations working to
reduce the risk of coronary heart disease and associated conditions such as stroke, diabetes and
cancer. Members of the NHF include charities,sgomernmental organisations and professional
bodies. The NHF undertk@ mapping exercise of marketing practices, current regulations,
commitments, policies and proposals relating to food marketing to children.

blrGA2y It | KAf RNBGNCB is a dzhliBblaedarganisdtion@edicated to advancing the
health and wdl-being of children and young people. The NCB conducted professional consultations
with children and parents.

Institute for Social Marketing (ISMat the University of Stirling The Institute provided@n analysis
of the development of the Marine Stewdship Counciustainable fisheries certification schenas,
a case study from which wraw any transferable learning which could be applied to the
development of voluntary principles for marketing foadd drinkgto children.

International Associationdr the Study of Obesity (IAS@)IASO provided selective analyses
drawing on data from a work package of the PolMark Prajecteview of regulatory controls
worldwide conducted by Dr Corinna Hawkes for the PolMark team.

International Business Leader®fum (IBLF); The IBLF is an independent, Hot-profit global

organisation working with business leaders to support sustainable development. It conducted a
consultation with members of the food and beverage industry to identify key issues and challenges.

Advisory Group

An Advisory Group was convened by the Department of Health as a resource to the project and to
support wider stakeholder engagement. The Advisory Group met in March and in July 2010.

A list of members of the Advisory Group is giverpage 2.



About this report

The report is organised into the following sections:

Methodology describes the methodology used for all aspects of the project.
Section 1presents the findings of the mapping exercise.

Section Zpresents the outputs fromhte consultations with corporate stakeholders and with
parents, young people and children.

Section Jpresents an analysis of the development of the Marine Stewardship Council certification
scheme as a case study from which to draw transferable learnirdgfaioping principles of good
practice.

There is also &aaxonomy of marketing termand a list ofAcronymsused in this report.

Appendix 1contains the full report of the consultation with corporate stakeholders.

Appendix 2contains the full report ofhe NCB consultations with children and parents.

Appendix 3contains the full report of the Marine Stewardship Council case study.

Appendix 4contains the grids used to capture data for the mapping exertisis. Appendix is
supplied as @eparate docment.
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The National Heart Forum (NHF) was commissioned by the Department of tbeatitiertake a
mapping and consultation exercise on the marketing and promotion of food andtdritkidren.
Thisworkis a precursor to any further work which may look to devedaget of voluntary principles

to underpin all forms of marketing and promotion of food and drink to children, particularly where
established mandatory selbr coregulatory regimes do not existhe work was awarded through a
government competitive tender procesBhedraft report wassubject to peer review.

Working through a consortium of partner organisations (the National Heart Forum, the International
Business Leaders Forum, the G A2y / KAf RNBy Qa . dz2NBlF dzx GKS LyaGsSs
of Obesity and the Institute for Social Marketing at the University of Stirling), the project undertook:

1 a mapping exercise of marketing practices, regulations, policies, commitraedigroposals
relating to food and drink marketing to children

9 consultations with corporate stakeholders

1 consultations with children, young people and parents, and

1 an analysis of the development of the Marine Stewardship Council certification schemases a c
study from which to draw transferable learning for developing principles of good practice.

An Advisory Group convened by the Department of Health provided input from stakeholders to the
project and factchecking (sepage 2for membership).

Key messges

The case for voluntary principles

The objective for this piece of work wasundertake a mapping and consultation exercsea

precursor to any further work which may look to developwiary W LINJ sfi@) foadfarg

beverage marketing to children in the dkne which addresses the issue of marketing for products
high in fat, sugar and/or salt (HFSS) and their contribution to dimtary health. Prerequisites for

such a process are a clear understanding of the issues, and an analysis of current controls on food
marketing to children, including their strengths and gaps. By mapping the regulatory environment in
the UK (including vohtary codes) and checking this against a snapshot of the marketing
environment that children experience, this report shows that current codes and regulation do not
fully address the integrated nature of marketing to children across many platforms usangpsy \of
techniques. Examples have been identified where weaknesses in the definitions or exemptions or
gaps in codes and regulations leave children exposétFH8%ood marketing (1.3).

Lessons from around the world

It is recognised that around the wid, governments, intergovernmental agencies, food companies,
advertisers, norgovernmental organisations (NGOs) and consumers are all deeply engaged with this
issue and have come up with a huge range of approaches and strategies in response. A critical
element of this project was to map existing efforts outside the UK, both regulatory and voluntary, to
see what lessons may be learned.

What is striking about the voluntary pledges made by commercial companies and trade
organisations is the potential readf these pledges. The patrties to the International Food and
Beverage Alliance (IFBA) pledge are estimated to be responsible for more than 83% of global food
and beverage advertising. It is also noteworthy that, despite the number and diversity of these
pledges, they are remarkably consistent in some respects (age definitions and common exemptions,
for example) and very varied in other respects (such as nutritional criteria) (1.4).
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Since this work was commissioned, the World Health Assembly of 193 govememzglorsed a set

of recommendations on marketing food and beverages to children as part of the WHO global

strategy for the prevention and control of nalommunicable diseases. Its recommendations seek to

address the current limitations of voluntary aat® particularly in terms of setting credible

a0l yRINRaAY WD2@SNYyYSyia akKz2dZz R aSi Of SFNJ RSTFAYAL
allowing for a standard implementation process. The setting of clear definitions would facilitate

uniform implanentation, 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
YFEAYFE AYLIOG 2F GKS LRtAOE®DPQ

There are also interesting developments¥ro i KS ! { & ¢KS Ol aS aiddzRe 2F (K
Beverage Advertising Initiative (CFBAI) (1.5) shows how the Federal Trade Commission (FTC) is

seeking to strengthen the pledge by making recommendations to standardise the CFBAI definitions,

criteria andimplementation. To drive this forward, the FTC is currently working with other

government agencies to agree nutrition standards and parameters for voluntary food marketing

standards for children aged two to 17. A final report of the Interagency WorkingpGsadue in mid

2011.

The White House Taskforce on Childhood Obesity, in its report to the US President in 2010, pointed

2dzi GKFG WSTFSOUADS @2t dzy i NBE NBF2NY gAff 2yfe 2
reasons to comply. The prospect efjulation or legislation has often served as a catalyst for driving
YSIYAYIFdzZ NBF2NY Ay 20KSNJ AYRdZAGNASE FYyR Yl & R?

Lessons in developing principles

A valuable contribution to the project is the case staedyhe Marine Stewardship Council muilti
stakeholder process to develop principles and criteria for marketing standards and certification. The
analysis identifies potentially transferable, tried and tested strategies and mechanisms which could
be applied irthe development of voluntary principles for marketing food to children and which deal
with many of the critical steps and challenges in common, such as gaining consensus, handling
conflict and confidentiality, and setting credible standards.

AkeylearA y3 LR AYy (G Aa GKFG LINPINBaa O2dzZ R 6S o6Said Yl
an intergovernmental body or government agency, which would involve independent expertise for
standardsetting and ensure transparency and accountability when takinguatof different

interests and issues where there is current disagreement (such as age definitions, notions of

targeting and categorisation of foods).

Next steps

The brief for this piece of work did not include making practical proposals for how asgrote

principle development might be taken forward. A further piece of work could investigate phiry
verified standards setting, using the International Organization for Standardization (ISO) standards
process as a template. ISO standards for diremtketing are already developed, suggesting that this
is likely to be a fruitful avenue to explore.

A set of principles which operate at a high level and which take an inclusive approach could help
resolve some of the difficulties observed in current codad reduce the burden of continuously
adapting regulations and codes to respond to a rapidly evolving marketing landscape. It could also
help to reframe the problem in a constructive way. Rather than focusing on whether regulation or

13



seltregulation is he best way forward, it would be helpful to focus instead on determining what
a0l yRINRa aK2dzZ R | LILX @& WAY LINAYOALX SQ IyR 2yfte
mechanisms for implementing those standards.

Because effective controls on nkating to children pose a significant challenge to many food

companies and advertisers, it is important that the government provides the right environment and

incentive to ensure that food marketers engage with a process of developing voluntary principles.

¢tKA&a O2dAZ R 06S GKNRdzZAK (KS 3I20SNYYSyiQa wSalLRyaAac
NGOs in a process under government leadership.

This report presents findings from the four areas of work, and draws together themes and issues
which couldnform the development of a set of voluntary principles. A summary of the key findings
from each element of the project follows.

Mapping exercise (section 1)

1 Current nature and extent of food marketing to children

Children are engaging with more me] at a younger age.

There are clearly observable trends showing that children have increasing access to commercial
media, through a growth in online and mobile media use, coupled with a proliferation of more
traditional media, such as digital TV.

Chibdren are using a mix of media earlier in their lives than previously. Around 40%0of&ar olds

and almost all 1413 year olds own a mobile phone. Eight out of 10 children regularly use the

internet at home, with social networking via Facebook now deritr 12 OKAf RNBy Qa 2y f A
(1.2).

Opportunities for parental mediation between marketer and child are reduced.

With increasing numbers of children now reported to have access to the internet, computer games
and TVs in their own rooms and with miebphones in their pockets, the opportunities for children

to be exposed to marketing communications without parental mediation are increased.

The weaknesses observed in age verification mechanisms mean that these are not an adequate
O2y (i N2 8&ekposhie lofmRrk&ling 6h websites and social networks.

The major food and drink brands integrate their marketing across a range of media. Food and
drink brands use all of the marketing techniques examined in this study.

In the mapping of marketing teciques across different media, food and drink brands featured
significantly. Marketers increasingly use branding in games and engaging websites, sometimes
without marketing specific products.

/| KAt RNBYyQa SELR&dZNB G2 06 Nlayskiare grofohgeditisan thrgugh GA - 2 ( &
traditional advertising, and industry research shows that food and drink brands achieve the highest
awareness among childreapmpared with brands for nefood products(see Figure 11).

Many of the marketing techniques éhiren are exposed to fall outside current regulatory regimes.
Food and beverage marketing via product and brand integration, packaging,-bggaritg

characters, sponsorships and premiums and-gieys is widespread, but is not controlled by any
statutory or selfregulation.

14



The links between advertiseowned websites and other social media sites are extensive and
suggest a blurring of the boundaries between socialising, entertainment and marketing.
A high proportion of food and drink brands are now udtiagebook and other social network sites to

Sy3r3aS sAlGK OKAfRNBY FyR &2dzy3 LIS2LXS FyR 380G K

Immersive marketing techniques are common and are likely to operate at a-soibscious level.

Indirect marketingapproaches such as product placement in films, viral marketing, advergaming,
social networking and sponsorship are often more personalised and more participatory and may not
be recognised as a form of advertising.

Food and drink marketing aimed at childneand seen by children is dominated lbgods and drinks

that are high in fat, sugar and/or salt (HFSS).

¢KS YI22NRAGe 2F F22R YR RNAY|]l LINRRdzOG& YI NJ SiGSF
categories: presugared breakfast cereals, soft drinkenfectionery, savoury snacks and fast food

outlets. In addition to marketing specifically targeted to a child audience, there is a large additional

volume of food and drink marketir (i 2 | tRadlz§ séen @ykchildren, that is attractive to children

and to which children respond.

Food and beverage companies have a significant presence in sports sponsorship.
Many sports sponsorships link HFSS food and drink brands with sport and fitness.

Many food and beverage companies use equiiyand characters to ppmote their products across
a range of media.

The rise of equitrand characters characters created by advertisers and designed to appeal to
young childrery; is a cause for concern, since their use falls outside current regulation.

2 Current statutoryand selfregulatory regimes and voluntary codes applicable in the UK

The second mapping area for this project examined the regulatory environment in the UK by

reviewing the statutory and setegulatory codes of Ofcom, BCAP (Broadcast Committee of

Adveriising Practice) and CAP (Committee of Advertising Practice), and also the relevant industry

codes, pledges and best practice guidance applicable in the UK. The analysis also looked at relevant
bestpractice codes from government and NGOs, and intergoventaiéecommendations. Section

MPo dp NBaLRyRa (2 GKS NBIdzSad FNRBY O2YYSNODALFE &
analysis of the existing sekgulatory regime in the UK to illustrate the status quo and identify

which marketing practicesurrently fall through the regulatory net (see Figure 18).

The regulatory landscape as it applies to marketing food and drink to children is more developed

in the UK than in most other countries.

There are statutory regulations prohibiting HFSS fooddrimk advertising and product placement

RdzZNAYy 3 OKAfRNBYyQa ¢+ LINPINIYYAYI YR GKSNB I NB 3
2a). (The Grids referred to in tHixecutive summargre all in Appendix 4 of the report.)

Advertising in nofbroadast media is governed by a sedfgulatory code (the CAP Code). This
includes norpaid-for space online and edemand audiovisual media services (Grid 2a).

There are gaps regarding both the communications channels and marketing techniques covered by
regulatory regimes (summarised in Figure 18).

Pointof-sale marketing (the formulation, packaging and presentation of food and beverage products
to children, premiums and givaways) is not covered by regulatory regimes (1.3.4). Riigtle
marketing also fd$ outside of voluntary codes, with the exception of one retailer code (The Co

15



2LISNI GAQPS DNRdzZLIT 4SS modpdnod 2 KSNB ArofsRldza G NB O
YEN]SGAYy3 Aa 3IASYSNItfte y2i O2 S NPomtotizgflé. Saa A
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‘N

2
A
New digital marketing techniques such as product and brand integration in digital media and mobile

LIK2yS YSaal3aay3a Frtf 2dziaARS (GKS /!t RSTFAYAIGAZY
CAP Code (Grid 2a).

Any controls orsponsorship and kschool marketing depend on best practice guidance from
government and NGOs rather than regulation (Grid 2b). Secondary schools are not covered and
some private primary schools may be excluded.

There are important differences between gulations, selfregulatory codes and voluntary codes in
their implementation and enforcement and with respect to how they define the age of children

and child audiences, and how they categorise the food and drinks which fall in or out of remit.
There is p consistent definition of the age of a child in marketing regulations or codes applied in the
UK. The age currently varies between 11 and 18 years. Most food and drink rules for children under
Ofcom, CAP and BCAP codes apply up to the age of 16. Sorifie §p& rules apply to primary

school aged children (under 12) (Grid 2a).

The mechanisms by which audience composition is measured or assessalitvattyer a marketing

O2YYdzyAOFiA2Yy Aa O2yaARSNBR Ia WRANB®I®dRo G2 OKAf
adults in the audience. This proportiorsist higher in company pledges than statutory regulations.

The Food Standards Agency (FSA) Nutrient Profiling Model (©NtRBmechanism used by Ofcom

to categorise food and beverages as either HifS®nNHFSS is applied to rules on food and drink
advertising on TV (under Ofcom and BCAP). The NPM is not applied to rules for radio advertising
(BCAP), or to CAP rules fordemand audiovisual services or nbroadcast media (Grid 2a).

pu

Industrycommh G YSy (a dzaS ydziNAGA2ylFf ONARGSNAI o6
FEEX YFE1{AYy3a A0 RAFFAOAA G G2 SadloftAakK Iy
products (1.3.2).

- a8 2y
S Y LA N& ¢

—

Coregulatory and selfegulatory codes incograte an inconsistency which allows the use of
animated equitybrand characters appealing to children, while restricting the use of licensed
characters or cartoons.

3 Statutory and selregulatory regimes in other countries

The third mapping area exan@d statutory and selfegulatory regimes in other countries, drawing
on a review undertaken as part of the fthded PolMark Project (POLicies on MARKeting to
children), which wasompleted in 2009At the time of the review:

There were areas where statoty or selfregulatory regimes in other countries exceeded the
provisions in the UK.

The picture of controls on food marketing to children in other countries showed that, although the
UK probably had the most developed controls on TV food and drink asingrto children, there

were international examples that the UK could learn from.

In-school marketingMarketing in and around schools was included in statutory rules in Finland and
Norway (and was proposed in Brazil and South Africa), and there wieregelatory provisions in

16



at least six other countries. Advertising on school books was restricted under general law in the
Russian Federation.

Age definitions:In applying restrictions in most media to under 12s, Germany and Spain were at the
lower erd of the age range applied by other countries. For exampleresgilflation in Denmark and

the Netherlands set the age at 13, while a draft law in Chile andeggliation in Australia set the

age at 14. The Irish rules on prohibiting the use of cel@sritind sports stars to promote food to
children covered children up to 15. Finnish guidelines applied up to 18 years of age. The UK, which
applied most restrictions up to 16 and some up to 12, sat across the range.

Promotion of healthier productsin Norway, the statutory rules required that efforts be made to
promote the sale of healthier products (although it was not clear how this was implemented).

Broader protection from commercial messaginigt Sweden and in Quebec province, Canada,
children were prtected from a wide range of commercial marketing messages, including but not
limited to food and drink marketing messaging.

4  Voluntary commitments, policies and pledges of manufacturers, retailers, trade
groups and media owners

The fourth mapping areexamined 24 voluntary commitments, policies and pledges made by
manufacturers, retailers, trade groups and media owners.

Although coverage of voluntary pledges can be high, there are important limits on what types of
marketing to children are included.

The sectoral coverage of company pledges is reported by the pledge hosts to be high. Companies

that are signatories of the IFBA Pledge are estimated to be responsible-8288f global food and
0S@PSNI IS YIydzFlI OGdzNBENEQ I ROSNIAAAYI ODNAR nl oo

However, tte pledges and codes limit what they cover: for example, most cover only adveitising
specified communication channels, are limited to specified marketing technignelsdo not
necessarily apply tmdependent franchisees (1.5.2

Communication channelgenerally not well covered by codes or pledges are advertisamed

websites, inschool marketing, sponsorship, point of sale and viral marketing.

These are the same areas generally neglected in national regulations. In some instances specific
techniquesare exempt (such as outdoor advertising, pedfitsale advertising, packaging or equity
brand characters). In other instances, because commitments have important exceptions (in schools,
for example) the actual impact on marketing practices may be linfiBis 4c, 4f and 4Q).

Criteria used within pledges differ between pledges and between companies. Some companies

that are signed up to more than one pledge may apply multiple definitions.

Company pledges generally agree on applying restrictions forehibed under 12 years, but have

y2 02YY2Yy ONRGSNALF F2NJ RSFAYAYA YIN]JSUGAYy3I WRANEBC
pledges define children as under 13 and some as under 14 (Grid 4e).

Standards for categorising foods are confusing and very rdixe

Twentynine different sets of nutrient criteria are used by the pledges covered in this project.
Criteria vary both between companies, and between categories and products within the same
company. Some companies are signed up to different criteria achdierent pledges (Grids 4h and
4j).

17



In the majority of cases, companies apply a categspecific approach to nutrient criteria.

The effect of categort LISOA FA O ONARGSNARI Aada (2 aKATG YINJ]SGAY:
assessment of the)SPledgesuggests that most products meeting standards for one company

would not meet the standards of one or more of their competitors, and that the overall nutritional

value of foods advertised remains low (1.5.2).

In 2008, the Federal Trade Commiss{BTC) recommended that the US Pledge be strengthened by
standardising nutrition criteria and the definitions of what constitutes advertising to children under
12.

The FTC is currently working with other government agencies to agree nutrition staahards
parameters for voluntary food marketing standards for children aged two to 17. A final report of the
Interagency Working Group is due in mid 2011.

Licensing companies can play an important role by restricting the products with which characters
popular with children are associated (via licensing and promotions).

Companies such as The Walt Disney Company and BBC Worldwide have working policies applying
nutritional standards. In line with food and advertiser policies, the impact of licensing policies is
significantly determined by the nature of exemptions included. The Walt Disney Company, for
example, allows up to 15% of their total confectionery portfolio to carry Disney characters (1.5.3).

Lack of retailerowned codes represents a significant gap aihmarketing at point of sale is either
not covered or specifically exempted from both voluntary and sedgulatory codes (1.5.4).

Only one UK retailer (the Giperative Group) was identified as having a policy on marketing foods
to children (which applie to packaging, istore promotions and checkouts).

5 Proposals and recommendations by consumer and health fgmvernmental
organisations

The fifth mapping area examined proposals and recommendations made by consumer and health
non-governmental organigions (NGOs) for codes or best practice to restrict food and drink
marketing to children.

An inclusive approach is supported by NGOs covering all forms of food and drink marketing and
promotion, and all communication channels.

Where NGOs have specifiedminimum age for marketing restrictions for children, this is 16 or 18,
odzi GKSe 3ASySNrtfte R2 y2iG4 aSi Fye &aLISOATAO YSOKI
(2 OKAfRNBYyQO®

9YLIKIFaAa Aa LIIFOSR 2y LINRGOSOGAYy3a aSitiAay3da WoKSNE
This would include schools, nurseries, playgrounds, and sporting and cultural events. Several of the

codes focus specifically on schools as an area that is generally neglected under statutory or self

regulatory controls on marketing (1.6.2).

All the NGO cod proposals recommend empirical standards for nutrient criteria.

{ SOSNIt Fl @2dzNJ I ydziNASYyd LINRPFAEAY I | LILINERIF OK & dz
Model used by Ofcom.
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All NGOs (except USased NGOs) identify national governments as hmaythe main responsibility
for code setting, implementation and compliance (Grid 5).

NGO proposals focus not just on criteria for controls, but on what they judge to be appropriate
mechanisms to deliver controls on marketing.

6 Methods for categorisingoods and beverages (including nutrient profiling) that are
being used in the UK and in other countries

The sixth mapping area looked at methods in use for categorising foods and beverages (including
nutrient profiling) that are being used in the UK andther countries in relation to food promotion

to children. This included models used to underpin marketing controls and to set standards for food
provided in schools.

Models have been developed by governments, NGOs, and commercial companies.

The paraneters used in the different models vary considerably.
In some cases these differences may relate to the purpose of the model, while in others it may relate
to the assumptions of those responsible for the model (1.7.2).

Relatively few of the models haved®n developed through a systematic and transparent process
FYR G2 2dz2NJ {y2¢6ft SRIS 2yfte 2yS 62. FYZI GKS WYhTo2Y
validation (Grid 6).

Engagement with stakeholders (section 2)

Corporate stakeholder consultation

Consultatbn with corporate stakeholders towards the beginning of the project provided an
opportunity for 24 representatives from food manufacturing, retailing, advertising and licensing
companies to hear about the project, to share information with the projecttanekpress opinions
on the type of analysis the project should usefully undertake.

Contributors recognised that many companies in their sectors were signed up to at least one or
more voluntary codes or pledges, but that monitoring information about thpact of these codes

is not publicly availabldt was suggested that an independent monitoring system might be needed
to provide transparency and accountability.

| 2YyGNRAOdzG2NRE FSt0d GKSNB gl a | tF 01 2Wsisdi@eRSYy OS 7
existing selfregulatory system in the UK would be useful.

Contributors felt that competition law may be a barrier to companies signing up to collective
voluntary principles on marketing to children.

Consultation with children, young peopland parents

| 2yadzZ GFGA2Y 6AGK OKAfRNBYS>S @2dzy3a LIS2LX S | yR LI N
Bureau through a combination of smattale workshops and a survey to provide a qualitative

Wayl LJAK20Q 2F GASsad {ploiSdavaFehadd of typesDf ndmkasicasd 2 y & dzf 0 |
marketing outside of regulatory regimes, and the perceived influence these types of marketing have
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marketing techniquesauld be used to promote healthier eating choices.

The dominant marketing techniques identified by both children and young people were those at
point of saleg eye-catching brand, packaging, cartoons, free gifts, competitions, celebrity
endorsements, pricand special offers. Children and young people were less likely to identify in
school marketing as a means to promote food and drinks.

Children and young people recognised that marketing is one among other influences on their food
choices with gifts andcelebrity promotions as the most influential. Parents reported that children as
young as two years old responded to features on the product and in store, and that packaging,
tempting displays and cartoon characters appealed strongly to under 5s.

All the groups felt that marketing techniques could be used more to promote healthier chaices
and that restricting marketing of what they considered less healthy options would help to achieve a
better balance in foods of greatest appeal.

How principles are deeloped¢ learning from a case study (section 3)

A case study of the Marine Stewardship Council (MSC) was undertaken to examine a process where
principles and criteria were developed through a matikeholder endeavour to deliver public

benefit in an umelated field. The purpose was to identify any transferable learning which could be
applied to the development of voluntary principles for marketing food and drinks to children.

The case study examines key parts of the development pracageeeing parmeters, gaining
consensus, managing issues of confidentiality and conflict of interests, for exampieidentifies
potential transferable learning at each stage (3.2).

Optimal processes for consultation and collaboratioequire a broad consensus onreayoals to
foster a sense of common purpose. Champions within a sector can help in the early stages to
encourage wide engagement.

Agreement on the parameters of any principlegeds to take into account the ambition of the
initiative, scientific evidencas well as a pragmatic appraisal of what can be achieved. Supporting
criteria and guidance on the interpretation of principles may act as adaptive parameters as new
evidence, practices, technologies, and semionomic conditions emerg€ore principlesrd the
parameters for the underlying intent for those principles provide continuitytftegic goals.

Developing consensus and handlingconfRtS Y yRa | aSYyaAdA@S dzy RSNE G y |
positions and motivations. A key challenge is to find Ina@ésms to demonstrate how the common

goal may support or enhance individual positions. Conflicts of interest may be best managed openly

FYR GNIyaLl NBydadfes odzi 02 R2 (GKA& YI & NBIdzZA NB |y
body like the WorldHealth Organization (WHO) or the Food and Agriculture Organization (FAO).
Independent expertise is also critical for setting standards, developing measurement methodologies

and for monitoring and verifying the implementation.

Managing commercial confidemlity can be supported in a number of ways, including offering

companies an eardgtage pre- 8 A Sa4aYSy d | yR 3 dpariy keyifc&tionehanies A y SQd  «
are ideally positioned, and have the experience and motivation to ensure the protection of

commercially sensitive data.
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The way in which principles are used to underpin critef@a the MSC standards could suggest

parallels for standards on food marketing to children. For example, the principles span three levels:
commodity-specific, context (i.emarine environment), and practiespecific (i.e. the governance

management systems). Parallels for food marketing might be: the nutritional content of the portfolio

of food product marketed (commodigpecific), impact assessment of marketing activity on

OKAf RNBYQa YR FlIYAfASAaQ O2yadzYLiAz2y o0SKI @A 2 dzNAE
reformulations strategy of the company (management and governance).

Assessing the impact of principlegeds to be built into the strategy, with a clear ratada for

indicators at the outset. A lesson from the MSC experience is that the existence of multiple schemes
and messages may dilute impact, and that controls onrseifilatory, seHimonitored standards and

labels together with a higimpact communicatios strategy could prempt this. Retailer activities
contributed to the proliferation of the MSC scheme standards and criteria, and a lesson for food
marketing may be that close engagement with the retail sector could help to reduce proliferation

and increae impact.

There are many potential strengths to exploring the concept of thipdrty verified standards for
food marketing in a further piece of work, using the ISO standards process as a template.
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Methodology



Methodology for mapping exercise (sgon 1)

The purpose of the mapping exercise was to describe: the principal marketing practices used to
promote food and drinks to children; the current regulations and codes of practice applicable in the
UK; and the commitments, policies and proposalsiffadustry, governments and civil society

relating to food marketing to children.

Advice and information were also provided by some members of the Advisory Group to the project.
(Membership of the Advisory Group is listed on page 2

The findings of th mapping research are captured in grids for ease of analysis. These are given in
Appendix4.

Current nature and extent of food marketing to children (section 1.2)

The first phase of the mapping exercise consisted of a-daskd literature review of puigly

available reports, data and studies from government, commercial and academic sources. Special

effort was made to identify information about marketing in media that fall outside of regulatory

regimes, including kschool marketing, product packaginmint of sale and sponsorship. The period

of survey was between January and March 2010 using search engines including Google, Google

News, PubMed, British Library Catalogue, trade journal archives and World Advertising Research

Center (WARC) archives. 38& ( SNXYa Ay Of dZRSR WOKAft RbQX Wl R2f SacC
and a range of terms for the various media, settings, forms and techniques of promotional marketing

and the various types of food and beverage category likely to be marketed.

The seond phase of the exercise was primary research consisting of content analysis of 63
advertiserowned websites and associated marketing activities to gain an appreciation of the

integrated nature of food marketing. The websites were accessed over ateele period from 8

26 February 2010 and the exercise recorded the presence or absence of 14 features of interest (e.g.

use of licensed or brand characters, use of age restrictions, use of games on the site). The features

were selected to identify mechanismsed by advertisers to appeal to visitors to their website, any
mechanisms to prevent children accessing material on the sites, and any examples of material about
nutriionand healthe y G KS ¢gSoaAridSad 9FO0OK ¢So0aArisSqQeés O2yGSyi
specified in Grid 1, in Appendix 4.

Websites were selected to include those belonging to 11 companies signed up to the EU Pledge in
Hnndg O0. dNASNJ YAy3s [/ 20F [/ 2fFX 5Fy2yST CSNNBENRS> L
and Unilever)pld / | RodzZNEX | F NAO62 5dzyKAffas YC/ o, dZzYHO X a
identified as companies of relevance to the UK market and which had been featured in recent UK

analyses of marketing to children Byhich?(the consumer organisation). These 16 ca@migs

between them provided 63 sites which were analysed in phase 2 of the mapping exercise.

Detailed primary research into pouaff-sale promotions was not possible within the constraints of
this project. Information was gathered from industry and NGfbres (British Retail Consortium and
National Consumer Council) and personal communications from thap@Bebruary 2010) and the
British Retail Consortium (March 2010). Where studies or reports of company practices have not
been found, illustrative istore observations are included.

This report includes findings from relevant qualitative research conducted by Discovery Research

and published iMarketing WeekmagazingFigure 11). Discovery Research provided the following
information about the methodolgy used.
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During unspecified dates in 2010, three group discussions were undertaken with children aged six,
eight and 10 years in each group respectively. Each group discussion was attended by three boys and
three girls (18 children in total). Two groujscussions of six mothers were also undertaken. The
research aimed to provide insights into:

1 how children develop and interact with technology in the three key media of internet, mobile
and TV

what technology they use or want

what role technology plays these three areas

what are the key brands operating in this space

how brands use technology to enhance interaction

the specific brands the participants are aware of, and

what the participants understand by these brands.

= =4 =4 =4 -4 =4

The results of these first two pkas of the mapping exercise are shown as Mapping area 1, in
section 1.2.

Current statutory and selegulatory regimes and voluntary codes applicable in the UK

(section 1.3

A third phase of the mapping exercise examines current statutory andegglfaory regimes and

codes applicable in the UK. These were identified via a combination of communication with officials

Fd GKS 5SLINIYSYydG 2F I SFHEGKZ NBEFSNBYyOS G2 GKS bl
cuttings, and an internet search using Googl&k S LINP 2S00 Qa ! ROA a2 NE DNER dzLJ
any examples of relevant codes. Members of the Group also provided comments on an early draft of

the report. This included faathecking by the Advertising Standards Authority on the detail of the
seltregulatory codes applicable in the UK.

Grid 2a analyses different types of marketing or promotions and the nature and extent of the
regulatory provisions that do or do not apply to them. Grid 2b identifies the international and
national trade body codes drbest practice guidance applicable in the UK market, and analyses
these codes to show how they are framed, what they add to regulatory provisions and what they do
and do not cover. Grid 2c analyses proposals and recommendations from intergovernmental
organisations, including the World Health Organization, which are applicable to the UK. Gdds 2a
are structured to allow comparison, where possible, but acknowledge that regulators, trade bodies
and health organisations start from different points and perdpes. See Grids Zaare given in
Appendix4.

{ SOGA2Y mMdo AyOfdzRSa | WwWIFLAQ Ftylfedara G2 ARSyYyI(A
presently addressed by eand selfregulation and to examine whether and to what extent

voluntary codes fill thse gaps (Figure 18). The gaps analysis was made by drawing together a list of
marketing techniqgues and communication channels referred to in the material reviewed in phases 1

and 2 of the mapping exercise. These were analysed against the provisions i tegulatory

regimes to show where techniques or media fall outside current regimes.

Where techniques and media were within the current regimes, a further comparative analysis was
made to highlight potential weaknesses or inconsistencies in the poogisi he regulatory

provisions were compared with best practice guidance or voluntary codes to identify if any of the
gaps were, in principle, addressed by those codes. A similar comparison was made with the
recommendations of the intergovernmental instiions (WHO and the European Network on
Reducing Marketing Pressure on Children).
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Statutory and selregulatory regimes in other countries (section 1.4)

Section 1.4 analyses findings from the PolMark Project (captured in Grids 3a and 3b in Appendix 4).
FW RSR o6& GKS 9dzNBLISHY /2YYAadaarzyQa 9ESOdziA@S ' 3
(POLicies on MARKeting Food and Beverages to Children) project was coordinated by the
International Association for the Study of Obesity (IASO). The Project inclueeiéw of regulatory
practices and policies in EU Member States which was subsequently extended to include available
material from countries around the world. To gather this information, PolMark approached all WHO
European region countries, plus all thasmuntries outside the WHO European region where it was
believed actions were being undertaken (based on the previous [2004] WHO survey of marketing
regulations worldwide), and all other countries which emerged in literature searches and web
engine searche Policies were gathered from 59 countries around the world. Summary reports are
available atwww.polmarkproject.net The findings of the regulatory review are also available in the
International Journal ofdtliatric Obesity

N

Note: The analysis in this report is confined to the PolMark regulatory review only. It does not draw
on the stakeholder opinion review also carried out under the PolMark Project. See Grids 3a and 3b,
in Appendix.

Voluntary commitments, policies and pledges of manufacturers, retailers, trade groups

and media owners (section 1.5)

A further phase of the mapping exercise analyses policies and pledges by food and drink companies,
advertising bodies, licensing companies (1.5.3) and ezta(ll.5.4). Grids 4a to 4j (in Appendix 4)
capture the findings of primary research carried out by Dr Corinna Hawkes betweearfpril
December2009. It comprised website searches of international, regional and national trade
associations for food manufagers, retailers and the advertising industry, and of individual leading
food companies. Supplementary information was requested from industry groups and companies by
Dr Hawkes. See section 1.5.1 for a full list of the pledges.

The Grids capture the floling information about the voluntary pledges:
membership and sectoral coverage of pledges (Grids 4a and 4b)
minimum requirements of pledges (Grids 4c)

communication channels (Grid 4d)

audience definitions (Grid 4e)

marketing techniques (Grid 4f)

compari®n of individual and muktompany pledges (Grids 4Q)
nutrition criteria (Grids 4h and 4j).

= =4 =4 =4 -4 -8 -9

A case study is included which describes the key findings from analysis of oneamgtiny pledge
CUKS / KAt RNBYyQa C22R | YR .ABqsdsdak@iSby thesFedBrala Ay 3 Ly
¢NI RS /2YYAaaAz2y YR [ KAtRNBY b2g o6 ! { OKAf RNBY

This section also includes a review of codes by licensing companies and media owners (1.5.3) to

identify the provisions they include, how the aedare applied and any reported impact of the

codes. Information was obtained fromVethich?report of 2007 and this was followed up by

searching for updates on websites and through personal communications, including a series of
communications with LIMAKtS LYy GSNY I GA2y It [AOSyaAy3d LyYyRdzdNE
depth case study of one of the codefrom The Walt Disney Compagys presented, based on

information from a facdo-face briefing from the company in June 2010 (see Figure 21).

Thesection also includes a brief review of policies adopted by seven major UK retailers (1.5.4) based
on desk research of published surveys and company corporate social responsibility (CSR) reports.
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Supplementary information about the policies adopted by Te®perative Group was supplied by
personal communications (in February 2010). See Gridl, 4a Appendid.

Proposals and recommendations by consumer and health fgmvernmental

organisations (NGOs) (section 1.6)

This section analyses published recoemdations and proposed codes from ngovernmental,

non-commercial organisations in the UK and internationally. Information was obtained using the

bl CQa NBLRAAG2NE 2F NBtSOlIyd NBLR2NIa IyR YSRALF (
personal conmunications with the International Association for the Study of Obesity. Eight

published sets of recommendations were found. A content analysis was undertaken to identify:

points of difference and points in common in terms of their scope; communicatianneis

covered; marketing techniques; age and audience definitions; categorisation of foods and

compliance and monitoring proposals. For the analysis grid, see Grid 5 in Appendix 4.

Methods used for categorising foods and beverages (including nutrientfiing) that are

being used in the UK and other countries (section 1.7)

Information was obtained about different methods of categorising foods and beverages (including
nutrient profiling) that are being used in the UK and in other countries. Source natieituded

literature reviews for the Food Standards Agency (2004 and 2007) by the British Heart Foundation
Health Promotion Research Group on nutrient profiles used in relation to food promotion and

OK A f R NEB @thea unpriblishédardterial was soeat from an international review by Dr

Corinna Hawkes for Health Canada in 2009. This review looked at examples of parameters in use for
RSTAYAY3I WKSIfOIKeQ YR WdzyKSIf GK&8Q FT22Ra® CdzNIKS
government websites and pesaal communications. Nutrient profiling schemes were categorised

using an analysis grigisee Grid 6 in Appendix 4.

Methodology for stakeholder consultations (section 2)

Consultation with corporate stakeholders (IBLF report)

The International Businesgaders Forum (IBLF) conducted a consultation event with corporate
stakeholders towards the beginning of the project (18 March 2010). Twalhglieetings provided

an opportunity for 24 representatives from food manufacturing, retailing, advertising esalsing
companies to hear about the project, to share information with the project and to express opinions
on the type of analysis the project should usefully undertake.

The event was run under Chatham House rules and a detailed note of the eventudhlisadf
participants are included iAppendix 1.

| 2yadzt GF A2y S6A0GK OKAfRNBYI &2dzy3d LIS2LX S | yR
The consultation with children, young people and parents was intentionally conducted on a limited

scale. Itisnd NBLINBASY Gl GAGS 2F (GKS ¢gK2fS LRLMAFFGA2Yy S |
and opinions. No quotas were applied to the samples. The methods used would be replicable to a

larger, more representative sample.

A preparatory piece of work was mpleted by the NHF to map the current nature and extent of

food marketing techniques used to promote food and drinks to children and young people (see
section 1.2). Initial findings from this work were used to inform the development of the consultation
tools. The project brief was to focus on rbroadcast marketing techniques, particularly those

which currently fall outside regulatory regimes.
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In total, 104 children aged between nine and 14 years and 36 parents from two geographical areas in
England (Lotion and Suffolk) took part in participatory consultation activities, which were further

supported by 372 completed surveys. The children were recruited in primary and secondary schools

AL GKS Db/ .Qa ySiseg2Nlas IyR (KRS RINBNIEG DSy S MNE a M5 C

A consultation plan was devised to provide a range of data from three groups of participants:
1 primary school age children

1 secondary school age young people, and

1 parents in early years settings who have one or more children.

Four consukition tools were then developed to obtain qualitative participatory data and
guantitative data from these groups. These were:

9 four one-hour participatory workshops for groups of children and young people

1 a selfcompletion survey for children and young e

9 a selfcompletion survey for parents, and

9 afocus group format for four focus groups of parents

The consultation tools used are shown at the end of AppeRdix

The consultations sought to elicit, from participants, awareness of various marketihgiues and

GASsa 2y GKS RSINBS (2 6KAOK RAFFSNBY(G YIN]SGAY:
choices. Views were also sought from children about how the marketing of food products to children

and young people might need to change, and freanents about possible or potential future food

marketing to children to encourage food choices recommended for a healthy diet (using projective
questions).

Participatory workshops were chosen for the work with the children and young people because
theseprovide effective ways for them to share their views and opinions in a group setting. Pupils
participated within their familiar classroom setting through wholass patrticipation, smaller group
work and individual exercises, which drew on the experiaafdbe NCB in using participation
methodology. The participatory methods used are also effective at enabling those with less
confidence, problems with literacy skills or English as a second language to contribute.

Focus groups were chosen as the methodgléor the work with parents because these closed,

small group discussions can enable participants to explore a range ofempkl questions in a
structured way, and share insights as part of a wider group dynamic. It was felt that parents may be
more confortable in smaller groups than in participatory workshops and would be able to share
their views when in the company of other parents whom they knew from the same setting.

It was decided to complement the workshops and focus groups witkcegipletion sirveys for

children and young people and parents attendlng the same settlngs used for the qualltatlve work.

{ dZNSeada ¢6SNBE RAAGNAOdzISR (G2 OKAf RNBY @Al GKS aOKk
child and parent surveys are not linkedhat is to say, the sample of parents are not parents of the

children who completed the survey.
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Methodology for the Marine Stewardship Council case study on how
principles are developed (section 3)

A case study of the Marine Stewardship Council (MSC) devielapof principles and criteria for a
sustainable fisheries certification scheme was prepared as background information for the
development of responsible and accountable practices on food marketing to children, by Dr
Georgina Cairns and colleagues at lingtitute for Social Marketing at the University of Stirling (see
Appendix3).

A review of the MSC case study and potentially transferable learning from the MSC to an initiative to
develop and establish voluntary principles for responsible and accounpahdtices in food

marketing impacting on children is presented in section 3. Key questions were identified to guide the
analysis of the MSC case study:

What process of consultation and collaboration was involved?

What parameters were agreed for the MStame, and how?

How did the process develop consensus and handle conflicts?

How were issues of commercial confidentiality managed?

How were principles used to underpin criteria for the standards?

How does the MSC assess the impact of its principles?

= =4 =4 -4 -4 -9

Thelimitations of the project did not allow for more than one case study to be exangrathough

it would have been desirable to carry out more. The MSC example was chosen because it had its
origins in a joint initiative between an NGO (WWF) and a comnidocid company (Unilever) and
subsequently involved a wide range of actors from different sectors. It was also chosen because it
has been extensively reviewed and critiqued.
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Section 1
Mapping exercise

A summary of this section is given in tl®ecutive summaryon page 14.




1.1 Introduction

This section includes the results of the mapping exercise. It covers the following mapping areas:
Mapping area 1: Current nature and extent of food marketing to children

Mapping area 2: Current statutoy and selregulatory regimes and voluntary codes applicable in
the UK

Mapping area 3: Statutory and selfegulatory regimes in other countries

Mapping area 4: Voluntary commitments, policies and pledges of manufacturers, retailers, trade
groups and mdia owners

Mapping area 5: Proposals and recommendations by consumer and healthgomernmental
organisations (NGOSs)

Mapping area 6: Methods for categorising foods and beverages (including nutrient profiling) that

are being used in the UK and in otleauntries.

For nformation on the methodology for each of these mapping areas, see page 2
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1.2

Mapping area 1.

Current nature and extent of
food marketing to children

1.2.1 Introduction

This mapping area explores the current nature and extéribod and beverage marketing to

children. It looks at publicly available data on trends in marketing investment and trends in

OKA f RNB Y Q ac esjzécilly BeW matiB.Rt &alko gives examples of marketing techniques

currently used by the industry 2 LINE @A RS | WAyl LAK2GQ AffdzZ&AGNT (A2
marketing activities which are accessible to children and young people in the UK. A taxonomy of
definitions, where available, is included on page 117.

This mapping exercise consistedaadeskbased literature review of publicly available reports, data
and studies and a primary analysis of advertisaned websites and associated marketing activities
to gain an appreciation of the integrated nature of food marketi{®ge theMethodologysection on
page 24.) The maging exercise looked at advertisewned websites for the 16 major food and soft
drink companies listed in Figure 1

Figure 1:Advertiserowned websites mapped for this project

Burger King KFC (Yum!)

Cadbury Kraft

CocaCola Mars

Danone aO52ylfRQa
Ferrero Nestlé

General Mills PepsiCo

Haribo Dunhills Unilever
YStt233Qa Weetabix

Websites selected included those belonging to 11 companies signed up to the EU“PIedge in 2009
plus Cadbury, Haribo Dunhills, KFC (Yum!), McBaRat | YR 2 SS{GIF 0AE G6KAOK & SN&
companies which also had a significant profile in the UK market.

In total, 63 websites were examined (see Grid 1 in Appef)dix February 2010. Most of the
websites were UK websites (.co.uk), some were globakites (.com) and others were .tv or .info. It
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should be noted that some links on .co.uk websites redirect visitors to .com websites (e.g.
cokezone.co.uk), suggesting that many of the websites accessible to children in the UK may be
outside the national rgulatory jurisdiction.

The primary analysis focuses intentionally on marketing techniques and communication channels
which fall outside the current statutory and se#fgulatory regimes in the UK, to give a feel for the
types of marketing techniques anlde communication channels that voluntary principles would
need to accommodate. (Research findings from the primary analysis are shown in shaded text in
boxes titledPrimary research findings

MPHDPH [/ KATfT RNBYQa dzaS 2F YSRAL

Children are engaging with memedia, at a younger age, according to recent reports. They also

make extensive use of new media, especially the mobile phone, game consoles and online social
yStig2N]l ad / KAt RNByQa AYyONBlFaiAy3a | 0O0Saa i2 2yt AySs
deal of marketing communications. At the same time the opportunities for parental mediation

between marketer and child are reduced.

T ¢KS OKAfRNBYQa YINYSG A& dzyR2dzoGSRfé& SELI yYRAY3
a faster rate than othr market segments. Children have growing levels of access to commercial
media, and are increasingly exposed to commercial messages of many kinds.

9 Children are using a mix of media earlier than in their lives than previouslythiide of five to
eightyear olds go online regularly and one in three has a mobile phone.

f  Over 90% of children live in homes with muahiannel TV (cable, satellite, Freeviéw).
f The percentage of children regularly using thinet at home is around 80% and risihg

1 Ownership of mobile phones by children aged1Blis almost universal and is around 40%-of 7
10 year olds.

1 Most children aged 8.5 use mainly PCs or laptops to @ the internet at home, but a sizeable
minority of children also access the internet via their game consoles or mobile phones. However,
accessing the internet through a mobile phone or games console does not appear to be
replacing access through a PQaptop, but rather is in addition to this form of accéss.

9 Half of fiveto-seven year olds (49%), twhirds of 811 year olds (67%) and thregiarters of
12-15 year olds (77%) have a TV in their bedrooradtiition, older children (aged-85 years)
have internet access and/or a game console in their bedrbom.

9 The number of 716 year olds who have access to the internet in their own rooms has risen from
25% to H% in the last yea.

T CrO0So6221 Aa OSYGNrt G2 OKAftRNBYyQa 2yftAyS | OGAQ
of 9-10 years and upwards.

1 Younger cosumers are moving away from making phone calls, as a consequence of their online

social media use givingthe mobile phonglcompanie$ another incentive to get involved with
social networking as an alternative revendever to voice calls. Young mobidone users are
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particularly interested in the photo and video applications of social media, giving crossover
potential for internetenabled camera phonés.

New and old media are increasingly converging, with TV and digital media being more and more
integrated. Via new media, children have increasing contact with marketing and promotions from
around the world.

1.2.3 Expenditure on food marketing to children

Within the constraints of this project it was not possible to access detailed data on marketing
expenditure on food and drinks to children in the UK. Most commercial information is not publicly
available. Other reports confirm that detailed breakdown of marketing expenditure by country and
region is not given by most of the big food and drinks congsdfi

However, for comparison, the report of the US Federal Trade Commission (which required financial

and marketing information from companies under compulsory process orders), showed that in the

US in 2006, $870 million was spent on clilcbcted marleting, just over $1 billion on marketing to

adolescents, and $300 million between the two age groups. Marketers spent more on TV advertising

than any other technique, but for most foods, they employed the full spectrum of marketing

techniques and format$. Expenditure should be treated with care as a proxy for marketing effort.

TV advertising is much more costly than other media, and expenditure for some activities (such as
O2N1ER2 NS ¢6SoaritasSao vYre y2i ySOSaal Nkt.e 6S | 0020

1 Food and beverage products are promoted with massive marketing budgets relative to
government expenditure on healthy eating campaigns. One company (Nestlé) spent £14 million
in 2008 in the UK marketing one chocolate bar (Kitafhis compares to £#illion spent on
GKS ylraAaz2ylt walrftdiQ OFYLI ATy o6& GKS C22R {GFyR

1.2.4 Trends in marketing expenditure

Publicly available data for UK expenditure indicate that food and beverage companies spend
significant budgets on marketirgto both children and adults. While the balance of expenditure
may be shifting towards new media (as in the US), traditional media such as TV remain important.
Character licensing is big business and is widely used to market food and beverages to children.

1 Between January 2003 and August 2008, ctiieimed internet adspend rose by 89%, whereas
the overall childhemed multimedia food and drink quarterly adspend fell by 32%.

1 Inthe period January 2003 to March 2009, TV ethitined food and drink adspend fély 34%,
but one category (dairy) increased TV childmed adspend by 37%. All other categories of food
and drink advertisers reduced their TV chilmed adspend, with only cereal and
confectionery reducing their adspend by less than the avetage.

1 Internet advertising is growing and has overtaken TV advertising as the major generator of
advertising revenué.

1 Advertising expendituréacross all product categes)on social networking sites such as
Facebook is rising rapidly and is estimated to grow to £285 million by2012.
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1 In 2002, revenue from character licensing which includes entertainment, TV and film, rose by
4.1% to £61 million. Character licensing wlaes biggest sector of the £140 million UK licensing
market, ahead of fashion, sport, trademark/brands and publisfing.

1.2.5 Types of food marketed to children

Food and drink marketing aimed at children and seen by children is dominated by higlyéat, su
and/or salt (HFSS) foodsd drinks

f C22R YIN)JSGAy3 (2 OKAfRNBY Aa -dReédbyebkie§ R o0& (KS

cereals, soft drinks, confectionery, savoury snacks and fast food otftlets.

1 Evidence from Ofcom shows that, after the¢ @dvertising rules came into force, some
companies reformulated theproducts to pass the NutrierRrofiling Model, and others
developed new product linethat would pass the Nutrier®rofiling Model’

Primary research findings
It was found that thedodsand drinksbeing marketed to children were mainly confectionery, fizz
soft drinks, savoury snacks and products from fast food outlets. (See Grid 1, in Appendix 4.)

1.2.6 Communication channels used to promote food to children

All of the major fod and drink brands integrate their marketing across a range of media and all of
the marketing techniques examined in this mapping exercise featured food or drink brands.

TV advertising of food and drinks to younger children is in déétimece the introduction of

NEJdz FGA2ya 2y I C{{ F22R FTYR RNAYy]l | ROSNIAaAY3

AYLRNIFYG Xy | OKAfRQa tAFTSO

1 According to Ofcom, in 2008 itdren were watching broadly the same amount of TV as in 2005,
GAGK GKS &alFYS LINRPLRNIAZ2Y 2F @GASgAy3a Ay | Rd
However, many more households with children had access tochdinnel TV in 2008 than was
theca§ AY Hnnp® ! & | NBadzZ 6§ OKAf RNBYyQa @ASgAy3
public service broadcaster (PSB) chanhels.

1 The number of food and drink advertising spots on TV between 2005 and 206#Idncreased

(mainly due to the proliferation of channels). However, the share of food and drink adverts as a
proportion of all TV advertising remained relatively stable at 13.3%.
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Primary research fidings

Nearly a third (19) of the assessed produsiated websites (for example, M&Ms, KFC, Revels,
Snickers, Aero, Pepsi and Cadbury) feature a link to the corresponding product sites on social
networking media such as Facebook, Twitter, MySpace or Behod A 1 2 NB | NB Sy (
I FNASYR 2NJ FFyQ 2F GKS LINBPRdzOG 2y ClI O0S0627
LINE RdzOG Qa ae&{ L) OS aAiGSod 6{SS DNAR mZ Ay I

A strong link exists between wdiased marketing and mobile markegj such as quick response
codes used by PepsiCo on its PepsiMax website, for example. The codes (scanned from a pr(
package via a mobile phone camera) allow the consumer to access downloads or rewards, or
enter prize competitions.

Marketing at pant of saleg including formulation, packaging and presentation, use of promotion
and giftsq is used to a significant extent by food and drink companies (see section 1.2.8. for
examples).

Advertiserowned websites and social media

The links betweemdvertiserowned websites and other social media sites are extensive and suggest
a blurring of the boundaries between socialising, entertainment and marketing.

W{20Alt ySGg2NlAy3a ariGSa FyR @GANIdzad t 62NE RaA & dzOFk
used extensively by heavyweight HFSS brands such as Burger King, Ma@l€acal Pepsi, in

order to legitimately harness the spending power of teavvy children. Of particular note is the

campaign by Skittles on Bebo. Skittles has been allowettdeca Bebo profile on which it invites

dza SNBR (G2 ONBFGS GKSANI 24y {1AGGtSa&a I ROSNI WiKI
FOGADGS YR aK2¢g dz&a ¢KI G {(1{AGGESa YSHy (G2 @&2dQd ¢

Primary research findings

Many advertiserowned websites such as M&Ms, KFC, Revels, Snickers, Aero, Pepsi and Cad
link to corresponding product sites on social networking mediach as Facebook, Twitter, MySpe
or Bebo (se¢he Social networking links/accountslumn in Grid lin Appendix 4). Visitors are
SyO02dzNy 3SR G2 Wwo6SO2YS || FNASYR 2N FlLyQ 27
CHoAGOSNI 2N G2 GAaArd GKS LINPRdAzOGQa aé{ L) OS

Figure 2 shows an example of marketing of Snickers confectionery on the aglvewised website
and a corresponding social media website. It highlights a variety of marketing activities on the
LINE RdzOG Qa ClF OSo6221 ©S0aAiS> adzOK Fa | alAy3
user. This example is part of an integratedrieting campaign which also runs across TV and po
advertising.
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Figure 2:Promotion of Snickers product and brand on advertisened website and Facebook

Snickers website (getsomenuts.tv) asking | Srickers website after age has been verified
visitor to enter their date of birth

Snickers fan is encouraged to provide mobile
Online games offered on the Snickers websi phone numbers of his or her friends
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Use of celebrity endorsements on advertisewned websites

Primary research findings

Many advertiserowned websites use celebrity endorsementhich often crosses over to TV ads
(see columrCelebrity endorsememrblumn in Grid 1, in Appelix 4). The kind of celebrity
endorsement ranges from featuring photos, films or direct quotes of support of the celebrity (fg
England football team players for Mars bar, or athlete Usain Bolt for Gatorade) to direct interag
engagement between the/ebsite visitor and celebrities (e.g. Mr T on the Snickers site or Holly
Valance on the PepsiMax site).

Age verification on websites

One way in which companies seek to target websites to older children or adutid away from
younger childrerg is byrequiring ageverification before a site can be entered. The robustness of
the mechanisms in place is questionable. Aggtriction norcompliance for social networking sites
has been identified as a matter of concern by both Ofcom and Mintel:

 W¢ K Smuvhiagefor registering with social networking sites such as Facebook, Bebo or
MySpace is thirteen. However, one in five children agd@ ghat use the internet at home say
they have a page or profile on Facebook (19%), one in ten (11%) on Bebo andvesretyn
(four per cent) on MySpace. At an overall level, one in four (25%) home internet users-aged 8

KI &3S I LINRPFAES 2y G tSlFrald 2yS 2F2GKSaS GKNBS

f W¢ KS LINRuneNBsiuging allztfee of the leading sites [Facebook, Bebo and MySpace]
suggests that (nof compliance with age restrictions is potentially as big an issue as online
gl GOKR23a KI°0S &dz33SadiSR®Q

Primaryresearch findings

There are different mechanisms for ageerification currently being used on advertisewned
websites(see theAge restriction to access websgelumnin Grid 1, in Appendix 4):

w Most of the advertiselowned websites do not restrictcaess to their website, but a minimum
age is required to register for prize winning competitions or loyalty rewards schemes, or tg
YSYOSNEKAL) Of dzoa 6Sd3ad . dZNHSNJ YAY IS | | NA

w Mars restricts access to its 11 produetated websites. Visitors are required to enter their dg
of birth before being able to navigate throughout the website. The age required to enter is
stated on the website. (You must be aged 12 or over to enter this site.)

w On the Cokezone website (€eCola) only access to its reward scheme is restricted to child
who are 12 years of age or older. It does not state the required age on the website, but dg
state it on the labels of its Co&2ola drink cans and bottles.

w Neither mechanism used bydvks and Coc&ola prevents younger children accessing their
websites if the visitor simply enters a false age.
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In-school marketing including participation schemes and commercial partnerships

In-school marketing can include sponsored resources {eaghing packs and materials), sponsored
activities (e.g. competitions and projects), and collector schemes (e.g. wrappers for books).

It is difficult to gain an accurate picture of the extent to whicts@mool marketing is being used to
promote food anl drinks to children in UK schools without conducting a formal survey, which was
beyond the remit of this project.

However, a report by the alliance for better food and farming, Sustain, highlighted this as an area of
concern®® The report identified exaples of food and drink companies promoting their products in
material provided as part of commercial curriculum packs. There is no specific regulation governing
this type of marketing activity, although voluntary guidelines have been developed for samools
England and in Scotland (see section 1.3.2).

Primary research findings

Sponsored resources

The Cadbury website providésk R6 dzNE Qa Hnwmn  9fBrde@chaiskedchihgiKey. NI

stages 1 and 2 and 3 to 5 and for those who are preparing for akghmup visit to Cadbury World

in Birmingham. In addition, the website provides:

w workbooks for Key stages 1 and 2i(byear old) students which are branded with the Cadby
logo (brand identifier)

w the possibility to book educational talks provided®@agdbury staff at Cadbury World, and

w afree preview visit for teachers, to help them prepare for the visit. (See Figure 3.)

Collector schemes

Nestlé runs a collector scheme which offers free educational books from Dorling Kindersley in
exchange fordkens found on Nestlé cereal box tops. Almost 400,000 books have been given ¢
since 2005. A minimum of 10 tokens is needed for one book. (See Figure 4.)

Figure 39 RdzOF G A2y £ YI G SN | -bwhedvgbsitt I Ro dzNE Qa | ROSNIAAS

c e W11 oot office .. = Extsesen Tatus (- WS livsswotjet.

www.cadburyworld.co.uk
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Figure 4Nestlé Box Tops for Books website

o w € X G L] i boctopstedacation co.kihome, aspc BiC B 78
Google | et v M sswch -4 1 S - @ @ (- 1P ook B Trante < ] Ao < 5 (5 owstie [ & - @ moval. -

www.boxtops4education.co.ufEebruary 2010)

Product packaging

Product packaging is used universally bydfand drink companies to convey marketing messages
For examples of marketing techniques on product packaging, see section 1.2.8.

Point of sale

Wt 2Ay0d 2F 41t SQ RSaAONAROGSaE GKS f20F0A2y X dzadz €@
make a puchase. Examples of marketing techniques used at point of sale (other than packaging) are
described in section 1.2.8.

Sponsorship (other than broadcast sponsorship)

Sports sponsorship

Sports sponsorship by food and beverage brands is widespread afdiissoy’ LJ- NI 2 F | 02 YL
positioning as a health or wddleing brand. In some cases the apparent contradiction between an
Wdzy KSIF f K& Q LINRPRAzOG yR | alLRyaz2zNBR ALRNIAy3a S@€

wW2 AGK aSRSyYydl NBE € ATSai,&e Bdnotiorf ohsport @2 populihtided® A y 3 G 2
GAGKAY YIFEN]SGAY3 OFYLIAIyad ¢KS O2yGNROBSNEE & dzN
promotion in 2003 highlights the sensitivity of HFSS brands utilising this. However, this has not
stopped brands fromventurith Ay 2 A KA & | NBI ®Q
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Primary research findings

The following examples of sports sponsorship were found while accessing the 63 websites an

w alb2FyY 61 NARO62 5dzyKAffaov alLkRyaz2NaA Waz2@S
Competition 2009 aswdlla WYa2 @S LG HnngpQo

w | I NA62 &aLRyaz2NBR GKS WIFNRo62 {iGFNYAE {

w YStt2330a 9 {SAYYAYy3I alLRyaz2NaA (GKS YSff
LINE2SOG: YStft233Qa {o6AYUl&AGAO | 6 NRAZX

() Mars has sponsored the England Football team for five years.

w alO52ylFfRQ&a FdzyRa 3IN} aaNerz2Ga Fz22dG40lftf GK
HAanpE & 2FFAOALFET LINBaSydAy3da LI NIYSNXP a
helping to create volunteer football coaches, ultimately coaching up to 1 million children
the UK.

w bSadtsS Nizya I 6S0aAidS 6KSNBE Odzadi2YSNE O
and confectionery wrappers for free physical activity sessidmsvilebsite provides
information about where customers can go to do one free session of their chosen physic
activity.

w TheCSNNBNER DNRdAzLIQa WYAYRSNI b {LE2NIQ Aa |
Federation.

Other types of sponsorshipdind during this mapping exercise were:
w  General Mills UK runs a childhood literacy programme with Hillingdon Council in the UK
(Hillingdon Book of the Year scheme).

W Haribo sponsors the Kids Club of the City Sightseeing tour bus company with 1568e0R@fr
Club packs containing a small bag of Haribo Starmix, felt pens and an activity passport v
games and puzzles for the children.

w  Yum! brand Pizza Hut was a Gold sponsor of the National Family Week in June 2010.

1.2.7 Marketing techniques usedtpromote food to children

Children are exposed to a wide range of marketing techniques used to advertise and promote food
and beverages often integrated across different media.

1/ KAt RNBYQa YSRAF SYQGANRYYSYy( AXINYOUBYARYBONR &
range of platforms.

1 Contemporary marketers are using a widening range of techniques. These approaches are often
more personalised and more participatory. They include product placenizatmarketing,
advergaming, social networking, sponsorship, peepeer marketing and usegenerated contenf.
T ¢SOKYAldzSa INB 2FGSy RSOSLIIAGS 2NJ waidsedlyf 6 K&aQ A
identifiable because they embed commercial messaging within games or information, blurring
the distinctions between marketing messages and other content.

1 Marketing techniques are often about brandig@reating a set of values or emotions associated
with the brandc rather than marketing of specific products.

f Themes of fun and fantasy, or taste, are used to promote food and drinks to chifdren.
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Product and brand integration in digital media including games and mobile messaging
Embedding references to products and brands into games and mobile messages is an immersive
technique whose impact is likely to opéeaat a subconscious level, especially among children.

1 Inthe US, online games were the predominant promotion strategy used by food companies to
promote brand loyalty among childrén.

1 Brand integration in computer games can go even further, such asoifgole games specially
produced for Burger King in the US starring eghitgnd characters (BK King and his friends).
The console games were available to buy at Burger King retail outlets in the US. This raised sales
at Burger King restaurants by 43%s.

1 New mobile marketing services are being developed. One example is a hew service by mobile
LIK2yS LINPZARSNI hNI¥y3IS OFffSR WhNIy3dS {K2(GaQd !
some of its payasyou-go customers text messages containing infotimaabout benefits and
brands relevant to them. The customers have to opt in to receive this service, which was trialled
with brands such as Snickéfs.

Primary research findings

w Nearly all advertiseowned websites visited during this project use sdimen of gaming ranging
from simple quiz games to specially created computer games. It was found that many adver
owned websites provide childppealing features such &®e downloads, online games and mug
Downloads include PC screensavers, P@als, chat icons, ringtones and other mobile phor
downloads (see Grid 1, in Appendix 4).

w The range ohdvergamingor in-game advertisingon advertiserowned websites found was
extensive, with online games showing at least one brand identifier sutttedsgo or the equity
brand character. In most cases, eqgditsand characters explain how to play the gag®uch as
Quicky the Nesquik rabbif the Kinder Egg charactétand the Knitting Nannas from Shreddf&s
(See also Grid 1, in Appendix 4.)

w Other online games offered on advertisewned websites seem to provide more educational
contentcd dzOK | & Y Sf f 2 3 Bkhdidnd® § ISEda6B) Iy & SYSt f 2
GKS NBR YStf233Qa €232 O60NlYR ARSY(GATFTASNY

w The Coke Happiness Factory gafhfeature the factory workers of an imaginary Cegala factory
with regularstrength CocaCola bottles appearing throughout the different stages of the game

Equity-brand characters

Equitybrand characters are those animated characters which areldeed and owned by the

advertiser and which have no separate identity. \Walbwn examples are Coco the Monkey
6YStt233Qa /202 t2LJA0 YR vdzioOolé (KS bSaldzi{ NI G
brand characters are exempted from advertgsiules which restrict the use of characters or

cartoons to promote food and drink to children (see sections 1.3.4 and 1.5.2).

1 Avreportin 2007 byWhich? the consumer organisation, showed a range of examples where
food companies use compamyvned charaatrs (or equitybrand characters) like Tony the Tiger,
/| 202 GKS az2yi1Seée oYStt233Qa0vr YR a22 GKS 51 ANE
products to promote their product to childreh.

1 Ina followup report, Which?found that the same companies also used some of their equity
brand characters to promote healthier products from their product range to childrzwever,
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Primary research findings

9 Equitybrand characters are widely used in food and drink marketing activities to children on
advertiserowned websites.

9 Several examples were found on bidertiserowned websites where equithrand characters
appear in online games and are used to explain the games (the Kinder Egg character and Q
the Nesquik rabbit, see Grid 1, in Appendix 4), or to guide visitors through the virtual world of
product website (Fido Dido, the Peperami animals and the M&M characters), or feature in
downloads such as chat icons, wallpapers for PCs, or coldaarbmmpks (Coke Happiness Factory
workers and the Milkybar Kid).

Some equitybrand characters are themselvd®e product (Kinder Egg character, M&M characte
and the Peperami animal).

Licensed characters

Licensing the use of characteyparticularly film or TV charactecsto promote food and drink

products is commonplace and involves all major media congsa(siee section 1.5.3 for a discussion

of company policies). Under the CAP Code there are restrictions on the use of licensed characters to
promote food to children (see section 1.3.1).

Evidence from the US suggests that character licensing, or licerssshoomotions, represent a
significant marketing expenditure for food companies, but mainly for HFSS products. Analysis by the
Federal Trade Commission showed thapenditure onchild and teen marketing using cress

promotions annually was $74.4 millidor quickservice restaurants, $56.2 million for breakfast

cereals, and just $4 million for fruit and vegetables (Federal Trade Commission}’2008).

Primary research findings

Licensed characters did not appe®idely in the websites visited during the period of research fo
this project. Just two were noted: Burger King featured the Floodwinked Tocdnd MagieKinder
featuredice Age 3

Celebrity endorsement
There are restrictions on the use of celebisti® promote food to children under the CAP Code (see
section 1.3.1)

In the US, the Federal Trade Commission found that approximately 1.7% ($26.8 million) ef youth
directed marketing spend was accounted for in fees paid to celebrities for product endemssth
This represented a substantially smaller spend than character licences or other cross promotions.

Another US report suggests that celebrity endorsement is not as popular with food advertisers as with
other advertisers and that around 10% of food ads make use of celebrities to promote their prétucts.

CKS 'Y O2y&adzySNJI 2NBEFYA&FGA2Y S 2KAOKKE F2dzyR G KI (
YINJ] SGAy3 | Ydrd dited &Suddiok singey Beydricdowles as a Pepsi spokesperson.

Primary research findings

Three examples of celebrity endorsements were found on the websites visited during the peric
research for this project: Donald Trump (Oreos), the England football team (Mars), and Loose
Women(Maltesers).
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Premiums and giveaways

Some products are promoted to children through the inclusion of free gifts, prizes cagsiss.
Premiums are anything offered free or at a reduced price when a food and drink product is
purchased. The purchase difet product is conditional to access the premium.

Primary research findings

 Coca/ 2f I Q& DAYYSONBRAG OFYLIAIY A& IADAY3
promotional cans and 500ml bottles of Sprite, Fanta or Dr Pepper. The cans or bisfley a
promotional code which enables the consumers to claim a 50p mobile phone credit. Claim
be made either by sending a text message or oniine.

f CNBS G2e8a IINB AyOfdzZRSR Ay . dzZNBHbodwinkkd23 Q &
promotedon the meal bags, children can choose one of six film characters asangiye

Figure 5Coca/ 2t | Qa

Figure6CNBS (2@a Ay . dzZNHSNJ YAy3d ! YQa OKAft RNByQa
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Promotions at point of sale

Marketing techniques used at pu of sale include: sales promotions via shelf ticketing, product
display, positioning in store (checkouts, kiosksstore banners or ads), promotional bins and
product sampling.

Pointof-sale promotions are universally used in UK supermarkets. Pronsére used to drive

footfall through a store, to raise the profile of a particular product, and to encourage impulse
purchases. Some retailers accept that sweets at checkouts are particularly appealing to children, and
have adopted policies to remove time(see section 1.5.4 for retailer policies). Similarly, floor level
displays, which are in easy reach of small children, may be targeted more to children than adults (for
example, see Figures 8 and 10).

Detailed primary research into pohatf-sale promoions was not possible within the constraints of
this project. Information was gathered from industry and NGO reports (British Retail Consortium
[BRC] and National Consumer Council) and personal communication from-tieeaal the BRC.
Where studies or reprts of company practices have not been found, illustrativetore

observations are included.

Primary research findings

{ I Ay aQltdebistobséarved that no snacks or confectionery were displayed at the checkout li
f I NHESNJ { I Ay ao dbNtBhexat tha czedsoditKibskilepécially in smaller, local
supermarkets some confectionery, mainly sweets, was displayed.

The Cepperative Groug, It is understood that The Gaperative Group has removed all HFSS &
and drinks from checkout lines kiosk stands. However, the ©p allows HFSS foods which are n
childtargeted in promotional bins at the front of some checkout lines.

Morrisonsg It was noted that Morrisons allows the display of snacks and confectionery at both
checkout lines andneckout kiosks.

Tescc; In larger Tesco supermarkets it was observed that sweets and snacks can be found at
checkout kiosks, but not at the checkout lines, whereas at local Tesco supermarkets some ché
kiosks are free from snacks and confectionery atiers are not. It was observed that in the same
supermarket some checkout kiosks display snacks and confectionery and some do not.

ASDASdzZNA Y3 GKAA& YIFLWLAYy3 SESNOA&ASE (KS &l YSs
supermarkets where some fixtes at the checkout lines as well as at the checkout kiosks were f
of snacks, confectionery and drinks.

Marks & Spencer It was observed that dflarks & Spencesupermarkets some checkout lines an
checkout kiosks are free from snacks and confectioaed/some are not.

Waitrosec Waitrose supermarkets were found not to display any confectionery at their checkot

The CeoperativeGroupRSFA Y S&a WOKAf R GFNBSGSRQ |a F2ft26ayY / KAfT
illustrations on the packaging, or have a relatively loveg@point.
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Figure 8: Examples of kiosk chlesuts and checkout lines at @@ supermarkets

Kiosk checkouts at the &xp

Figure 9:.Example of checkout line at Morrisons

Checkout line at Morsons supermarket
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Figure 10Examples of checkout kiosks at Tesco

Confectionery at low level, or &
child height

Brand promotion
Brand promotion is a marketing technique that is being successfully used to raise brand awareness
among childen and young people.

Detailed primary research into the use of brand promotions was not possible within the constraints

2F GKAA LINR2SOGD® /2YYSNOAIFE NBASEFNOK Llzof AAKSR F
OKAf RNBy Qa o0 NI y Rgs shown MEigusedl & ate fronKdbialithtiveyféddagth conducted

by Discovery Research in 2010 and publishedarketing Weekmagazine”® (Details of the research
methodology are given on page 24.) This study suggests that brand awareness among the young is

VSNE KAIKXEZ GKFIG wO022f{Q ONIYRa IINB AYLRNIFYGZ |yR
child-oriented brands.
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Figure 11/ KAf RNBYy Q& oNI yR 6l NBySaa

Discovery Researahsummary of findings (2018)

f WC22R FYR RNAYl4a4 O0ONl}YyRa KIFI@S (GKS KAIKSaAG| gl NB
matching the correct logos to Co€la, Pepsi, Tropicana, Ribena, Sprite, Fanta, Robinsons|and
Capri Sun in the soft drinks sector.
T 2KSY NI ylAy3 o Nligrietbleahat foadhanies sfich asiFéodties, Cheerios,
Coco Pops, Petits Filous, Munch Bunch and Babybel are ranked considerably cooler atwong six
eightyearolds than ningo 11l-yearolds.
CKSNBE Aa | asSyasS | Y2y3 OKAMIRNKSA y2TF  (18KABLISNNBY: |- NJ (1 SKA
From the age of around ten, it seems that there is less of a desire among children to receive
overt marketing in a childish tone.
l Rdzf 6 K22R Ay 3ISYSNIf aSSYa LRLzZ N gAGK [G2RF@&Q
89% of children believe that appearing ¥ implies something is cool being even more
important than recommendations from friends and family (87%). Films and shows also generate
I 022t FILOU2NI FNRY yco:3 gKAES ym: aleé az2lYSGkKAy
A famous face fronting a brarat product would influence 80% of children.
Girls appear more influenced by celebrity culture than boys.
96% of children admit to nagging their parents or guardians to buy them things.
The concept of marketing to children could be over for a lot of braadsdult brands become
Y2NB LIWISFEAY3I YR FALANYGAZ2YIf (2 OKAfRNBYy®Q
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For research methodology see page 24.

Brand placements in films
The placement of branded goods in films is widespread and used extensively to promote a wide
range of products and seices including cars, electronic gadgets, airlines and household goods.

A recent US study showed that food, beverage and retail establishment brands are frequently
portrayed in films, including films rated suitable for children, and most of the bram@plants are
for energydense, nutrientpoor foods or product lines. The study concluded that films provide an
avenue through which companies are marketing nutripobr and energydense foods to
consumers including children and adolescefits.

Primary resarch findings

Although the constraints of this project meant it was not possible to conduct detailed primary
research into the use of brand placements on films, an example of product placement noted in
was Dr Pepper soda fron Man 2°° The film igated 12A for audiences in the UK.

Peerto-peer marketing

Peerto-peer marketing, or worgbf-mouth marketing, relies on consumers talking to one another

about brands and products. Marketers use various techniques to encourage and incentivise people

told 1 Fo2dzi GKSANI LINPRdzOGA (2 FNASYRATI SAGKSNI Tl
YR WF2f{f26SNEQ 2y &a20Alt ySig2N)] ¢SoaraidasSa tA1S
AYRAGARIzZ £ Qa yIYS I yR LIihgixfood andSdNdksipyeterernicds | ( LIS NA 2
Given the high brand awareness and sensitivity among children and young people, it is no surprise
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that peerto-peer marketing is successful. According to industry commentators it plays a significant
role in brand pronotions.

1 meG Aae 2y

2
0S AyTfdsSyOSR®

-+

S 0KS Y2aid STFSOUAL®S ¢l e&a F2NJoN
OSR® o @& GKSANJ?NASVRa@Q
1 Wt Ht -taxled8]$eblkdniques seem to be one of the most effective ways that brands can reach

this ofteninacces A 6t S | dzZRA S 0SS WOKAf RNByYy B8 dQ

9 According to an analysis Marketing Weeklthere are some youth research and marketing
agencies in the UK who use P2P marketing techniques with children such as Dubit or Jadmerz
P2P site for 1:24 year olds®

Primary research findings

In4Merz is a dedicated welilased business linking brands and young consumers. Analysis of th
In4Merz website (for 1-R4 year olds) shows:

{ The In4nerz sité€’has more than 12,000 members who can collect points for activities such
LINEY2GAY3 | YdzZaAOAlLYyQa Ffodzy 2y Cl OSo0221

9 These points can then be redeemed in the In4merz shop for merchandise, or people can b
their points for the chance to win ade-to-face meeting with a pop star (see Figure 12).

T LYynYSNI IROSNIAaASE 2y OKAf RNByQa az2O0Al ¢

1 Indmerz encourages its customers to talk to their friends via this social networking site, an
advertises itdbrand there, as a form of integrated marketing.

Figure 12indMerz web presence

IN@MERZ com

Sign Up Now! .«
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Usergenerated marketing

Use,dSYSNI GSR YFEN]J SGAY3T Aa y2i FT2NXIffte RSTAYSR 0c¢
including advertisements generated Ryird parties, often in response to competitions run by brand
26ySNBRZ YR SKAOK INBE O2YYdzyAOFiSR o0& thekS o0NI YR
taxonomy of marketing termen page 117). The creation of usggnerated content on sites such as

YouTbe is clearly popular with young people, and this sense of fun and engagement is likely to drive

youth interest in usegenerated marketing too.

WeKS Ay@2t @SYSyild GSOKyAljdzS a GELAFASR o0& {1Ad0f
centres on the brgeoning popularity of usegenerated content has become recognised as a highly

effective method of stimulating consumer interest in the brand in addition to fostering an emotional

link which under current ASA guidelines might otherwise be difficult#30fo3°NJb Q

Other recent examples of this technique listed in the reflariclude:

1 Mars2 6y SR a6SSG oNI}yYyR wS@Sta ¢ KAOK skedthe publicd SNA S &
to vote for the variety they wanted to see banished from the pack.

 The WalkerCrisps¥52 dza | Tt @2 dzND 02 Y LIpackdndadlyie 6 KA OK 02
promotion inviting consumers to submit their flavour ideas, along with a picturehat inspired
them.

Primary research findings

It was observed that 24 out of the 63 websites visited in February 2010 featuredjeiserated
YIEN]JSGAY3I NIy3aIAy3a FNBY GKS SyO02dzaNI 3SYSyid |
create short filmclips (Natural Confectionery Company), to competitions inviting consumers to
create the next advertising short film for a product (Doritos King of Ads competition 2010). (Se
1, in Appendixé.)

Figure 13Doritos (PepsiCo) website featuring thiad<of Ads competition

kingofads.doritos.co.ukaunched in February 2010
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1.2.8 An example of an integrated marketing campaign across different
media

Primary research findings

None of the examplesfanarketing analysed in our research are isolated technigues, but are
integrated into multimedia campaigns by food and drink advertisers. To illustrate this integratic
with just one product, marketing for Co€2ola was traced across different media anchit@iques.

Figure 14Example of an integrated marketing campaign by &oala Great Britain

 Coca/ 2flaQa /21S12yS Aa | KaSHdies @nd dans2eycouiakiiy
O2y&adzySNB (2 WydiGould heijust one otlev@®NEY || RNBL Y
9 The consumer can register online at cokezone.co.uk by entering the promotional code dis
on the labels. Once registered the consumer can earn points and claim Cokezone rewards
as key rings, wallpapers, ringtones or gnio prize winning competitions.

BONUS POINTS

THANKS TEXT 11 70 BBSSS OR ENTER 1T
FOR SHARING. AT WWW COKEZONE C0.UK

< ‘Immummw
2 COEONTHE BOTTLE! O
|
B

purvourmaTes 0 [l spiLL ThE BEANS & (5)

More st for ther 0 To s 1 it aboet yoursel

e e <o b remmpegetaivogsos et cad o

re [ R W tceria e A ik T T R

Reglsterlng with Cokezone is rewarded Wlth 2 bonus pomts If addltlonal personal information
provided, anothel5 points can be earned.
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REGISTER FOR FREE POINTS [l DAJ

LOGI | HELP

FIFAWORLDCUP™  MUSIC ~ ENTERTAINMENT = GAMES  FASHION  CHARITY  FREEEFUN  BLOG COCACOLA  DIETCOKE  COKE ZERO

REGISTER NOW AND GET 2 FREE POINTS

What are you waiting for
S a bit 100 you

Zone and check out all the cool stuff that's up for grabs
K when you'e

Dere.
e

(B zmoostt oo, = £ 2 vrermet sion . 2

7l start

2 AGK2dzi YySSRAY3 (G2 NBIAAGSNE GKS @GAaAAG2NI (
This redirects the visitor to the Coke Happiness factory weldite:{/hf3.coca-cola.com) which
offers games featuring the Happiness factory worker characters.
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2 Coca-Cola Happiness Factory - Windows Internet Explorer.

fe | cohescrn v P seach - @+ e @swer B- [ scewhi - % check - 38 Transixte ] Auor - 5 (@ cobeaone - s

Cartily

@ intermet - Rizsn -

oone 5
(Tistart, [2masstofe0., © © 2 inometEkrer - [ 6 MaosoltOffke s = m

At the Coke Happiness Factory, free downloads such as wallpapers, chat icons and ringtones
available.
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1.3

Mapping area 2:

Current statutory and
self-regulatory regimes and
voluntary codes applicable In
the UK

1.3.1 The regulatory landscape in the UK

The regulatory landscape that applies to marketing to children is complex. According to a report by
the consumer body Consumer Foctfthere are at least 20 different statutory and sedfgulatory

codes relating to marketing and advertising techniques and practices, data protection, research,
privacy and parental involvement. Statutory regulation and somersglilation are set at the EU as
well as the national level. Some marketing communications to children are regulated in one form or
another by enactments of EU Directives governing data protection, privacy and electronic
communications and unfair commercialgtices. Other spheres of regulation that apply to food
marketing, but do not specifically regulate food marketing to children, include General Food Law
Regulations. These have provisions for product packaging andqfesale marketing.

The regulatonand selfregulatory regimes which are relevant to food and drink marketing to
children are shown in Grid 2a (see Appendix 4) and are summarised below.

Regqulations reviewed in Grid 2a

Ofcom Broadcasting Code

The UK Code of Broadcast Advertising (BCAP €ode)

The UK Code on Ndmoadcast Advertising, Sales Promotion and Direct Marketing (CAP*Code)
PhonepayPlus Code of Practice

School Food Trust standards for school food

General Food Law Regulation (EC) 178/2002

Unfair Commercial Practices Directiy)K Reglations 2008

=4 =4 =8 =8 -8 -8 -9

Types of regulatiorg broadcast

Broadcast advertising in the UK is governed by a combination of statutory aedaiatory rules.
TV and radio advertising is-cegulated by Ofcom (the broadcast regulator) and the Advertising
Standards Autority (ASA) administers the industoyvned BCAP Code. Statutory rules apply to
programme sponsorship and to product placement:r€gulatory rules apply to scheduling and
content (BCAP Code) with backstop powers held by Ofcom.
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TV

TV food and drink advesing (and sponsorship) to children is specifically regulated by the BCAP
Code. New rules for HFSS advertising were introduced in 2007 (see Figure 15). The rules apply to
terrestrial, cable and satellite commercial TV companies licensed by Ofcom.

Productplacement on British TV is regulated by the EU Audiovisual Media Services Directive
(2007/65/EC) (the AVMS Directive) and national regulations. Under the AVMS Directive, product
LI I OSYSY(l A& LINRPKAOAGSR Ay OSNJI I rangyimetIJNER OBfdMY Y S
Broadcasting Code further prohibits product placement for products or services in six categories
including HFSS food and drink.

Figure 15BCAP Code rules applicable to food and drink advertising to chi{dresummary

1 Advertisementsaimed at children (under 16) must not condone or encourage poor nutritions
habits or disparage good dietary practice.

|l ROSNIIA&aSYSyda FAYSR i OKAfRNBY 6dzy RSNJ
Advertisements aimed at children (under 16) must not use {s@&itlor highpressure techniques
Nutrition and health claims must not mislead and must comply with EC regulation 1924/20

b2 KAIK FlLiX adz3F NI 2N alftd ol c{{oOofFF FIR@S
2007.)*

1 No HFSS advertisements imgrammes of particular appeal to children under age 16.
(Implemented in 2008.)*

T b2 1 C{{ FIROSNIAASYSyia 2y RSRAOIGSR OKAf
1 No celebrities or licensed characters to be used in advertisements for HFSS products aimg
primary-aged children (under 12). (Implemented in0Z0)*

=A =4 =4 =

1 No promotional offers (givaways) in HFSS advertisements aimed at priragad children.
(Implemented in 2007.)*

* TV only. Radio rules restrict the use of claims, characterpeordotional offers in all food and drink
advertisements aimed at prschool or primaryaged children, except those for fridhd vegetables.
* 1 3 ARSYGAFTASR o6& (KS C22R {dFyRIFINRa& !3Sydeq

Brand advertising on TV

BCAP provides guidance on differentiating an HFSS produatiadeeent from an HFSS brand
advertisement! It is intended to prevent advertisers getting around the HFSS advertising
restrictions by showing the brand but not the product. BCAP would determine that a brand
FROSNIAASYSYyld o1 a4 VaeyAYyRY2ded 2H0A 0 KS R2 MIA GRS
the advertisement:

91 refers to or prominently features an identifiable HFSS product

9 refers to or features a brand name that is strongly associated with a specific HFSS produc

1 refers to or prominently featwes a food or drink product but does not provide enough
AYF2NXYIEGA2Y F2NJ GKS FdZRASYyOS (2 ARSYyidATFe
range of that type of product, or

9 refers to or features content, such as a strapline, celebrity, licensadacter or brand
generated character, that is strongly associated with a specific HFSS product.
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Radio

The BCAP rules are applied differently to commercial radio broadcasting. Unlike the rules for TV,
they do not specify HFSS foods, but apply to ali$oexcept fresh fruit and vegetables. Product
placement is prohibited on commercial radio (under section 10 of the Ofcom Broadcastin)Code

Ondemand audiovisual media services

Media service providers of etlemand, or nodinear media services, regulatdy the Authority for

Television On Demand (ATVOD), are subject to content rules under the CAP Code. The application of
rules to the media service provider, not the advertiser, derives from the AVMS Directive which

NEIljdzA NS&a GKI G WS Inéuke that@lvaadidiNdudl mddid SrviéeK trafisinittes by

media service providers under its jurisdiction comply with all the rules of the system of law

FLILIX AOF6fS X Ay GKS aSYOSNI {GlFrGS®Q 6! NLAOES H o
BCAPROfcom rules, means that edemand services are not subject to scheduling restrictions on

HFSS advertising.

Types of regulatiorg non-broadcast

Marketing and promotions in all paftr space in media other than TV and radio are-ssdulated

under the @P Code. This includes npaidfor digital space (i.e. promotional companywned

websites and social media) from March 2011. The CAP Code is an irmluseg Code created,

revised and enforced by the Committee of Advertising Practice. The rules areisténeid by the
Advertising Standards Authority. The ASA is an independent body responsible for investigating and
adjudicating on complaints about advertisements, sales promotions and direct marketing.

Figure 16 CAP Code rules applicable to food and dniracketing to childrerg a summary

1 No promotional offers, licensed characters or celebrities allowed in food and drink
advertisements (except for fruit and vegetables) aimed atgwieool or primanaged children

1 Advertisements must not condone or engage poor nutritional habits or disparage good

dietary practice (children under 16).

l ROSNIAASYSYy(Ga Ydzad y20G SyO2dzN)» IS WwWLISad$s

Advertisements must not use hagell or highpressure technigues (children under 16).

Nutrition and halth claims must not mislead and must comply with EC Regulation 1924/20

(children under 16).

=A =4 =

Advertiserowned websites and social networking sites

Paidfor and nonpaid-for advertising on advertiseswned websites and social networking sites is

regulaed under the CAP Code. Advertising inpaid¥ 2 NJ & LJr OS Aa RSFTFAYSR Fa W
YEN] SGAYy3T O02YYdzyAOFGA2ya X GKIFGO FNBE RANBOGEe O2y
services, opportunities and gifts, or which consist of direct solioitatof donations as part of their

ownfundNJ A Ay 3 ® OGABAGASaDPQ

'daTy

. S0FdzaS Y2aid a20Aalft ySig2N] arisSa Oly  00Saa

o]
Online Privacy Protection Act (COPPA) under US federal law which applies protectiviidy ¢éo
aged under 13 regarding personally identifiable information.

Advergames
The same rules and definitions apply under the CAP Code as for social networking sites (see above).

Mobile phone
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Mobile marketing (via all premiufrate services accessedthe UK) is subject to sekgulation

under a code of practice administered by PhonepayPlus. The code does not have specific provision
for food and drink marketing to children. Advertising sent to mobile phones is subject to the CAP
Code and regulated e ASA.

Food sold in schools

Mandatory nutritional standards apply to school meals in England (but not in Wales or Northern
Ireland). Different mandatory standards apply in Scotland. Regulations also apply to food other than
lunch sold in schools, in@ing vending in schools (see Figure 17 in section 1.3.5). The standards in
England are subject to inspection by Ofsted, and by trading standards or environmental health
officers. Exceptions to the mandatory standards are private and academy schoolsavehiat

legally required to implement them. The content of vending machines is controlled by the standards,
but branding of vending machines is not.

1.3.2 Guidance and best practice codes

There are a number of internationalnd nationallevel codes of @ctice, guidelines and best
practice guidance which apply in the UK market. Some are owned by advertising and marketing
trade bodies, others by food industry trade bodies, and a minority are the product of joint working
between industry, government and NIS.

Some codes specifically address a particular issue, such as digital matkEtiaga collection and
parental conserif and direct marketing’

In addition to these codes, there are individual food company and licensing company pledges and
policies which operate at various levels and in different geographical regions. Some of these policies
and pledges will be applicable in the UK. For ease of analysis, these pledges and policies are
considered separately in section 1.5.

International industry codereviewed in Grid 2b

1 International Chamber of Commerce Consolidated ICC Code (2006)

1 ICC Framework for Responsible Food and Beverage Marketing Communication

1 Confederation of the Food and Drink Industries of the EU (GIRANciples on Food and

Beverage Meketing Communications (2005)

CIAA Principles of Food and Beverage Product Advertising (2004)

The EU Pledge Programme (supported by the World Federation of Advertisers)

European Advertising Standards AlliagdeASA Digital Marketing Communications Besttice

(2008)

Responsible Advertising and Children Programme

European Association of Communications Agencies (EAEA)cal Guidelines for Advertising to

Children (2002)

ICC/ESOMAR International Code on Market and Social Research (2007)

Market Reseatt Society Code of Conduct (2010)

International Food and Beverage Alliarc-BA Global Policy on Marketing and Advertising to

Children

1 UNESDA (Union of European Soft Drinks Associations) l€dgeribution by UNESDA and its
corporate members to the EPRlatform for Action on Diet, Physical Activity and Health.

=a = =A =4 =4

=a =4 =

National industry codes reviewed in Grid 2b
1 ISBA Online Promotion of Food to Children (2007)
9 Direct Marketing Association Code of Practice (2003)
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1 Internet Advertising Bureau (IAB): Good Practidediples for Online Behavioural Advertising
(2009)
1 Food and Drink FederatianFDFRManifesto for Food and Health (2004)

National government and other codes reviewed in Grid 2b
1 Working with Schoolg Best Practice Principles (2008), ISBA and former Dapat for
Children, Schools and Families
9 Guidelines on Commercial Sponsorship in Schools (2009), Consumer Focus Scotland
1 Guidelines on Commercial Sponsorship in the Public Sector (2008), Consumer Focus Scotland

1.3.3 Intergovernmental guidance

Non-binding recommendations made by the World Health Organization apply to the UK, as
elsewhere. The UK government also participates in a European Network set up in the WHO
European region to work towards reducing the marketing pressure on children for edengg
micronutrient-poor foods to childrentfie European Network on Reducing Marketing Pressure on
Children). Th&/HO recommendations address all WHO Member States. The European Network
addresses Members States in the Euro region only.

Both the WHO recommemdions and the European Network specify that they are minimum
standards only and do not preclude more robust measures by individual governments.

Intergovernmental proposals reviewed in Grid 2¢
f WHO Recommendations on the marketing of foods andalonholc beverages to childréh
f WHO European Network on Reducing Marketing Pressure on CAfldren
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1.3.4 Comparative analysis of regulations, codes and recommendations

Communications channels covered
9 Statutory regulation and setegulation cover TV, radio aradlvertising in paidor space in hon
broadcast media. (A full list of media covered under the CAP Code is shown in Grid 2a.)
Communications channels that are not covered by any specific regulation-oegelation on
food marketing to children are:
2 in-school marketing including collection schemes and commercial partnerships
? product packaging
? point of sale (other than sales promotions under the CAP Code)
? sponsorship (other than broadcast sponsorship).
T {2YS AYyRdzZAiNE O2RSa | LRW¥dai2OWEIARYD28XA/ ZEFWYI K
20KSNABR FLILIJX e (2 WFEROSNIA&AAYIQ 09! tfSR3IST 91! /!
9 Five of the guidance and best practice codes covscliwol marketing (EU Pledge, EACA,
UNESDA, DCSF/ISBA and CFS 2009).
9 One best practice code covers sorship in public sector settings other than schools (CFS
2008).
1 Both sets of mtergovernmental recommendations (WHO and European Network) speC|fy that
aStiAy3a WoKSNBE OKAfRNBY 3AFGiKSND akKz2dZ R 0SS 020
and culural activities.

Marketing techniques covered

Selfregulatory rules are specific about marketing techniques that are covered. These are:
advertising

teleshopping

programme sponsorship

product placement

sales and price promotions

advertorials

use of markeihg databases.

=A =4 =4 = -8 -8 =9

Marketing techniques that are not covered are:

9 product and brand integration in digital media including games and mpbibte messaging

1 labelling, advertising and presentation on food packaging (including use of celebrities and
cartoon chaacters)

f use of equitybrand character®
i formulation and presentation of the product (including colours, flavours or shapes)
1 premiums and givaways
1 some forms of promotions at point of sale (including shelf ticketing, product display, positioning
in store dump bins and kstore sampling).
20K GKS 21h yR 9dNELISHY bSidg2N] NBEO2YYSYyRIUAZY
YENLISGAY3 YR LINRPY2(GA2Y QO

Age definitions

There is no consistent definition of the age of a child in marketing regulations or apgksd in the

UK. They vary between 11 and 18 years.

1 Achild is defined by Ofcom and by CAP as anyone under the age of 16. Some of the co
regulatory code rules apply a younger age when determining the age at which marketing
communications may be directet children. For example, in some instances the BCAP and CAP
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Codes (normally applied to under 16s) apply protections forseteol and primaraged

children only (see Figures 15 and.Ibrade body codes for marketing and advertising mostly set
the age ofthe child at 12, with the exception of the ISBA code on online promotion of food to
children (16) and the Internet Advertising Bureau: Good Practice Principles for Online
Behavioural Advertising (13). Codes relating to market research set a range afageting to
different activities such as interviewing (14, 16 and 18).

The restriction on vending in schools, under the nutritional standards, effectively applies to all
schootage children (up to 18 years). Government or N&@®Dcodes on irschool markeng

cover, or are assumed to cover, all schagé children (18).

WHO and the European Network propose that age definitions should be set by national
governments (but not less than 16, according to the European Network).

Audience definitions
The ways invhich a media audience is defined as comprising a significant proportion of children also
vary between regulations and codes. Where defined, most apply a percentage calculation, although
the calculation varies.

T

=a =4

The BCAP Code applies the HFSS restri@ionlt f f WOKAf RNB Yy Qa LINBIANI YYAY
LI NI AOdzE I NI AYiSNBalG (G2 OKAfRNBYQd ¢+ LINRPINI YYS
a disproportionately high number of children in the audience compared to the general

population. BCAP uses audience index of 120 where the proportion of viewers aged under 16

is 20% higher than the proportion of under 16s in the general population.

In nonbroadcast media, the ASA assesses audience targeting on the basis of the media used, the
content and tte context of the ad.

The EU Pledge and the UNESDA code are both applied to advertising to media audiences with a
minimum of 50% of children under 12 years.

The IFBA Global Policy defines advertising to children as meaning advertising to media audiences

with a majority of children under 12 years.

Neither the WHO nor the European Network set percentage values for defining a child audience.

The European Network code includes additional requirements that adults should not be targeted

with marketing for HFSSdd and drink products as being suitable for children (Article 5.3).

Categorisation of foods
Regulations and codes applicable in the UK market differ in whether and how they differentiate
between healthier and less healthy foods and drinks.

)l
)l

Most industryowned codes apply to all foods and drinks and do not differentiate at all (ICC,

RAC, ICC/ESOMAR, MRS, UNESDA, ISBA, DMA and IAB).

Thoseindusti2 6 Y SR O2RS& GKIFIG R2 RAFFSNBYGAFGS:E adl a8
specific nutrition criteria basedn accepted scientific evidence and/or applicable national and
AYOSNYFGAZ2YFE FdzZARSEAYSaQ 609! tfSR3IAS FyR LC.! O
ONAGSNARI @FNE 06SOlIdzasS SIOK L SR3AS O2YLI ye KI &
reflecti KS RAGSNRBRAGE 2F WIKSANB LINPRAZOUG LR NIF2fA2a
Co and selfregulatory codes simply exempt fresh fruit and vegetables from some specific rules

on advertising to children (CAP, BCAP for radio only).

The Ofcom and BCAP rules for TV differentiate betweaeilttier and less healthy food and

drinks across the board. The rules define high fat, sugar and/or salt foods (HFSS) according to the
C22R {UFyRINRa ! 3SyoOeQa bdziNASYyd tNRBFA{AY3I az2R

According to Office for National Statistics population estimates-@0i@8), 20% of the UK population is under 16. On
this basis, approximately 18% of a given programme audience would need to be under 16 to trigger the Ofcom
restrictions.

61



Figure 17Standards for food provided in schools at times other than lunch (School Food Trust)

FaFAyad b NI yPGSAT(WABOA GASIRSYYR FyR asia |
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airtime. The Food Standards Agency NPM has been independently validated. The rules apply to

scheduing restrictions and to some content restrictions.

As well as being subject to the scheduling restrictions, HFSS products (assessed by the NPM) are

subject to content rules under BCAP (see Figure 15).
Foods that may be sold via vending machines in sclawelsubject to fooebased nutritional
standards for food in schodfgsee Figure 17).

L.
K 2

¢KS 21 h NBO2YYSYRIF(GA2ya aLISOATAOI tfdttpacikB T SNJ G 2

FTNBS adaArINERZ 2N alfaQo
The European Network specifies that categorisatioousd be based on established dietary
guidelines and determined using a nutrient profiling approach.

More of these healthier items:

T

1
1

Fruit and vegetables mube provided in all school food outlets. These can include fresh, dri
frozen, canned and juiced varieties.

Free, fresh drinking water should be provided at all times.

Only healthier drinks are permitted throughout the school day.

Restricted or no loger allowed:

T

1
1

= =4

Confectionery such as chocolate bars, chocetatated or flavoured biscuits, sweets and cere
bars must not be provided.

Salt must not be provided at tables or service counters.

Condiments such as ketchup and mayonnaise must only be aeditekachets or individual
portions of not more than 10g or 1 teaspoonful.

Snacks such as crisps must not be provided. Nuts, seeds, vegetables and fruits with no ad
salt, sugar or fat are permitted.

Cakes and biscuits must not be provided at times pthan lunch.

No more than two deefried food items such as chips and battarated products can be
provided in a single week across the school day.

Starchy food cooked in fat or oil must not be provided more than three times a week acros
school day.

Meat products (manufactured or homemade) are divided into four groups. A meat product
each of the four groups may be provided no more than once per fortnight across the schog

Compliance and monitoring

Statutory and seffegulation
1 Broadcat ¢ Prior to broadcast, compliance with broadcast advertising rules is supported by pre

1

clearance via Clearcast (TV) and RACC (radio).

Non-broadcastg Pre-publication copy advice is available for Aormadcast advertisement in

paid-for space subject tthe CAP Code. Prdearance of cinema advertising is required through

the Cinema Advertising Association.

Post broadcast or publicatioradvertisements are subject to complaifiased regulation.
Complaints about scheduling, sponsorship, product placeroetgleshopping are handled by
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Complaints about the content of broadcast advertisements andmmoadcast advertisements
in paidfor space (breaches of the BCARC#P codes) are handled by the ASA. If upheld, the ASA
will require amendment or suspension of an advertisement. Repeated breaches from advertisers
may be referred to the Office of Fair Trading. Nmmpliant marketing communications on
advertiserowned websites or social networking sites are subject to specific sanctions which
include:
¢ providing details of an advertiser and the nroompliant marketing communication on a
special part of the ASA website
¢ removal of paidfor search advertising ads thd link to the page hosting the necompliant
marketing communication may be removed with the agreement of the search engines, and
¢ ASA paidor search advertisementsthe ASA could place advertisements online highlighting
'y | ROSNIAA&SNdplia@e y G AYydzSR y2Y

1 Compliance monitorindor TV advertising is undertaken and reported by Ofcom (the statutory
regulator) and the ASA (setgulatory organisation). Ofcom has monitored the impact of the
new food and drink advertising rules. In 2008 and 20i@viewed changes in the amount of
HFSS advertising seen by children on TV, changes in the food and drink advertising techniques,
and impacts on broadcasters. The ASA has not undertaken equivalent monitoring of the impact
of CAP and BCAP rules. Insteamitducts surveys in specific industry sectors to assess
compliance ratesTheFood and Soft Drink AdvertisiSgirvey(2007° and 200§% looks at a
sample of advertisementscross broadcast and nearoadcast media

1 Mobile marketing(via all premiurrrate rvices accessed in the UK) is subject toregltilation
under a code of practice administered by PhonepayPlus. Compliance is backed up with possible
reprimands, fines or suspension of service for breaches by service providers. Advertising sent to
mobile phones is subject to the CAP Code and regulated by the ASA.

1 Market research under the MRS Code is also subject to compldiated regulation, with
disciplinary powers held by the MRS Council to deal with breaches.

Codes and best practice

1 Compliance moitoring is undertaken by World Federation of Advertisers for the EU Pledge and
by IFBA for its own Global Policy. UNESDA proposes that independent third parties should define
key performance indicators against the UNESDA commitments, but it is not ¢cletventhis
has been done or monitored.

1 The DMA and IAB both require seéfttification of compliance.

1 The Codes of Practice applied to marketing in schools (DSCF/ISBA and the Consumer Focus
Scotland guidelines) do not specify how compliance should bared. The Consumer Focus
Scotland guidelines recommend that schools and sponsors have a written agreement which
must be evaluated.

Intergovernmental recommendations

1 Both WHO and the European Network identify national governments as having main
responsilility for code setting, implementation and compliance.
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1 Both nominate that existing regulatory bodies should implement and enforce compliance with
controls on food and drink marketing to children, or establish systems where they are absent
(WHO).

9 Effecive monitoring of compliance and effectiveness of controls is specified by both WHO and
the European Network. The European Network identifies a role for traders to monitor their own
marketing practices and for NGOs to draw attention to activities incorhleatiith the Code.

1.3.5 Gaps and potential weaknesses analysis ofand selfregulatory
systensin the UK

Ly GKS O2yadzZ GdFriGAz2ya gA0GK O2YYSNOALFE &adlF 1SK2f RSN
existingco- andselfregulatory systerain the UK would be useful in order to illustrate the status
guo and identify what currently falls through the regulatory net.

Figure 18 summarises the gaps and potential weaknesses identified in the regulatory regimes (from
Grid 2a in Appendix 4). The thirdlemn indicates whether and to what extent these gaps are
addressed by voluntary codes applicable in the UK (from Grid 2b). The fourth column indicates
whether and to what extent the intergovernmental recommendations could address these gaps
(from Grid 2¢) Some limitations as to how fully the voluntary codes/ best practice and
intergovernmental recommendations address the regulatory gaps are explained below.

Figure 18Analysis of gaps and potential weaknesses in the regulatory regimes and the extent to
which these may be addressed by voluntary codes

Gaps (shaded) and potential Addressed by other Addressed by WHO/
weaknesses (unshaded) in UK code/best practice? European Network?
regulatory regimes Yes/No Yes/No
Communication| TV advertising schauling rules No Potentially, if popular TV
channel (Ofcom) do not catch programmes programmes are
watched by the largest numbers o considered within a
children (because of the way that definition of cultural events
child audiences are calculated). where childrengather.
TV advertising contentules No Potentially.
(BCAP) for food and drink do not ; Age definitions should be
apply up to age 16. Some apply tc set by national
pre-school and primary aged governmetts (16 in UK).

children. Scheduling rules (Ofcom
apply up to 16.

TV product placementules No No, but recommendations
(Ofcom) do not cover programme; are for all WHO Member
or films made outside the UK. States.

Ondemand servicesire not No Potentially, if ondemand
subject to scheduling restrictions programmes popular with
on HFSS advertising (unlitkes children are considered
Ofcom TV rules). within a definition of

cultural events where
children gather.

Radio advertisingontent rules No Potentially.

(BCAP) for food and drink do not ; Age definitions should be
apply up to age 16. Sonapply to set by national
pre-school and primary aged governments (16 in UK).
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Gaps (shaded) and potential
weaknesses (unshaded) in UK
regulatory regimes

Addressed by other
code/best practice?
Yes/No

Addressed by WHO/
European Network?
Yes/No

children.

Radio advertising is not subject to
scheduling restrictions on HFSS
advertising (unlike the Ofcom TV
rules).

Mobile marketingis not covered | No Yes, if governments includ
by food and drink rules unless the it within definitions (WHO).
commercial messaging is defined Yes (EN).

Fda W ROSNIAAAY3

Vendingis controlled in schools No Yes, covered by definition

but not in other places where
children ma gather.

Branding on vending machinds
not covered by school food
regulations.

Yes, in primary schoolg
if schools request it (E
Pledge, UNESDA).

2F wasSidAay3a
I G KSND @

Yes, if governments includ
it within definitions (WHO).
Yes (EN).

In-school marketingsuch as
voucher collection schemes,
sampling, branded school
equipment (excluding sales
promotions which are covered by
CAP rules).

Yes, to some extent.
Secondary schools not|
covered.

Schools in Walesot
covered.

Private and academy
schools may fall
outside codes.
Primary schools only
covered by industry
O2RS&a WAT
requested by school

I dzd K2 NR G A S

Yes, covered by definition
2F wasSadAiy3a
A G KSNR

Product packagingwith the
exception of oRpack advertising
for another product or sales
promotion)

No

Yes, if governments includ
it within definitions (WHO).
Yes (EN).

Point of sale(in-store
communications which are not
defined as advertising or sales
promotions under CAP Cejl

No

Yes, if governments includ
it within definitions (WHO).
Yes (EN).

Sponsorshigother than
programme sponsorship in
broadcast media which is covered
by BCAP rules, and specific sales
promotions which form part of a
sponsorship arrangement which
falls under CAP rules)

Yes, to some extent.
Schools and public
sector only.

No codes cover
sporting or cultural
events.

Yes, if governments includ
it within definitions (WHO).
Yes (EN).

Marketing
technique

Product and brand integratiornn
digital media €.g. product or brang
placement in advergames)

Digital advertisingrules (CAP) are
applicable to marketing

O2YYdzy A OF GA2Y 4

No (assumed)

Yes, if governments includ
it within definitions (WHO).
Yes (EN).
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Gaps (shaded) and potential
weaknesses (unshaded) in UK
regulatory regimes

Addressed by other
code/best practice?
Yes/No

Addressed by WHO/
European Network?
Yes/No

connected with the supply or
transfer of goods, services,
22 NI dzyAGASE 2
no provision underlie CAP Code
to regulate the use of brand
advertising, equivalent to rules on
HFSS brand advertising on TV
under the BCAP Code.

Labelling, advertising and No Yes, if governments includ
presentation on foodpackaging these within definitions
(including claims, cartoons and (WHO).
licensed characters) Yes (EN).
Use of equitybrand characters No Yes, if governments includ
it within definitions (WHO).
Yes (EN).
Formulationand presentation of | No Yes, if governments includ
food products(including colours, this within definitions
flavours, shapes) (WHO).
Yes (EN).
Premiums and givaways No Yes, if governments includ
OAYyOf dzRAY3 (2ea them within ddinitions
meals) (WHO).
Yes (EN)
Promotions at point of sale No Yes, if governments includ

(including shelf ticketing, product
display, positioning in store, dump
bins and irstore sampling) are not|
generally covered unless defined
Fa WIROSNIAAAY3
LINPY2GA2YyaQ dzyR

them within definitions
(WHO)
Yes (EN)

Analysis of potential weaknesses

In school marketing:

1 Three Europeafwide codes cover marketing in schools (EU Pledge, EACA, UNESDA). The EACA
2 ysthdolsimdichWbuR @eSchivieradzuidgr he CAPCode.
The EU Pledge and UNESDA Pledge are similar. Neither pledge applies to secondary schools.
Both pledges promise not to undertake direct commercial activity in primary schools without the

1

1

T

1

O02RS

LILI A Sa&

permission of theschool authorities.
Two codes in Grid 2b (in Appendix 4) apply to secondary as well as primary schools (DSCF/ISBA,

CFS).

The DCSF/ISBA principles apply to schools in England only. They do not disallow any practices
but encourage schools to ensure that sgorship arrangements and commercial partnerships
GAGK YIYRFG2NE ydziNAGA2Y L €
principles do not apply to schools which are not required to implement the nutritional standards

FNB wO2yaradsyd

(e.g. private ad academy schools) and have chosen not to.
The Consumer Focus Scotland guidelines apply only to schools in Scotland. Schools are

encouraged to enter into written agreements with sponsors so that sponsorships do not lead to
advertising or promotion of alcath to under 18s or of high fat, sugar or salt foods to under 16s.
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Gaps: No industry codes apply to secondary schools. No codes of any type apply to secondary
schools in Wales or private and academy secondary schools in England.

Limitations: Industrycodd R2 Fff2¢ YINJSGAY3I Ay LINAYINE &d0K2?2
a0Kz22¢ FdzG K2NRGASaAaQod

Sponsorship
9 Three codes address sponsorship (DSCF/ISBA principles and two guidelines by CFS). Two apply to
sponsorships in schools and one to sponsorshipisarpublic sector.

Gaps: No codes cover sponsorships in sectors other than schools or the public sector, such as
sporting or cultural events. No codes cover sponsorships in the public sector in England and Wales.

Other channels and techniques:

 Thecodess KAOK | LJLJX & (2 WIHff FT2N¥xa 2F YINJSGAy3 0O2Y
reinforce existing selfegulation so it is assumed that they are limited to definitions within
national SRO (selégulatory organisation) codes and do not exceed thenthe UK, it is
assumed these two voluntary codes reinforce the CAP and BCAP codes. Under ICC and RAC
codes, advergamesas a channel for product or brand integratiQmay be covered, but only if
GKSe |Y2dzyld G2 WYI N SiAyYHcomnaowed ity theSsupplpiat y & G KI
322Ra>X aSNBAOSa SiooQ

1 Many of the ways in which products are displayed in the retail environment will not fall under
0KS RSTAYAGAZ2Y 2 FF 2NIRVSRAIAG AZYNIQI WA YA LIINIRY 2 (.
direct or ndirect benefits). Nevertheless these techniques will have a promotional effect.
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1.4

Mapping area 3:

Statutory and seHregulatory
regimes in other countries

1.4.1 Introduction to source information

The analysis in this section is principally infechby findings of the PolMark Project-unded by the

9dzNR LISIY [/ 2YYAaaAzyQa Lot A0 KSIfiGK SESOdziA@dS | =
and beverages to children) included a work package to review regulatory policies and practices in EU
Member States. This was extended to include available material from countries around the world.

Policies have been gathered and analysed in 59 countries around the Wuogldnalysis presented

below does not reflect changes made since December 2009, when tlesvrasas completed.

Summary reports are availablewtvw.polmarkproject.net

The PolMark regulatory review findings are summarised in Grids 3a and 3b in Appendix
1.4.2 Analysis

Types of regulation
9 There wee policies or planned policies in tvibirds (40) of the countries analysed.

9 Some countries had regulations which were proposed but were not yet fully implemented
(Brazil, New Zealand, South Africa).

1 Within the EU, statutory regulations applied in SeadFrance, Ireland and the UK, and were
proposed in Greece and Italy. Elsewhere, statutory rules applied in Australia, Norway, South
Korea and Thailandsovernment rules had also been publishe§alaysia but had not been
implemented. In Finland, govement guidelines had been developed and appliecbposals for
statutory rules existed in Brazil and Chile.

1 Elsewhere, where policies existed, approved-sedfulation was the most common mechanism.
This was reinforced in some instances with the threategllation (Denmark, Finland,
Netherlands, and Spain).

1 Some country rules applied generally to all communications channels (Iceland), while others
specified the communications channels covered (Denmark). Some specified the marketing/
advertising techniquecoverecct YR 0 KS&S NI y3ISR FNBY WLt YINJ]SI
limited range of techniques (Ireland). Some countries specified both channels and techniques in
their rules (Netherlands, UK).
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1

In Sweden and Quebec Province, Canada, children pretected from a wide range of
commercial marketing messages, including, but not limited to, food and drink marketing.

Communications channels covered

1

TV advertising remained the dominant focus of regulations both implemented and planned. In
the UK the ge of TV sponsorship was also restricted (because it is viewed as a form of
advertising).

LY YlIyeée O2dzyGNARSas (GKS Nz Sa FLILXASR (2 WLttt Y
and Sweden). In the case of Spain this carried a specific exaniptilabelling and packaging.

Some government restrictions referred to schools (Finland, Norway, Brazil [proposed)]) as did

some of the selfegulatory codes (Bulgaria, Czech Republic, Denmark, Hungary, Netherlands,
Romania, Bosnia and Herzegovina, amdiind).

Yy LINE K

¢KS {2dziK ! FNAOIFY RNI FG fS3ratl Az A O
S&aQ Ay &aO0K?2

NBLINS&ASY(l KSIfGiKe RASGI NE OK2§\OS
In SouthKorea, the distribution of fast foods and soft drinks was khan school ground¥.

General law restricted advertising on school books in the Russian Federation.

LaN)} St KFIR LINRPLRAIFIfA FT2NJ Wgl NyAy3da 2y F22Ra y2

Advertising in new media principally internetg was covered by Denmark, FranGermany,
Netherlands, Portugal, Spain, Sweden, Iceland and the UK.

Cell phone advertising was specifically mentioned in Denmark and Germany. In other countries a
Y2NBE 3ISYySNIf LINRPQGA&AAZ2Y 2F WHif YSRAIF OF NNEAYS3

Finnish rules aclowledged that vending machines can themselves act as advertising.
Many communications channels and marketing techniques were not referred to. Packaging and

non-broadcast sponsorship were two key areas omitted from statutory ofreglffilatory codes
or, in the case of Spain, were specifically exempted.

Marketing techniques covered

1

T

Marketing communications other than advertising were generally not included.

Sales promotions involving gifts, competitions, games and other items attractive to children
were ot permitted under the rules in Chile.

Different regulations included different types of marketing techniques, such as premium offers,

the use of characters and celebrities popular with children, product placement and sponsorship.

For example, South Kaagrohibited the offering of free toys with fast food products advertised

on radio and internet as well as on TV. $etfulation in Spain (PAOS Code) explicitly stated that
celebrities cannot be used by commercial companies to promote food and drinisswmsed to
WLIINBY23GS KSItOGKe SFOGAYy3a KFroAldaQ 62N LKeaaokt S
should appear as a substitute for any of the three main daily meals.
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f LNBflYyRQ& NHzZ S& LINPKAOAUGUSR OKACf RbEklfitkaor ROSNI A &
sports stars to promote food or drink products.

1 The draft regulation in Brazil was unusual in restricting most forms of marketing: no advertising
on TV, no marketing in the electronic media, no sales promotions, no sponsorship of edakatio
activities, no marketing in schools or anywhere where children receive care, including any
reference to these foods in educational materig8ince the completion of the PolMark review,
the Brazilian government decided against publishing the reguiatiod instead included a
messaging component only.)

Age definitions

1 Virtually all national regulations applied to children under a given age but there was no
consistency in the age of the child covered by restrictions. The range was between 9 years and
18 years of age.

T al f I &a&Aal Q@otimBlemdntet)dorcenéd only children aged¥years. Brazil, Spain
and Thailand had selected age 12 years, the approvedeggifations in Denmark and the
Netherlands age 13 years, the draft law in Chile uridieyears, while in Ireland the restriction
on the use of celebrities applied to advertising to children under the age of 15 years, and in
South Africa and the UK the proposed and implemented controls applied to children under the
age of 16. Less restricd approaches may extend to older age groups. The guidelines in Finland
applied to all minors according to the national definition of under 18 years.

1 Messaging provisions (warnings or nutritional messages applied to advertising) in place in France
¢ andin the draft regulation in Brazi affected all advertising, whether targeted at children or
not.

Audience definitions
1 The regulation in Malaysia covered programmes with a TVR (television rating) of 4% for children
aged 49 years.

1 In Spain, the definibn called for a casby-case assessment based on the type of food product
being promoted, the design of the advertisement, and the circumstances in which the diffusion
of the advertisement was carried out.

Categorisation of foods
1 Some policies coveredldods, some only groups of foods, and others applied only to foods
with specific nutrient profiles.

1 Brazil, South Africa, South Korea and the UK had developed nutrient criteria to define the foods
covered and not covered, as had food companies in fhleniges. The criteria were very
different. For example, the regulation in Brazil would restrict the advertising of any product with
more than 15g sugar per 100g, whereas in South Korea it was 17g per serving size and only for
snacks. (Both countries alsadhadditional criteria.)

LILIN

I I
0dKS

T {2dziK ! TNRAOIFI Q& RN} T LINRLRAFE G221 GKS
02 A

KFR I f2y3 tAad 2F F22Ra Wy2i4 ol aiao
nutrient criteria. (South Africa iurrently developing a nutrient profiling model which may
replace this list.)

pull fT’
U O«

T ¢KS NBIdzA  GA2Yy Ay alfleaail O2@0SNBR 2yie WTLad
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1 In Norway, caution was required around sales promotions for endemge, nutriertpoor
foods, and efforts were required to promote the sale of healthier products.

Compliance and monitoring

1 In most EU countries, compliance and@cement was administered by statutory regulators or
seltregulatory organisations (SROs). Exceptions to this general pattern included France (with
rules administered by the Ministry of Finance), and Sweden (a goverrapgatinted
ombudsman.) A system ob-regulation operated in the UK. In all cases, the SROs operated a
complaintsbased system of regulation.

1 Outside the EU, the mechanisms of compliance and enforcement were largely either unknown
or absent.

1 Monitoring and evaluation had been reportad fFrance, Ireland and the UK (see section 1.3.2).
Plans in Portugal to monitor seigulatory initiatives were delayed until 2011 and may be
included under the EU Pledge monitoritig.

1 Independent compliance evaluation was reported in Spain. A studysheliinPublic Health
Nutrition (in 20105° evaluated the level of compliance with the PAOS Code (Publicidad,
Actividad, Obesidad y Salud). The PAOS Code establishes standardsdgutsibn of food
marketing aimed at minors in TV advertising by foad beverage companies that have agreed
to the Code. The study (which looked at 80 hours of programming by four Spanish networks)
found that noncompliance with the Code was very high and similar for companies which were
and were not signed up to the Cod#9(3% for signatories, compared to 50.8% for-non
signatories).

Do national regulations apply to crodsorder marketing and advertising?

Most countries had no specific controls on crbgsder marketing. Where these did apply, they
related to broadcast acertising. All countries where the SRO was a member of EASA (the Eurg
Advertising Standards Alliance), and others including Brazil, India, Australia, New Zealand ang
Canada, accepted crebsrder complaints.

Norn-broadcast advertising was handled i¢$ &S { wha dzy RSNJ I W02 dzy/ i
that, usually, complaints about advertising in a publication published abroad would be referred
the SRO with jurisdiction.

The ASA would take what action it could against-oompliant marketinggommunications that
appeared on nofUKregistered websites that targeted UK consumers, if no ebasder complaint
system operated in the country of origin.
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1.5

Mapping area 4:
Voluntary commitments,
policies and pledges of
manufacturers, retailers,
trade groups and media
owWners

This section considers policies and pledges by food and drink companies, advertising bodies and
licensing companies.

In response to feedback from commercial stakeholders to this project, licensing companies are
consideredseparately in 1.5.3.

No retail sector guidance was identified, but a summary of individual retailer policies (in the UK) is
included in 1.5.4.

1.5.1 Introduction to source information

The findings presented here are largely based on primary researidh Ggrinna Hawkes conducted
between April 2009 and December 2Q@@&arching websites of international, regional and national
trade associations for food manufacturers, retailers and the advertising industry, and of leading food
companies. Supplementaryfarmation was requested from industry groups and companies by Dr
Hawkes.

The information captured in Grids 4a to 4j in Appentlix as follows:
Membership and sectoral coverage of pledges (Grids 4a and 4b)
Minimum requirements of pledges (Grid 4c)

Commurications channels (Grid 4d)

Audience definitions (Grid 4e)

Marketing techniques (Grid 4f)

Comparison of individual and muttompany pledges (Grid 4Q)
Nutrition criteria (Grids 4h and 4j)

=A =4 =4 =4 -8 -8 -9
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Figure 19Ff00d and drink company pledges included in the review

Name of pledge

Abbreviation used in this report

Australian Beverages Council Ltd Commitment Addressing Ob
and Other Health and Wellness Issues

Australian Soft Drinks Pledge

ldZAGNI f ALY C22R YR DNROSNE
Marketing Iniiative

Australian Food and Grocery
Council Pledge

Australian Quick Service Restaurant Industry Initiative for
Responsible Advertising and Marketing to Children

Australian Quick Service
Restaurant Pledge

Brazil Public Commitment on Food and BeverageeAi$ing to
Children, of the Associacao Brasileira das Industrias de
Alimentacéo (Food and Drink Association of Brazil) and Assoc
Brasileira de Anunciantes (Association of Brazilian Advertisers

Brazil Pledge

I TYyFRAFY [/ KAt RNB y @értisiog@iiiivel y R

Canada Pledge

Russia Pledge (managed by Russian Advertisers Association)

Russia Pledge

The South African Pledge on Marketing to Children, hosted by
Consumer Goods Council of South Africa

South African Pledge

Thailand Childre@d C22R | yR . S@SNI 3§

Thai Pledge

S
/| KAt RNByQa C22R YR . S@SNJ 3S
the Council for Better Business Bureaus (CBBB)

US Pledge

EU Pledge (secretariat at Landmark Europe)

EU Pledge

UNESDA Commitment tbe EU Platform on Diet, Physical Activ
and Health

Europe Soft Drinks Pledge

International Council of Beverages Associations Guidelines on| ICBA Pledge
Marketing to Children
International Food and Beverage Alliance Global Policy on IFBA Pledge

Marketing and Adweising to Children

CocaCola Company Advertising and Marketing to Children Pol

General Mills responsible advertising standards

Kellogg Company Worldwide Marketing and Communication
Guidelines

Kraft Foods communications policy

Marsmarketing commitments

Nestlé Consumer Communication Principles

PepsiCo Policy on Responsible Advertising and Marketing to
Children

Unilever Global Principles for Food and Beverage Marketing

Cadbury Marketing Code of Practice

Campbell Soup Compgiislobal Commitment to Responsible
Advertising

| SNEKSe@Qa Df26lf alNJSGAYy3T t
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1.5.2 Analysis

Coverage of pledges and policies
As of December 200®total of 24 pledgewere identified including:

13 multrcompany pledges:

1 9 national (the Wdd Federation of Advertisers say that pledges will also be rolled out in Mexico,
Peru, Chile, Switzerland, Turkey, UAE, India and the Philippines)

1 2regional (Europe)

1 2 international

11 global compangpecific pledges

1 8 are by companies who are membefgtoe International Food and Beverage Alliance (IFBA)
pledge

1 Three are by companies which have published global guidelines that do not attain the IFBA
standard®

Notable findings of the analysis of the pledges include:

1 Company signatories of multbmpary pledges tend to be among the largest in their national
markets. Notable companies which advertise to children but are not signed up to any pledge

AyOf dzRS 5NJ t SLIISNI {y I LILJX S DNRdzLJE t NEOGSNI YR D

9 According to the secretats of the pledges, the companies which participate in the pledges are
responsible for the majority of the advertising in that national or regional mailket. Australian
Quick Service Restaurant Pledgeeported to covefi KS WY I 2 2 NR& Gverisin@id Tl ad ¥z
Australia; the CBBB (US) pledgjeeported to hav®®d 2 S NBER 2 3SNJ cciz 2F OKAf R
beverage advertising expenditures in 2004; the EU Pledggtimatedto have covered0% of
food and drink ad spend in 200dnd IFBA companieare esimated to be responsible for 83% to
ow: 2F Ft20lf F22R YR 0S@OSNI IS YIydzZFI Ol dzZNBNEQ

T LYRSLISYRSY(l FNIyOKAaSSa IINB yz2{S0SaalNafe o2

Communication channeal covered

1 Twenty of the pledges specifically identify the communications channels affected by the
restrictions (i.e. the media through which the marketing is conducted, as distinct from the
technique used on that mediafome do not include definition&ne of the pledges (Unilever)
simply states that all marketing channels are covered (with some exceptions), while the
remaining three (Campbell, Kraft and Nestlé) give no definition at all.

1 Combined, the communication channels referred to in the 20 pledgtsdefinitions comprise
TV, radio, print, thireparty internet, cinema/ video/ DVD, cell phones, schools, and, on occasion,
companyowned internet, point of sale and viral marketing.

1 TV isthe communication channel most frequently subject to restristivith 19 of the pledges

KI gAy3a RSTAYAGAZ2YE AyOftdRAY3I ¢+xd ¢KS SEOSLIIAZY
general guidance on TV advertising rather than imposing any restriction.
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1

Eighteen of the pledges with definitions also included #piadity internet (i.e. advertising on the
internet excluding compangwned websites) and print. The other most commonly included
communication channels are radio and schools (15 each). Six pledges (mainly global company
pledges) refer to cell phones or phesy and four refer to the cinema. Of the mwdtbmpany

pledges, the pledge that covers the highest number of communication channels is the US Pledge,
which in December 2009 extended its original coverage of TV, radio, print angbérixd

internet, to indude companyowned internet, video, computer games (rated Early Childhood),
DVDs, cell phones and word of mouth (i.e. viral). The EU Pledge is relatively limited in that it
includes just TV, print and thiplrty internet. Since the adoption of the EU Rjedsome other
countries have applied thpledge provisions tonore mediag the most extensive being the

Brazil Pledge (TV, radio, print, thipdrty internet and schools)and some countries have

applied them to a more limited range of media, suchhesSouth Africa Pledge (only TV and
schools).

None of the pledgemiclude restrictions on any entire communication channel,idettify the
marketing techniques on those channels that are covered.

Marketing techniques covered

T

Advertising dominates the arketing techniques covered. It is included in all the pledges, and is
the only technique referred to in 12 of the 24 pledges, including the IFBA and EU and associated
pledges, and seven of the global company pledges.

The second most referred to marketimg:hnique is product placement, vyhich is irjcluded in
eight of the pledges. TH@S Pledge Y R Ll2adaAofé& 20KSNAR R2 y2i fAYAI
placements.

The third most referred to technique is the use of licensed characters in advertising, referred to
Ay SAIKG 2F (GKS LX SR3ISad !'f2y3a gAGK fAOSyaSR O
LISNE2Y I fAGASAQ AY | ROSNIAAAY3I YR | FdzZNIKSNI T2

The fourth most included technique is interactive games, which is includéceioffthe pledges.

Some other marketing techniques are also included in one or two pledges, including the
advertising of premium offers (Australi®wod andGrocery Council Pledge and Australian Quick
ServiceRestauranPledge), advertising and otherrfos of marketing on comparmywned

websites, marketing through cell phones (e.g. ringtones, text messages), sponsorship of events,
productbranded toys (not including generic company toys), advertorials and sweepstakes.

Marketing techniques generally notavered

1

Formulation, packaging and presentatidtione of the pledges include any restrictions on

YEN] SGAYT GKNRAAK F2N¥dzZ FdA2y > LI O1lF3IAYy3I | yR
O2YYdzyAOF A2y a OKI yySft a o ddhatpackaying (addiEIing)K | f f
are excluded. The South AfricRledge also specifically states that the prohibition on the use of
licensed characters does not apply to the use of these characters on packaging.

St

Pointof-sale promotionsThree global pledes¢ made by Cadbury, Mars and General Mjlls
refertopointof-a I £ S LINRPY2(dA2yad alNBR adrdisSa GKIFIG GKS LI
AAYAE I NI LINRY2(GA2ya F2N) 2dzNJ F22R | yR &of-l O] F22R
sale promotions, aththe Australian Quick Service Restaurant Pledge specifically identifies point

of-sale promotions as an exception to the communications channels covered.
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SchoolsAlthough 15 of the 24 pledges state that advertising will not be conducted in primary

schod 4 GKSe& |ff AyOfdzRRS G(KS SEOSLIiA2Yy Wdzyt Saa

The second important exception here is that the matimpany pledges only cover direct

advertising. The US Pledge, for example, does not apply to: displaysdadrid beverage

products offered for sale; charitable fundraising activities; public service messaging, or items

provided to school administrators, including compgrgvided curricula materials. The global

pledges may go beyond just advertising, but d&awe important exceptions. Three of the global

company pledges specifically state that philanthropic and/or educational activities in schools are

not covered (Mars,Coga2 f I = YStf233Qavd | SNAKSe adlrdisSa GKI

brands for usen educational materials or materials intended for use primarily in elementary or

A4SO02yRINE aO0OKz22faz (KSe& O2ylGAydzsS (2 aLRyaz2N (K

GKS '{ FTYR [/ FYIRFZ FYR Itft2g¢ RAA&LMSI A Ay aOK22

OKI N} OGSNE | LIJSFNAY3I 2y LI O1lF3IAy3 2y F22Ra az2ft
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Viral marketing Forms ofviral marketing are included in just two pledges: the US Pledge and the
YyStft233Qa 3It20lt LI SR3ISO

SponsorshipgSponsorship of TV programmes, other media emissions and events is usually

SEOf dzZRSR® ¢g2 O2YLI yASa R2 Ay QyobaFpldgaahdiBe t A YA (G S
EU Pledge, which include sponsorship of events, but only if parents are not expected to
FOO02YLI ye GKSANI OKAfRNBYy (2 (KS S@Syids yR 27
al NBE Ay Of dzRS aLRYyaz2NBMALl 2F OKAf RNByQa ALRNIAY

Internet: The multicompany pledges that include the internet cover thdrty internet only,

i.e. not including advertising on websites owned by the company, with one exception: the US

added compamg S6aA iSa | a LI NI 27F SiaKS AAN UsS/KS YWoOsSNR  HORNY
companies have yet to update their own pledges to reflect this.) Only two companies include
company2 6 Y SR 6So0aArAiSa Ay (GKSANI ALISOATAO O2YYAlYSyYy
includes an exception to this: they stateattproducts integrated into the online activity will only

be those of noMNB & G NA OG0 SR F22Ra Wdzyt Saa GKS& IINB F¥22R

Outdoor advertisingThis is excluded from all the pledges except the Australian Quick Service
Restaurant Plége.

Cell phoneslust three pledges refer to marketing though cell phones or phones: Cadbury,

Y$tt23304 yR DSYSNIf arffacd b2ilotes G(KS DSyS$S
GKFG WEAYAGSR 8802y RIENE A \gored) d& veappioved By the 2 6 A f S
DSYSNIf aArffta /KAfR alNySGAYy3d wSOASS [/ 2dzy OAt ©Q

Use of characters popular with childrekdvertising using thirgarty licensed characters is

AyOf dZRSR Ay a4S@OSNIt 2F GKS LI SRISafimsktd,Sd OKI NI
rather than those developed and owned by the company itself. (For example, Spider Man would

0S I tAO0OSyYyaSR OKI N} OGSN) ¢KS rhundzha@deR)a 6 A S&aQ ¢2ye

Equitybrand charactersThese are always excluded from thetrizged marketing techniques.
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9 Brands:Pledges do not generally contain any provision about restricting the marketing of the
brand (in the absence of any product).

Age definitions

1 The majority ofthemultd2 Y LI y & LJX SR3IS& &S0 SINISwH IS INSREIGNA O
exception is the Australian Quick SeriRestaurant f SRIS KA OK Aa Wdzy RSNJ mn

1 The Danish voluntary code is set at 13 years.

 Therearetwocompanii LISOA FAO L) SR3ISa 6KAOK asSid I t26SNI |

@SIHNER /I YLIBOSEf A& WdzyRSNJ c &SI NBQO®

f CAGS 2F GKS SAIKG 3Ft2o0lf LI SRISa asSi RAFTFSNBy
d0K22t-1Qyeary.R ¢

1 Although food companies have the option to apply a different age limit in their comgpaegific
commitments, none of the commitments noted exceed the age specified in the-oartpany
pledges.

Audience definition

f  Under all the pledges, restrictions are applied? O I tNEB S SRQ | ROSMEphyd A y3 2y
of pledges this is defined as adwertisingaudience where a minimum percentage of the
audience are children (according to the age restriction of the pledge, e.g. under 12 years).

f azaid 2F GKS L SR3ISa asSi (GKS GKNBakz2fR |4 Wprx:
WLINBR2 YA WBWII® {@KASE O2Y LI yé LI SRIS&a asSi GKS GKN
(Kraft, Parmalat, Post Foods) or 25% (Mars).

1 Companies signed up to more than one pledge are not always consistent in the age definition
signed up to.

f Other companies applyneaudiencecomposition index (Campbell) which states that WO K A f R
FdZRASYOSQ Aa 2yS gKSNB dhikdeMN®dwing Bk pr@ried 6fthé (6 A OS
audience compared to thproportion of childrenin the population.

1 Some pledges (Unllever) focus on thended audience for a specmc medium (e.g. whether a
¢+ R LIS NE& RdzNJ\YEI 2NJ F FGSNI | LIN2 INJ YYS EIS)/S
or is designed to appeal primarily to children).

1 The US Pledge specifies that video and computer gameasoaeged if they are aggraded on
the label as being primarily chittirected.

1 As a general observation there is a lack of clarity and agreement in definitions of what

A % 4 oA x

O2yadAaiddziSa FrROSNIAaAaAYI WRANBOGSR (2 OKAfRNBYQ

Catgyorisation of foods

1 The picture is quite mixed; there are strong similarities between the international pledges but
more differences between the company pledges. Criteria vary both between companies, and
within companies between categories or products. 8aompanies sign up to different criteria
across different pledges (see Grid 4h).
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1 International codes and policies generally do not specify in the core pledge the categories of
foods to which restrictions apply (ICC, UNESDA), in which case it is askatadtifoods and
drinks are covered.

1 A number of muIHcompany pledges state that criteria should be set by each _company, prowded
K I F22Ra YSSi llJydzuNJ’\u7\2yIf ONAGSNAI o6FaSR 2y
uIYRINRaQ 69! tfSR3ISLD

Q¢ T

f Same national multiO2 YLJ y& LJ SR3IS& | fa2 alLISOATFe GKI G ydzil
I32BSNYYSyd adil yéod aBsiotery Couded Riedde). IAi$ ngt always the case
that relevant national government standards exist.

1 Many companyriteria include thresholds for key nutrients or consideratiqrealories, fats,
sugars, sodium and portion size (Kraft, Nesi@.l y& Ay Of dzZRS NBIjdZA NBYSy i &
nutrients or foods, but there is a good deal of variation. Where specific nutciéetia are set,
these share the following characteristics:
2 athreshold, rather than a scoring approach is used (except Danone), and
2 acategoryd LISOA FA O NI (KeS NI INRIQY I ILILINRH OB :A& dza SR

1 Some companies specify exemptions of whole picidines or categories. For example, PepsiCo
has seven groups of exemptions to its global criteria. (For example, nut butters are not required
to meet fat limits, and calorie limits apply only to snacks, not to all foods.) As a result of these
differences there are a total of 29 different sets of nutrient criteria among all the pledge
programmes.

Compliance and monitoring
1 Pledges are hosted and managed by a secretariat based at some form of trade group (trade
associations, SROs, advertising associatioeemmunications agencies).

1 Compliance monitoring and reporting has been conducted by both the pledge owners
themselves (CBBB for the US pledge) and by external companies (Price Waterhouse for UNESDA,
Accenture for both the EU Pledge and IFBA member doments). Some SROs also undertake
NB3dzZ  NJ O2YLX Al yOS Y2yAU2NRAY3 6! ROSNIAaAyYy3I {GF
and Beverage Advertising Initiative, EASA forBaropean application of the ICC code).

1 The EU Pledge monitoring report recettadvertising by pledge members on TV, print and
internet. It also surveyed primary schools in four EU countries against six key performance
indicators. Results were fed back to pledge members and shared with the EU Platform for Action
on Diet, Physicalaivity and Healti?*®* Monitoring will be repeated in 2011 for existing and
new Pledge signatorie€®é.

1 The IFBA compliance and monitoring report recorded advertising by pledge companies on TV,
print (12 markés each) and internet (six markets). It monitored markets not covered by the EU
Pledge monitoring®

1 The ICBA compliance and monitoring report followed the same methodology as the IFBA
monitoring report®

AYLX SYSy il GA

1T TKS /... NBLERNI 2y O2YLX :
S | 3 WLINRYEFNRE& F

Advertising Initiative (CFBRIY 2 y A (i 2 NB R
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TV, radio, print, thireparty websites and compargwned websites. It looked at advertising of
both CFBAI participants and ngarticipants to enable comparison and assess the impact of the
CFBAI over time.

Figure20/ 4SS &G dzReY GKS / KAt RNBY Qativeq@SPiedge)y R . SOSNI 3.

This multicompany pledge has been independently monitored by both the Federal Trade
Commissioft YR / KAf RNBY b2g o6l OKAfRNBYyQa Ayid§

The noteworthy findings ahe Children NoW study were:

T CNRBY | O2YLI N} GADS LISNBRLISOUGAGBSSE O2YLI yA
Advertising Initiative (CFBAI) tend to devote more of their marketing efforts to foods of by
nutritional quality than norparticipating companies.

9 Differences observed in marketing practices are almost entirely accounted for by shifting
FROSNIAAAYT (G2 WOoSGASNI F2NJ @2dzQ LINE RdAzO
remains low so that the majority of foods advertised amg genuinely healthy for children.

1 The overwhelming majority of advertising from companies participating in the CFBAI do
YSSG GKS o0Said adGdryRIFINRA&E a4KFENBR o0& (GKSAN
(indicator products).

1 There is a lack afonsistency in the standards employed to define healthier products acro
the range of participating companies. (Roughly nine out of 10 products which meet the
standards for one company would violate the standards for one or more of their
competitors.)

1 Almost one in six of all food ads from participating companies included a licensed chara
2009 (a significant increase since 2005), but none of the advertisements that featured
licensed characters promoted a healthy product (as defined by the US DeagartrhHealth
and Human Servic&$.

¢KS NBLRNI O2yOfdzRSa GKIFG WGKS LX SR3IS KI 3

food marketing. With selfegulation fully implemented, nearly threguarters (72.5%) of all food

advertising to childre continues to promote lowutrient, highdensity products that are

Ot aaAFTASR Ay GKS LR2NBald yddirRdazylt OF |

The Federal Trade Commissibmade the following recommendations for strengthening the

CFBAI pledge:

T EELIFYR (KS a4021) 2F WIROSNIA&AY3I (G2 OKAC
media, and on the internet, to encompass all advertising and promotional tecesiqu
including but not limited to: product packaging and labelling; advertising preceding a mo
shown in a movie theatre or placed on a video (DVD or VHS) or within a video game;
promotional content transmitted to personal computers and other digital @bite devices;
advertising displays and promotions at retail site; specialty or premium items distributed
connection with the sale of a product; promotion or sponsorship of public entertainment
events; product placements; character licensing, toyocanding and crospromotions;
sponsorship of sports teams or individual athletes; wofanouth and viral marketing;
celebrity endorsements; and-school marketing.

1 Require that 100% of food advertising directed at children under 12 promotes healthy di¢
choices.
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C Ly OFasa sKSNB I LINERdAOG tAyS O2yalaAy
Ydz NAGAZ2Y ONRGSNALF F2NJ I WKSFHfGKeé RAS
should strictly limit all components of a promotion or advertising campdiggcted to
children under 12 to those varieties that meet the criteria.

T W2N)] G261 NR adl yRFNRAAAY I (KS ydziiNRGAZY
marketed to children, such as by product category (e.g. for beverages, cereals, snag&s,
canned pastas and frozen entrées).

¢ In applicable cases, companies shoukdxamine whether the fact that a product has
Wi SaaQ 2F 2N Aa WNBRAdZOSRQ Ays OF f 2NA
jdz f AT@AY3 & OKFKSSEOMKE RASGF NI
1 Work toward developing meaningful, standardised definitions for what constitutes

FROSNIAAAYIT WRANBOGSR (2 OKAtRNBY dzyRSN

the CBBB and patrticipating companies should consider, where nglevthe advertising

medium, factors such as the percentage of the audience under 12; the total number of

children reached; the time of day and venue in which the advertising appears; and whet

the advertising features characters, performers, or cetédsiwho are popular with children,

or contains themes, language, or other attributes designed to appeal to children.

1 Require companies not to engage in, approve, or allow product placement of their produ
media directed to children under 12.

f RequirelJr NI AOALI GAy3 O2YLI yASa G2 Syada2NB Gf
pledge commitments, such as by incorporating the pledge commitments into any franch
contracts.

The Federal Trade Comni@sis currently working with other governmeagencies to agree
nutrition standards and parameters for voluntary food marketing standards for children agec
to 17. Afinal report of the Interagency Working Group is due in mid 2011.
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1.5.3 Licensing companies and media owners

It was raised imliscussions with commercial stakeholders (18 March 2010) that the licensing/

merchandising industry and the food manufacturers faced different issues and had different

agendas. It was recommended that some separate discussions with licensing comparicebavou

useful. A meeting witf’he Walt Disney CompanyLondon and phone conversations with LIMA

(International] A OSy aAy 3 Ly RdzaiNE asppEdénteytRerdasEmiseach! 242 OA L G
undertaken.

1 Few licensing companies have a policy or code ireplBae industry trade body (LIMA) currently
has no agreed policy but is in discussion with UK government offitials.

1 Some companies are still moving towards healthier licensing in the absence of any formal code
(Nickelodeon).

1 Companies have demonstratéigiat licensing characters to healthy foods has boosted sales of
those products (Nickelodeon, Disney).

1 Where codes have been developed, it has been important to apply empirical standards (Disney,
BBC).

1 Global standards may need to be adaptable to culthiases in nutritional recommendations in
different regions (Disney).

1 Reported compliance by Disney is relatively low in-b@regions (52%). This may reflect a lag in
implementation outside the US.

T ¢KS SESYLIiA2y 2F WiNEBI thatgharacies @ afpbkR o a SubstaRifit A y S &
volume of HFSS products, particularly confectionery (Disney, Warner).

Figure 21Case study: The Walt Disney Company and®ood

The Walt Disney Company recognises the power of its brand and characters, ardirecto CEO
w20SNI LISNE GKAa LI OSa GKS O2YLI ye WAy |
LI NByida ¢gAff FSSt 3F22R Fo2dzi IAPAYI GKSYDQ

al AYyGlrAyAy3 GKS GNHzad 2F FlLYAftASa Ay GKS BA
and nutrition.

LY HnncX ¢KS 21 fd 5AaySe /2YLIye Fyy2dzyOSR
nutrition. As part of that commitment, the company introduced new Nutritional Guidelines.

Age definitions
The Disney commitment is to take sjpdaare towards children under 13.

Audience definitions
Disney does not segment its audiences.
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Communications channels and marketing techniques covered

The guidelines apply to all brands, properties and networks and the activities covered (with some
diff SNEy OSau0v NBY fAOSyaAy3a odzaraySaasSaz LINRY2
(see below).

What We Are Doing

Licensing &
Promotions

Theme Parks

« Introduce kids meal
program

Kids Media

* Incorporate healthy
lifestyle messaging
into content

* Guideline Daily
Amounts in line with
Govt.

» Feature more healthy recommendations

options, including

portion controlled
packs

Promotional
guidelines apply to all
advertising (Ofcom
compliant)

Limits on fat,
saturated fat, sodium,

added sugar

« Removal of added
trans fats Brand level

sponsorship controls

Zero added trans fats

No promotional tie-ins
for sweets/treats,
whilst limiting amount
of licensed products
(single-serving
portion controlled)

Reproduced courtesy of The Walt Disney Company

Categorisation of foods

The operating guidelines are constructed to:

9 control calories, fat, saturated fat, sugar, sodium and caffeine

1 eliminate added trans fat and partially hydrogenated oils

1 encourage consumption of whole/ minimally processed foods and nutritionally important elemé
1 allow for some special occasion sweets, but limited to 15% of licensed food portfolio.

The guidelines we developed with nutritional expert input from Professors Wim Saris (Dutch Fooq
Safety Authority) and Arne Astrup (University of Copenhagen) and in the UK, the process was tak
forward in consultation withWhich?(the consumer group) and the UK governmérhe guidelines are
0FaSR 2y a4LISOAFTAO ydzZiNAGAZ2YIf LINRPTFAESa T2NJ
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European Guidelines -

The Walt Disney Company Guidelines for Europe Tie-In Promotions with Food Targeting Children Under 13

All amounts stated per child's portion

Eating c?d:g::'e Ealky Juice Water]
Main Dish Side Dish S 3 Snacks Beverages Water-based Cereal
n: Main Dish+Si
Occasions ai Dlizh Side and Yogurt Beverages Beverages
Calories 270 - 360 <200 360 - 560 <150 <170 <110 <20
<3.9gper 100 <3.2gper 100 <3.2gper 100 <3.9gper100 2% or less for
Fat (g) calories calories calories calories milk
<1gper 100 <1gper 100 <1gper 100 <1gper 100
Sat. Fat (g) calories calories calories calories
Total Sugar
<2.5gper 100 <25 gper 100 <25gper 100 <6 gper 100 <17 g per 100 Added Sugar <10 grams per
Sugar (g) calories calories calories calories calories 0 Grams <5 grams 309
< 250mg per
Sodium (mg) <800 <350 <1000 <350 30g
Added Trans
Fats (g) 0 0 0 0 0
Notes: A K A A B C,D,EF G, H,1,J 1,J
Notes

A. Dishes containing nuts and nut butters can exceed fat grams per serving but must meet other requirements
B. Cheese can exceed the fat grams serving but must meet all other snack requirements. Only applies to real cheese
C. No added caffeine, other than what is naturally occurring in cocoa

D. 200mL per serving for milk

E. Baby-targeted products may be promoted with whole milk foods

F. Yoghurt products cannot exceed 30% of calories from fat.

G. At least 50% real juice
I. Carbonation is acceptable. No added caffeine
J. 200ml per serving unlimited for water

K. Only lean meats will pass the guidelines. Pure Beef & Lamb will have an allowance of up to 50% of calories from fat.

The differences in the way the guidelines are applied by different business areas appear to be for
pragmatic reasons, and because The Walt Disoeyp@ny assumes different customer expectations
different settings (e.g. that visits to a theme park are a treat occasion).

The key differences are:

1 Licensing guidelines are more detailed and include limits expressed as ranges (as Disney is
formulating recipes across many items).

1 Promotional guidelines are a simplified version of licensing guidelines with a stricter stance on
special occasion sweets.

1 In-park guidelines emphasise choice within a broad food portfolio.

Compliance and monitoring

In 2009 Disney reported that:

1 the Nutritional Guidelines are being implemented by all Disney operating units internationally

T GKS YIFI22NARGe 2F 5AaySeQa LINRY2dAz2ya |yR al
exceptions are generally the result of pegisting contractual obligations)

1 the use of trans fat in Disney licensed food products and food service operations has been
eliminated in all regions where comparable substitute products exist in the marketplace

1 in 2009, 86% of Disndicensed food produs were everyday foods that met the Nutritional

Guidelines

in other regions, Disney reported 52% compliance in 2009

5AaySe /2yadzySNIt NBERdzOGaQ ftAOSyaSR T22R LJ}

vegetables?

= =

In the UK, Disney characs appear on a range of Tesco products aimed at children, including fresh
fruit juice, cheese, cereals and ready meals. (A search of my.supermarket.com also identifies Dis
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character branded cake mix products by Fiddes Payne.)

When asked to coment on the challenges to arrive at the nutritional guidelines, Disney point to: a)
cultural biases in the nutritional recommendations from different countries or regions which make
global standards hard to achieve; and b) communicating across the cortigargasoning for applying
the guidelines.

Disney point to the importance of empirical standards which are clearly understood, are more eas
implemented and are measurable.

5AaySeQa O2yOSLIi 2F WwWaLSOAlf 2 0 @anatha tife 18% & tHtal
confectionery portfolio which carry Disney characters is not limited to birthdahristmadoranded
treats, for example. Disney does require that confectionery carrying licensed characters is the beg
offering in category asssed by fat and sugar content and portion size. Confectionery carrying licer
characters appears on shelf, but is not allowed to be marketed.

BBC Worldwide

In 2003, BBC Worldwide decided to review its food licensing policy in light of concernitdver ¢

20SaAirde YR ydzZiNAGAZ2Y Il f o61flyOS Ay OKAfRNBYQa RA

developed by the Food Standards Agency (FSA) to introduce a policy under which:

T ../ 22NXRGARS KIFa O2YYAUGSR y2lerydadtréatioddSy 8 S A a
like cakes and confectionery

1 not to promote its properties with fast food companies

9 to develop with its licensees a range of nutritionally balanced foods

9 to lower maximum levels for salt, sugar and fats in line with FSA recommenslation

The policy also does not permit any of the additives listed by the Hyperactive Children's Support
Group.

In addition, BBC Children's Magazines will only accept advertisements and commercial promotions
that are consistent with the company's food licémg policy’

Warner Brothers

According to areport bWhichzZ 2 I N}y SNJ . N2 (K S8E (0 QA ORFREDIWYBKI 0
hFO2Y bdziNASY(d tNRFAEAYI az2RStd WENBFIQ LINRBRAzOG 3
advertise these products on TV andiilany cases include portion control messages on the

packagingd.

Twentieth Century Fox

According to thaNVhich?research, Fox does not apply any specific criteria but works with licensees

Wi2 RSOStRLIILINRBdDaakslI ft ke a GKS& OFy oS G2 3IA
Nickelodeon

The entertainment brand does not appear to have a formal policy, but in 2006 it licensed its

characters Spongebob Squarepants and Dora the Explorer to a range of fruits. Tletiagssc

reported to have boosted sales of grocery store sales of the products by?30%.

LYGSNYylFGA2ylFf [AO0OSyaAiAy3ad LYRdzaAGNE aSNOKIFYRAA&S
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LIMA does not have an operational policy in place. It has undertaken some preliminary work to
review existing guidelines and policies from other companies and in other settings with a view to
developing a standard set of criteria for healthier character merchandising. It is understood that
proposals were discussed with the Food Standards Agency in B0D®e work has not been
progreséged. LIMA is awaiting developments from the Department of Health before proceeding
further.

1.5.4 Retailer policies in the UK

Sources of information

The former National @sumer Council (now Consumer Focus) surveyed the major UK retailers
FIFAYyad  ydzyoSNI 2F ONARGSNALF 2N WKSIFEGK AYyRAOI G2
featuredinind G2 NB LINRPY2(dA2yaz FyR O2YLI} ye LlEa ORI I bRz
checkout’”® Company CSR reports were checked for information on relevant policies. Supplementary
information about The G&8 LIS NI G A @S DNRdzLJQa LRt AOASa ¢gSNB  &dzlJLi

Summary

The picture among UK retailers is mixed. Qhé/Coop has a specific policy on marketing to

OKAf RNBY® hiGKSNE KI@S LRaAGA2ya 2y GF1Ay3a a6SSi(3
of the time. Only the Gop has a policy limiting iatore promotions for HFSS foods and not using

cartooy OKIF N} OGSNB 2y |1 C{{ LNRRdzOG LI O1I3IAy3ITd {I AYya
scheme in schools.

Company positions

{FAyaodNEQa

T {IAyaodaNEQa KIla | LRftAOe yz2i0 (G2 KI@S lye &a¢SSi
Christmas’

1 Sainsburpa G218y O2ffSOGAz2zy a0KSYSa Ay aoOKZ2z2ta | gl

The Cepperative Group

The Ceop has a policy on marketing to children under which the company is committed to avoiding

direct marketing and advertising of HFSS prodiics OKA f RNBY | YR NBRdzOAy3 S

Coop uses the Ofcom Nutrient Profiling Model to determine HFSS foods. The company implements

its policy in four ways:

9 In-store promotionson average at least 30% of promotions must be for-M{ES pradtts.

1 PackagingNo cartoon characters on &@p ownbrand products for children (except on some
seasonal occasion products such as Easter and Christmas products).

1 CheckoutsNo HFSS foods and drinks on checkout lines or kiosk stands.

9 Promotional binslNo HFSS products for children in promotional bins. However, thepCalows
HFSS foods which are not chifdgeted® in promotional bins at the front of some checkout
lines.

Morrisons

Morrisons does not appear to have any relevant policies.

tSaoro0ade WwWAa y20 G2 KI @S O2yFSOGA2YySNE LINRRAzOG ¢
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ASDA does not appear to have any relevant policies, but in 2005 was conducting trialsteffegvee
checkouts to inform any possible policy in the future. According to Paul Kelly, CEO of ASDA, sweets
2y OKSO12dzia WKI&a NBRddzOSR (G2 LINRoldte 2yS Ay KN

Marks & Spencer

alNJ]a 9 {LSYyOSNna Pt NBE2@8 OKAf RKBY QA GasdSada
AG& LINPINBaa NBLRNIZ AG adrasSa GKFG Ad NBY2OSR
of their belted till points in 2009 and that it will remove all confectionery from all beltégddihts by

the end of 2011°

TN
A

Waitrose

No policy on the issue was found for Waitrose supermarkets. However, in 2005 Waitrose
supermarkets were found not to display any confectionery at their checkduts.
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1.6

Mapping area 5:
Proposals and recommendations
by consumer and health

non-governmental organisations
(NGOs)

1.6.1 Introduction to source information

This section looks at published recommendations and proposed codes fromwonamercial
sources, bth in the UK and internationally.

Grid 5 (in Appendix 4) compares relevant proposals from health and consumer NGOs operating

globally, and in the UK, US, Australia and Europe. It does not include the many campaigns and calls

for statutory restrictions orfiood marketing to children from NGOs worldwide.

Figure 22Nongovernmental organisation proposals mapped for this project

= =4 =4 4 =

Recommendations for an International Code on Marketing of Food anebldoholic Beverages
to Children: Consumers Internationaidathe International Obesity Task Force (CI/IOTF)

t NPGSOUAY3T / KAft RNBY FTNRY | yKSIfGdKe C22R
Foundation (CFC/BHF)

Guidelines for Responsible Food Marketing to Children: Centre for Science in the Pel#it In
(CSPI)

Healthy Schools Program Framework: American Heart Association (AHA)

The Marketing of Unhealthy Food to Children: European Heart Network (EHN)

/| KAt RNBYyQa | SIFftGK 2NJ/2NLR2NIGS 2SIt KK /
Marketing ofLowNutrition Food and Beverages in Schools (CSPI)

¢ KNRdAK GKS .01 522N¥ / KAfRNByQa C22R /
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1.6.2 Analysis

Scope and coverage
1 The NGO proposals are intended to inform national,-ganopean or global polieyaking. The
AHA Program is inteled to encourage best practice.

1 The CI/IOTF codes all specify that they are minimum standards only and do not preclude more
robust measures by individual governments.

Communications channels covered
9 Three of the NGO documents specifically address maiggénischools (CSPI, AHA and CFC). One
focuses on notbroadcast marketing (CFC/BHF). The remainder do not exclude any
communication channels, but may specifically include channels that are often excluded in
company codes or pledges, such as schools and sttaes.
f ¢KS /LkLh¢C LINRPLRA&lIfa aLISOATFe GKIG aSidray3da ws
nurseries and playgrounds, and sporting and cultural activities.

Marketing techniques covered

T 2AGK GKS SEOSLIiA2Y 27F (ofoSalsivtiich fode\sBlgly@ascio@s?2 R/ | Y L.
resources, all the NGO proposals cover all forms of food and drink marketing and promotion.
¢KS 111 &aLISOAFTFASE WLINRPRAzOG FyR O6N}yR LX I OSYSyl

Age definitions
1 The majority of NGO proposals define childesnunder 16. None set the age lower. CSPI sets it
at under 18 for the US.

Audience definitions

1 None of the NGO recommendations set percentage values for defining a child audience.

f ¢KS / C/ k.1 C NBO2YYSYRFI(GA2ya LINE LIDdBotionSOKI yAAYa
YSOKIFIyAayYa RSSYSR (G2 0SS GFINBSGSR i OKAf RNBYyQ
channels used.

1 CSPI and CI/IOTF proposals both include additional requirements that adults should not be
targetedwith inappropriate marketing techniges for specified foods and drinks.

Categorisation of foods
T ¢KS bDh LINRLRA&lIf&a OFGS3I2NRaS F22R& KAIK Ay Tl i
1 Some specify that categorisation should be based on established dietary guidelines (CSPI,

CI/IOTF, CFC/BHF)

1 Some additionally specify that categorisation should be based on a nupiefiting approach
(CFC/BHF, CI/IOTF, AHA).

1 The European Heart Network (EHN) calls for a common EU definition of an unhealthy food to be
determined.

Compliance and monitoring

1 With the exception of the two CSPI guidelines for the US, all of the NGO proposals identify
national governments as having main responsibility for code setting, implementation and
compliance.
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1 All recommendations and codes nominate that existing regulatodids should implement and
enforce compliance with controls on food and drink marketing to children, or establish systems
where they are absent (EHN). In addition, some call on commercial operators to honour
restrictions (CI/IOTF).

9 Effective monitoring o€ompliance and effectiveness of controls is specified by the majority of
recommendations and codes. Where specified, responsibility for monitoring is given to Member
States (through the competent authorities), NGOs and commercial operators (CI/IOTF).
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1.7

Mapping area 6:

Methods for categorising
foods and beverages
(including nutrient profiling)
that are being used in the UK
and In other countries

1.7.1 Introduction to source information

This mapping area drew on a literature review for the Food @&teds Agency (2004 and 2007) by

the British Heart Foundation Health Promotion Research Group on nutrient profiles used in relation

G2 F22R LINER Y2 (A 2 Yinformation via& disb Rawb fyom &an uilpisBed & ®

international review, prepared for Health Canada in 2009 by Dr Corinna Hawkes, which looked at
SEIFYLX S& 2F LI NIYSGSNB Ay dza$S F2NJ RSTFAYyAyYy3d WKSI ¢
information was gathered from company and government websiigs personal communications.

1.7.2 Analysis

Uses of nutrient profiling of food categorisation

Nutrient profiling models (defined as systems for categorising foods according to their nutrient
composition) are being used around the world for a varietpurposes including promotion of
foods to children, fronof-pack certification schemes, food guidance schemes and regulation of
nutrition and health claims.

This mapping exercise looks only at those examples that have been developed in relation to food

promotion to children. The relevant examples include:

9 controls on TV advertising to children (by governments in the UK, New Zealand, Malaysia and
South Korea)

9 all forms of marketing to children (by the government in Brazil [proposed], NGO in US)

1 food in sclvols (by governments in many countries including England, Scotland, US and some
European countries)

9 co-sponsorship arrangements (governmdnnded agency in Western Australia)
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9 character licensing (by both licensing and food companies)
1 other food promotionsand provision of food in theme parks (licensing companies).

Features of different nutrient profiling models

Different models have different features (see Grid 6 in Appendix 4). In the literature review

mentioned above, Stockleyetaf 2 1S G KIFGY waz2yYS 2F (KS&aS TSI (dz2NBa
the model and some to the assumptions of those responsible for the model. Since very few models

have been developed systematically, it is often difficult to sagthwr the features of a model are
FLILINBLINRF GS G2 Ad&a Lz2N1LRAaSPQ

The mapping exercise noted the following features:

T 6KSGKSNI I Y2RSf Aa VIONRGATANES o021 NRQ 2N wOF 4S8
9 which nutrients or food components were included

1 what measurement base is useper 1009, per 100kcal or per serving

T 6KSGKSNJ 6KS Y2RSt Ay@2ft@Sa | WiKNBakz2ft RQ 2N wa

Type of criteria

¢CKS YI22NRGe 2F Y2ROEQAFROFZ RO A WSO WO2 VISIHBINFEI o0Sis
within food caegories), but the number and nature of categories are varied and there is no

consensus on how categories are defined or how foods are allocated. The number of categories

range between 1 and 35.

Nutrients included
The nutrients included within each modabko vary. Some specify a short list of nutrients, others a
long list, and some include foods as well as nutrients.

azail AyOfdzRRS WyS3lIGAGBSQ ydziNASyda 2F SySNHekOF f 2
include total fat, and some specify trafa. A few mention cholesterol.

{2YS Y2RSfazx &adzOK +a (kK2a$S o0FaSR 2y (KS C{! khTO?
protein, fibre, fruit, vegetables and nuts. The Kraft Sensible Solution model also includes minerals
and vitamins, as does thdéSDepartment of Agriculture (USD#&iteria for food in schools.

Measurement base

The measurement base also varies between models. Some use per 100g, others per 100kcal, and a
few use per serving. With the exception of the US, serving sizes are not destaatiardised. Some
models allow for more than one base to be applied (e.g. per serving or per 100g).

Type of modek threshold or scoring

Most of the models apply a threshold approach to categorising products. For example, foods may be
servedoradvek a SR 2y f & AF (GKS& LI aa I OSNIFAY (GKNBakKzf
LRAYyGA F2N WyS3ALGABSQ FYRKk2NI WLIRAAGADBSQ ydzi NR Sy
pass/fail threshold to define a particular product (e.g. as oneiwhiay or may not be advertised). A
nutrient-by-nutrient threshold approach supports simple categspecific models, and scoring

systems generally support more complex actttesboard models.

External validation

The mixed picture of models and theirrpaneters deserves careful consideration. It does not make

iKS OFrasS GKIFd w2yS aal S FAda FHiftQ aixyOS RATTSNBy
other hand, it is important that models are developed using a systematic process. Stocfey et

observe that relatively few models are developed using a transparent and systematic approach. If
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difficulty may increase.

Stockley et al also observe that very few models are subject to external or independent validation.
Of those examined in this exercise, only one (the FSA/Ofcom model) is known to have been
validated bycomparing the way the model scores ft®and drink products with assessments of
those products by panel of nutrition experts.

95






Section 2
Engagement with
stakeholders

A summary of this section is given in tl&xecutive summaryon page 19.







2.1 Corporate stakeholder
consultation

2.1.1 Methodology

The International Business Leaders Forum (IBLF) organised two stakeholder consultation sessions to

give an opportunity for corporate stakeholders to review and feed into the first phase of this project

¢ mapping of the current positionn national and international food marketing to children, including

policies, codes, nutrient profiling, regulations and company pledges. The consultation sessions took

LX I OS 2y My al NOK wnanmn Fd L.[CQad 2FTEi&®SAa Ay OSyl
Chatham House rules.

2.1.2 Participants

Stakeholders from the retail sector, food and drink industry, licensing and merchandising industry
and trade associations were invited to provide their views and opinions on the first phase of the
project. e Appendix 1 for the detailed attendance list.

2.1.3 Stakeholder feedback

The following stakeholder feedback was provided during the twodelfsessions:

¢ {4 1SK2f RSNBE FSfd GKIG GKS LildzZN1}2asS 2F GKS LINR2
clear. They believed that, as there was a lack of evidence for this initiative, the need for clear
aims and success factors was vital for its success.

9 Stakeholders suggested that the mapping exercise should include a gap analysis indicating what
kind of marketing is covered by the existing sedfjulatory system in the UK and what is not.
This would be helpful for all stakeholders involved, showing the status quo and what the actual
size of the perceived problem is. It was mentioned that@wincil of theAdvertising
Associatiorhad proposed that the current CAP Code be extended to cover areas gfaidfor
AL OS 2yt AYySsT &4dzOK & I ROSNIAASNEQ 26y 6S0aArins
to the CAP Code came into force in March 2011.)

1 Stakeholders commented that definitions of the terms used were needed for this project.

1 Stakeholders mentioned that companies might be constrained in their ability to sign up to
collective voluntary principles because of competition law.

1 Stakeholders explned that some brands/ companies have set their own marketing principles
addressing corporate behaviour and reflecting corporate values. These internal marketing
guidelines are more principl¢han issuerelated in order to guarantee consistency and
continuity across markets. These marketing guidelines are also given teptuitg marketing
agencies to provide a framework of reference to which advertising activity needs to adhere.
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1 It was mentioned that, in addition to these internal marketing principtesne companies have
marketing codes on marketing to children, or are signatories of marketing pledges such as the
EU pledge. It was explained that the reason for companies to sign up to codes or pledges is to
set a standard in order to have an impact. Hwer, it was discussed that the information on
how companies are measuring such impact and monitoring the progress of any pledges is not
publicly available. Therefore, it was asked if an independent monitoring system would be
needed to guarantee transparey and accountability. Stakeholders proposed that the
consortium takes into account the independent analyses of such pledges which are published by
WHO.
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2.2 Consultation with
children, young people and
parents

2.2.1 Methodology

Between MarchandMay nmn X GKS bl GA2y It [/ KAf RNBYyQa . dzZNBI dz
with children, young people and parents, exploring their awareness of different types of non
ONBI ROIFaid F22R YIFINJSGAY3a (GSOKYAIldzSasoitey R (G KSANI A

This consultation process was intentionally conducted on a limited scale. It included twwane
participatory workshops for groups of primary school children, two-baer participatory

workshops for groups of secondary school students (yowaopie) and three parent focus groups,

as well as a setfompletion survey for children and young people and acatfipletion survey for
parents. The methods used would be replicable to a larger, more representative sample if required.

In total, 104 childen aged between nine and 14 years and 36 parents from two geographical areas in
England took part in participatory consultation activities, which were further supported by 372
completed surveys.

A preparatory piece of work was completed to map the curmature and extent of food marketing
techniques used to promote food and drinks to children and young people (see section 1). Initial
findings from this work were used to inform the development of the consultation tools. (For details
of the consultation dols, see Appendix 2.)

A core list of 14 established marketing techniques was used in each of the parent group consultation
tools. This list was reduced for the school consultations, and in the survey to control the length and
complexity of the survey. Bhpurpose of this core list was to provide a structure and some initial
definitions of the areas of interest.

The following marketing techniques were considernghly thosehighlighted by asteskswere
included in both the survey and school consultatipto control length and complexity.)
Competitions advertised on the package*

Free gifts in the package*

In-store displays that are easy to spot*

az2ySe 2FF 2NJ Wodze 2yS 3ISiG 2yS FTNBSQ 2FFSNA
Information at school on posters, workbooks or vending machines*

Information about products from friends*

Competitions or free gifts on the product website*

Adverts on TV

Adverts on bus stops or billboards

Adverts and information on websites where the child talks to their friends

Packaging and wrappers that are fun cobar shapes*

Packaging and wrappers with famous film or TV characters on them*

=4 =4 =4 =8 -8 -8 a8 9499
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1
1

Information on wrappers or adverts from famous sports celebrities*
Information on wrappers or adverts from music and fashion celebrities*.

For further details on methodologgee page 27 iMethodology

2.2.2 Key findings

The following key themes emerged from this initial consultation with children, young people and
parents.

Awareness of marketing

1

Children and young people demonstrated a high awareness of different magkethniques

used to promote food products. The most common types of marketing techniques listed by the

OKAf RNBY 6SNB GK2a$S NBflFIOGAy3a G2 GKS deLlSa 27 L
w2215a0Q>s (KS WaKIl Lic&chipgh (i KSS QLdt |l KISANY FF NBylj RizSWSiet &
techniques included free gifts, competitions, links to celebrities and TV characters. Several

OKAf RNBY YSYyiGA2ySR (KS AYLERNIIFIYyOS 2F LINAOS:E |y
3SG 2y S T NBS Qablg ® diSingish betwiseh & vade§ Nifechniques and provided

specific examples of their use.

Several of the children raised the issue of the brand name of the product being important, which
was not one of the explicit marketing techniques from theeclist produced at the start of the
project, but appears to have significance to the children.

Parents confirmed that their children had awareness of different marketing techniques. While
they recognised that their older children were aware of a wideigeof techniques, they gave
examples of very young children from the age of two years old being aware of and responsive to
some of the techniques.

The findings from the surveys revealed that children and young people were most aware of
packaging, includg packaging and wrappers with colours and shapes (64%) and free gifts
included in packets (62%) when deciding which meals, snacks, sweets or drinks to have. Young
people in secondary school seemed to be more aware of colourful and shapely packaging than
primary school children (75% and 60% for secondary and primary children, respectively).
Children and young people were least aware of information at school (42%), competitions on
websites (46%) and competitions on packets (47%).

Perceptions of influencesmeating choices

T

Children and young people reported that their choices were influenced by food marketing
techniques but not to the exclusion of other factors. The most common marketing influences
were free gifts and promotion by celebrities. However, theandary school age young people
in particular were also able to take a critical view of some of the techniques, and distance
themselves from some of the claims and associations being made by the techniques.

Parents felt that marketing techniques can havstrong influence on the types of food their
children choose. Packaging, tempting displays and associations with cartoon characters had the
most influence on their children under five years old.

Some children and young people identified that the braadne or title of the food product is an
important marketing technique in itself.
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1 Both the children and young people and the parents tended to associate the various food
marketing technigues with food they regarded as the less healthy options. Howeverateets
in particular were able to provide some limited examples of the marketing techniques being
applied successfully to food they viewed as more healthy options, such as small packages of fruit
and certain cereals.

Views on how to encourage healthiexating choices

1 Children, young people and parents felt that food marketing techniques could be used to
promote healthier choices. All groups believed there are opportunities to make more healthy
options attractive and interesting to children and young pleoParents were keen to have the
support of the food industry to enable them to promote healthy choices with their children.

1 There were calls from parents, children and young people to restrict the use of marketing
techniques on foods they consideredtie the less healthy options.
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Section 3

How principles are
developedc learning
from a case study

A summary of this section is given in th&xecutive summaryon page 20.




3.1 Introduction

A case study of the Marine Stewardship Council (M8@)lopment of principles and criteria for a
sustainable fisheries certification scheme was prepared as background information for the
development of responsible and accountable food marketing to children practices, by the Institute
for Social Marketingtehe University of Stirling. The case study report is given in Appé&ndix

A review of the MSC case study and potentially transferable learning from the MSC to an initiative to
develop and establish voluntary principles for responsible and accounteaddtiqes in food
marketing impacting children is presented below.

The limitations of the project allowed for only one case study to be examined in degithough it

would have been desirable to carry out more than one. Other potential case studieaseitil

parallels to explore in future might be the Forest Stewardship Council management and certification
scheme (established in 1993), and the process of standards setting by the International Organization
for Standardization (ISO).

The 1SO involves$0 countries and engages both private and public sectors. Many of its members

are part of the governmental structure. ISO standards are intended to provide the technological and
scientific bases underpinning health, safety and environmental legislatiotozsedidress consumer

need for global consistency and compatibility of technologies and for good practice. There are many
potential strengths to exploring the concept of thipairty verified standards for food marketing in a
further piece of work. The ISQqeess involves sciendmsed standards that are consensirs/en

and measured against defined objectives, performance levels and indicators. Standards developed in
this way are an influential nestatutory policy lever as established incentives becomeriga or

qualifying attributes for trading relationships and for business sustainability. The standards are also
applicable to a wide range of products and services and they addresshivatier issues.

The MSC example was chosen because it had itei®ifiga joint initiative between an NGO (WWF
World Wide Fund for Nature) and a commercial food company (Unilever) and subsequently involved
a wide range of actors from different sectors. It was also chosen because it has been extensively
reviewed and ctiqued.
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3.2 Transferable learning and principles of
good practice

3.2.1 The process of consultation and collaboration of the MSC scheme

The early vision for the MSC was to create a universal framework of assessment and incentives in
support of a wordwide standard for sustainable fisheries and fisheries practices by linking scientific,
objectively verifiable standards to markets and marketing pracfice.

Startup was championed by the neprofit organisation, the WWF, and Unilever, an international
companyselling frozen foodsEarly transfer of responsibilities was expedited in response to

concerns over control and influence of an independent scheme. An extensive consultation process
involving eight international workshops, two expert drafting sessj@md over 300 organisations

was held over a twgear period. This involved fisheries, scientists, environmentalists and many
20KSNJ aidll {SK2f RSNE® ¢KS ! yAGUSR bl iA2ya C22R | YyR
for Responsible Fisheries formttk nucleus of early discussions. Both codes (MSC and FAQO) have
evolved, exchanged critigue and evidence, and subsequently acted as benchmark reference points

for one another®

It is noteworthy that the Aquaculture Stewardship Council (ASC), whiotowdt farmed fish

(excluded from the MSC scheme) and which is expected to launch in 2011, has similarly conducted a
very extensive round of consultation and collaboration in framing scope, standards and operational
strategy.

The twoyear consultation progss generated the MSC Principles and Criteria for Sustainable Fishing.

The principles were informed and shaped by the scientific evidence base and an international

strategy which was contested more on detail, than conceptually or ideologit&llyhe principles

LINE GARS 'y 2@SNI NOKAYy3a FNIYSE2N] F2N FsphetiicSNA SaQ
but nevertheless objectively verifiable, indicators of compliance.

Transparent demonstration of agistency in their interpretation and application, and adjustment
when inconsistency does occur, has been built in through monitoring and analysis of the assessment
and accreditation process.

¢KS O2NB LINRYOALX Sa | NB Rd&iawaNdréiteRent. HowavdrAn@S Q | y R
have remained largely unchanged, reflecting very careful, evidbased and strategic goal
definition from the beginning?

Transferable learning for the development obdd marketing principles

9 Core principles must be at the heart of the initiative. Core principles spearhead and
communicate strategic, shared intent. Core principles are therefore most effective if suffici¢ntly
robust to ensure credibility, viability anélevance across a range of operational practices and
indicators of compliance.

9 Building broad (albeit, unlikely to be universal) consensus on core goals early helps to create
community and common purpose.

1 Champions in the early stages of the process agtsignaries and catalysts and generate
momentum, but in the longer term may not generate brelaalsed support or trust among
multiple stakeholders.
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1 Broad stakeholder engagement is resounseensive, iterative and without proactive measures
is likely to beselfselecting and therefore not fully inclusive. Considerable investment in time
and other resources is essential.

1 Over time, more focused problesolving review of interpretation and application is very likely
to be needed. This may be sequentially diedibly responsive to unanticipated concerns and
consequences as they arise. Refinement should not undermine core principles, to ensure clarity
of purpose remains paramount.

3.2.2 How parameters were agreed for the MSC scheme

In response to public corens about some aspects of fisheries, such as the inadvertent capture of
dolphins, turtles and tuna, a number of singlgecies ecdabels and seafood ranking guides had

been developed and launched. However, there was recognition among the stakeholdeuogsnm

that concentrating on a single aspect (e.g. individual threatened species) of a much larger issue (e.g.
environmental degradation and loss of biodiversity) was ineffective and perhaps also counter
productivec for example, creating delays and hurdtesnore sectorwide approache&?®

Hernes and Mikalséhalso describe how simultaneous shifts in the goals and practices of key
stakeholders created conditions more conducive to mstiikeholder cooperatio. They describe a
trend towards (limited) convergence of values and concepts of various parties which facilitated
dialogue and stimulated engagement. Visible indicators of this were the emergence of common
language, perspectives and objectives in an histdly separate interest and activity forum and an
increased pragmatism in gesétting and goal parameters.

For example, environmental groups began to look at working with established institutions and
management systems in addition to existing strategi€ social mobilisation and highly public
confrontation, with which they were more traditionally associated. Government and industry
adopted new approaches to engagement, with greater emphasis on consultation and participatory
decisionmaking, largely dvien by a desire to integrate two previously separately managed policy
areas, namely food policy and environmental policy. This was given further impetus by the
emergence of international initiatives promoting the stewardship of globally owned natural
resouces.

A series of policy dialogue and scientific events, such as the North Sea Conferences (a round of
meetings of national environment ministers), and a-présting international code of conduct, the
FAO Code of Conduct for Responsible Fisheries, fotiesfdundations for an extensive
consultation process on purpose and scope of a natétkeholder community and a market

oriented code of good practice.

The three universal principles of the FAO code of conduct formed the nucleus of the MSC principles.
These were concerned with: sustainability of the fishery in question; the impact of the fishery on the
marine environment; and the robustness of the management systems that are intended to ensure
regulatory and good practice standards are supported and tomed. These principles were used as

the basis to develop a set of performance indicators and scoring benchmarks specific to each case
undergoing assessment. Some testing of the principles was undertaken to assess their universality/
fitness for purpose. dsting highlighted many limitations to the applicability of parameters and

ONRA GSNR I @ 6 CRSND ASTEAI SYWLI CB-EoHaREb ShiBs $annofpydvide Bufficient
information to be assessed.) Such limitations were openly recognised and nmaainrengoing or

future objectives for the scheme to tackle.
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As principles and indicators were developed in the initial stages, there was some discussion on
breadth of scope. Specifically there was considerable discussion about whether parameters should
be restricted to fishing and environmental concerns, or if aquaculture and its impact on the aquatic
environmentg as well as social and development parameteshiould also be included. The MSC
decided to restrict parameters to original core objectives hagrs recognising the complexity of

these and the need to channel all resources into the operationalisation of these in the first instance.

Transferable learning for the development of food marketing principles

1 Opportunities for new working relationshipsd goals may arise as a result of seasonomic
and/or cultural environmental shifts. Linking to these brings momentum and access to an
international body and interpretation of evidence.

1 Parameters that incorporate the ambition of the initiative, the shealient scientific evidence,
and a pragmatic appraisal of what can be achieved provide strategic direction and pace.

1 Supporting criteria and guidance on the interpretation of principles may act as adaptive
parameters as new evidence, practices, techgae, and soci@conomic conditions emerge.
Core principles anthe parameters for the underlying intent of those principles provide
continuity of strategic goals.

3.2.3 How consensus was and is developed, and how conflicts of interest are
handled

At the launch of MSC scheme, Unilever committed to buying fish only from sustainable sources by
20052 However, an alliance between Unilever and WWF represented only a very small part of the
global fisheries industry. For the scheme to work, the support of notimgr stakeholders was
essential.

The fishing industries of Norway, UK and the US were initially sceptical of the MSC, citing concerns
over bureaucracy, cost and a lack of trust in those driving the prét@mposition was also

apparent from many othesources. Pont& describes criticism voiced by the International Collective

in Support of Fishworkers, including accusations of bias in favour of industrial fisheries, lack of
consultation with fishers, as wels perceptions of developing countries that their lack of scientific
knowledge on, and governance capacity in, sustainability of fisheries would result in barriers to
trade. Within Unilever and WWF many remained unconvinced, but others saw the iniaate
example of the way forward promoting solutions that are positive for both business and the
environment.

In the following years, there was an extensive consultation process. In 1999, both Unilever and WWF
withdrew from management of the MSC andécame an independently run neprofit
organization®

In response to concerns that the governance structure of the MSC was not inclusive enough, a
number of additional governance structures were formed.e&hhical Advisory Board was created
in 2000. Membership consists mainly of fisheries scientists and provides advice on technical,
scientific and quagudicial issues. A Stakeholder Council, ensuring representation of specific
interests, was also created 2000. Its membership includes retailers, environmental groups, food
processors, academics and other stakeholders. Its role is to provide advice, interpretation and
recommendations to the Board of Trustees. The Board of Trustees is the ultimate dec#diomy
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authority, and is supported in this by the various girbups and the international Secretariat
office.”

In the early years, the MSC was mainly funded by grants from Unilever, WWF and other donors, but
had very few certified fisheries. It had to build critical mass from within a sceptical fisheries industry.
Some critics suggested that the organisation has certified fisheries that are not truly sustainable, to
satisfy sponsors and ensure that the MS@jgut continued®

MSC was criticised for the lack of transparency in its scoring process. In response to this, in 2002, a
requirement for fishery assessment reports to reveal scores and weightings was &d@tiitism of
inconsistent scoring between certifiers led to the development of a Quality and Consistency Project
under the Technical Advisory Board.

Guidance materials have been developed to support engagein an inevitably complex and
information-dense process of assessment and certification. These materials provide guidance on
best practice in assessment. Perhaps even more critically, the MSC developed guidance on good
practice on consultation methodsleither of these resources was originally envisaged as necessary,
but do further illustrate an approach that aimed to be responsive to the needs and circumstances of
stakeholders, while maintaining clarity on sciefimsed methodology, objectives and visid

The MSC adjusted its assessment model after the development of FAO Guidelines for the Eco
labelling of Fish and Fishery Produ$his ensured continuing alignment with international
standards and goal§he MSC conducts regular audits to ensure that it continues to comply with
these guidelines. More recently it has been conducting trials on @eskd assessment model

GKAOK g2dA R YIS Al SFaASNI (G2 | aaSsheriesWRIFGlI RSTFAC

Greenpeace has stated its view that the MSC and mdrlised incentives for sustainability can

make a useful contribution to the sustainability of marine environments and fishery stocks.
Greenpeace, however, withdrew its support for the MS@inearly stages of its formation, citing
concerns over weak criteria for fisheries recovery plans and sustainability, as well as control of the
organisation by big business. These concerns about the MSC were recesitljed™ Greenpeace

also advocatefor social impacts to be included in the principles and criteria used for assessment. To
date, the MSC has elected not to include social impact criteria in the assessment process.

There are continued concerns over the inclusiveness of the current M@€iihmodel. High entry
costs do appear to be a barrier to participation for fisheries in developing economies, for smaller
fisheries and for fisheries with little status data. This is an issue currently under review and
consultation, led by the FAO.

Leadbitter et al (2006) suggest that ecdabelling and thireparty certification can facilitate
international trade by providing common standards and a framework for transnational cooperation,
based on agreed parameters. The MSC programme has throughdet/ggopment explicitly sought

to comply with World Trade Organization (WTO) rules, and thuspngtively ensured certification
does not act as a trade barrier.

Clearly, universal consensus and full participation of all stakeholders are unlikelyy lteattlevel

of critical mass is required for a voluntary scheme to become viable and achieve real impact is

unclear. The scheme has become establish@dzZNNBEy G f & y2 2F (GKS g2NI RQa
engaged in the scherfitc and in March 2006 there were 332 M&®elled products available in 25

countries and 50 fisheries either certified or undergoing certification. However, itstéong

viability and impact are not yet assured.
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The MSC has investednsiderable resources into developing and demonstrating an open, inclusive
and transparent constituency of stakeholders. Owsaggests that this responsiveness to criticism
and the flexibility of the orgasation has boosted the credibility of the MSC.

Transferable learning for the development of food marketing principles

1

Stakeholders have multiple motivations. Each brings and advocates for a unique package
objectives. A key challenge is to find mecharisi K+ G | 3aSaa GKS AYLN
objectives on core objectives, and accommodate as many as possible which are benign, o
enhance the core objectives.

{GF1SK2f RSNEQ LISNOSLIiA2ya 2F NRA] | &Kay2AOA|

be varied. For example, both corporate and rmmmercial stakeholders may have concerns
over the impact of their participation on brand image/ positioning. Relationrbhiftling and
operational adjustments may help to overcome some of these hartie participation.

Conflicts of interests are inevitable and may be best managed openly and transparently in
process of ongoing development and refinement informed by the evidence base.

Early in the process, scoping the breadth, purpose and balarstaleholder representation is
important for building trust, cohesion and a management system that supports open,
accountable debate and decisionaking.

As a primer in building a community of stakeholders, agreement on who can and should be

classed as légmate stakeholders and the nature of their contribution will help to maintain
focus on shared outcome objectives, and couriiatance tensions arising from (conflicting) st
agendas, motivations and ideologies.

Bestin-class/ least damaging concepts nisgydivisive both ideologically and in scientific
interpretation, unless there isubstantial investment in developinlge rationale, a process of
dialogue and a structure for conflict resolution.

Financial support for marginalised stakeholders may be s&ag to reduce entry barriers and
build inclusivity.

Intergovernmental bodies, such as the UN (FAO, WHO) can act as brokers for internationd
scientific evidence, crosstional interests, and crossultural rules and norms.

An independent body (i.e. FAdd WTO in the case of the MSC) can provide practical suppg
on trading, economic and governance considerations, such as compliance with internation
trade rules, and strategies for inclusiveness.

Independent expertise in standard setting and measuretmeethodologies is critical for
transparency and building consensus.

Independent thirdparty involvement in assessment and verification is critical for credibility &
quality assurance of the certification scheme.
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3.2.4 How issues of commercial confidiality are managed

The process of certification is carried out by independent, thaidty Certification Bodies (CBs) that

are deemed competent and capable by the MSC and the associated company, Accreditation Service
International (ASI). Checks on @ssment performance are conducted to monitor interpretation and
application of scoring criteria by the CBs and ensure consistency.

The first step for a fishery considering MSC accreditation is to select a CB, to carry cut a pre
assessment. This providé® client with a brief, provisional evaluation on whether the fishery will
meet the standard.

Confidentiality agreements mean that this paissessment information is not made available in the
public domain. The confidential prsssessment enables fishes to conduct a préeasibility
assessment without risking commercial reputation. It also means that they can act on the
recommendations of the prassessment and return to the process at a later date. Only one fishery
has been failed after passing theeprssessment Gulbrandseff has reported that up to half of
potential applicants withdraw at this stage.

After pre-assessment, the fisheries client undergoealbdssessment by a CB, including peer review

S

2T GKS /.Q&8 FAYRAy3Ia o0& 20KSNJ FAAKSNARASE aO0ASY(ASZ

public announcement by MSC and a call from the CB for interested parties to contact them are
required.

The rules governing confidentiality during the full assessment phase are:

1 Only data which relate to the financial affairs of the entity or entities being assessed or which
are a matter of national privacy that is subject to data protection legislation cawithéeld
from the assessment process.

1 If a client undergoing full assessment wishes to expand the nature of information to be kept
confidential, this requires prior approval of the MSC, and any withheld data cannot contribute to
the assessment dossier atlierefore the assessment and final decision.

A final report provides an assessment of the fishery against the MSC standard and includes all
information that contributed to the final decision. Once certification has been granted, the chain of
custody musbe assessed before the MSC logo can be used. The entire process averages around 12
14 months (range-88 months), and is made available in the public domain, both through the

process of assessment and in pdstcisionmaking. Annual renewal is subjectlimited audit and

the full assessment must be repeated every five years.

Transferable learning for the development of food marketing principles

1 Commercial confidentiality is balanced with an operational ethos of transparency, public
interest, demonstrake impartiality, and inclusivity.

1 An early stage prassessment offers commercially sensitive guidance, offering direction in
RSOSt2LIYSyd YR AYLINRGSYSYyild W2FFEAYSQ | ylR N
performance.

1 Thirdparty certification agentare ideally positioned, and have experience in ensuring the
protection of commercially sensitive data, and the motivation to achieve this.
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3.2.5 How principles are used to underpin criteria
The MSC states that the principles and criteria are at émdre of the MSC scheme.

There are three sciendeased principles supported by 24 (scoring) criteria. In addition, the
statement on principles and criteria explicitly recognises that their interpretation and application
must be compliant with national @hinternational laws and standards, and the cultural and socio
economic interests of people dependent on fishing for food and livelihoods.

The principles represent the overarching philosophical basis for the stewardship of marine resources
and form the bais of the detailed criteria used to evaluate each fishery applying for certification.

The three core MSC principles are:

1 Afisherymust be conducted in a manner that does not lead to efiging or depletion of
the exploited populations. For those polations that are already depleted, the fishery must
be conducted in a manner that demonstrably leads to their recovery.

2 Fishing operations should allow for the maintenance of the structure, productivity, function
and diversity of theecosystem(including habitat and associated dependent and ecologically
related species) on which the fishery depends.

3 The fishery is subject to an effectim@mnagement systenthat respects local, national and
international institutional and operational frameworks thagquire use of the resource to be
responsible and sustainable.

Each principle has an associated statement of intent and a set of criteria that expand purpose and
scope. For example, the intention of Principle 1 is ensuring that loss of future prodoapaeity of

a fish stock is not sacrificed in favour of shi@mtm interests. One of the three criteria for this is an
assessment of fishing practice to determine if it is conducted in a manner that does not alter the age
or genetic structure or sex comptien and thus impair reproductive capacity. Principle 2 is
underpinned by three criteria, and Principle 3 is underpinned by 17 criteria.

It is the responsibility of the expert panel to set capecific, relevant indicators of compliance with
technicalcriteria. It is the responsibility of the CB to identify and provide the scientific evidence that
appropriate fishing practices are in place and adequately meet all three priniples.

The full assessment @werseen by a panel which includes a fishery stock assessment expert, an
ecosystem expert and a fishery management expert. The panel develops performance indicators
that allow it to be evaluated against MSC certification criteria. The process invollexgtingldata

on the fishery and arranging consultations with stakeholders throughout the process. In addition
stakeholders are able to provide input into the process at any stage. The assessment team must
demonstrate in their final report that stakeholdenput has been considered.

The fishery is scored against the indicator framework, and a preliminary report is issued for peer

review and public comment. Following further revision and consultation, a decision on certification

is announced and stakeholdendo have been involved in the assessment process have an

2LILR Nl dzyAte G2 OKFfftSyaS (KS OSNIAFTASNEQ LINE DA aAA

If certification is awarded, it is valid for five years, subject to annual review. After this period a full
scale reassessment is regyed for certification renewal.
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The final stage is a chain of custody assessment. Its purpose is to trace products through the whole,
often very lengthy and complex, supply chain and ensure that the integrity of origin claims is
protected. This is oftemery challenging and timeonsuming, and may involve a disproportionate

cost burden for smaller operators. It is nevertheless acknowledged as absolutely essential to
traceability and monitoring*

Transferalte learning for the development of food marketing principles
9 Principles are sciendeased and supported by an extensive international evidence base.

1 Principles span multiple levetsn the case of the MSC, the three principles are commedity
specific, cotext-specific (i.e. marine environment) and practgeecific (i.e. governance
management systems). For food marketing, parallel levels might be, for example: the nutritional
content of the portfolio of food product marketed (commoditpecific); impact asessment of
YENLSGAYy3 OGAGAGE 2y OKAfRNByQa FyR FlIYAEIASAQ
product development and reformulations strategy of the company (management and
governance).

1 Objectively verifiable indicators are identified in thedempinning criteria. The combined
principles, intent and criteria provide consistency in guidance for-bgsmse assessment whic
is further strengthened by scientific panel oversight of the approved assessment agents.

>

3.2.6 How the MSC assesses thepswt of its principles

{ SGSNI f NBOSYyil NBLERNIA KIFGFS 02 YLI-h®lkg schied®esa { / & OK
and seafood recommendation lists. The FAO Round Table Bepdrtl 6 S&Y W¢KSNB 461 & a:
agreement that the MSC Fisheries Assessment methodology and related standardised assessment

tree is currently the most useful methodological tool for assessing whether a fishery is sustainably
YIFEYlF3ISRQ® |1 26SOSNE (GKAA | yR kilgk & sechghénierdlatisie F 2 O dza
costs, methodology for assessment/ recommendations, and acceptance by the seafood industry and
retailers. The MSC accreditation process has been credited with identifying gaps in policy

frameworks and resource allocationg bovernments which have led to real changes in the way

fisheries are managed ®%° but provide little or no information about whethahe scheme hs to

date achieved its primary goal, which is improving the sustainability and environmental impact of

GKS OSNIAFASR FTAAKSNASED WE¢KSNB Kl-Wbelingégd fAGGE S
certification schemes on improvements in fisheries y I 3SYSy (i | y RThisdgndt A y I 6 A f A
surprising, as the MSC is a relatively recent initiative, and fisheries impacts take many years to

become apparent. Furthermore, the scheme is considered by exfmelis only one of the many

factors affecting the sustainability and condition of target fisheries.

The MSC is perceived to have been successful in changing the behaviour of fishermen in many cases

¢ the accreditation process has resulted in new worlpnactices, switches to more environmentally

benign fishing methods, and increased awareness of environmental impacts. There is, however,

some uncertainty about whether these changes in fishing practice are a result of certification or if
certification hadollowed changes in practice which would have been implemented irrespective of

a{/ I OONBRAGIGA2YDd ¢KS C!h w2dzyR ¢l 0fS O0AY HANPU
speculation that the first fisheries to be certified were those that were already welyit FS R Q ®

The MSC scheme is reported to be well recognised among stakeholders in the supply chain. MSC has

KFIR I YSF&adaNIof$S AYLIOG Fd GKS FTAAK 0dz8SNI £ S@St d
or food service companies, and buyers are crucial links in the chain between the producer and
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consumer. The FAO Round Tdbtemmented thatecd | 6 St & RSYF YR | WodzZNRSy 2
products have been sourcé&lit KA OF f t @@ LG O2y Of dZRSR GKI-0 GKS NBi
AYGSNBadQ INB y246 RNAGAY3I RSYIYyRE F2NJ &dzLILX A SNE
product if there is a shortfall in supply against demand or stocking policy, tigimgown

assessments of sustainabilfty.

Some supply chain operators have adopted alternative;regifilated and monitored sourcing and
certification strategies.

Consumer recognition of the brand is l@nd the sustainability and quality assurance messages

appear to have been undermined by the wide range ofedo 6 St & ¢ adzOK | a | 2dzy3Qa
recommendation lists (such as those of the Marine Conservation Society and Greenpeace) applied to
seafood®

Economic incentives were perceived from the outset as essential, but there is no evidence to date

that the MSC scheme has resulted in price premiums. Despite little evidence of impact on consumer
demand, thee is evidence of market/ suppbide impacg OK | y3Sa Ay O2YYSNODALFf oc
are credited with encouraging changes in fishing practices and management of fi$i@tesFAO
NEO2YYSyRa (KI&Q YARFRINRI DS todzAtH Ayidz2z GKS 2LISNI G

Transferable learning for the development of food marketing principles

1 The omplexity of the issues and the supply chain requires multiple methods to dedhpact.
These should be built into the strategy, with clear rationale for indicators from the outset.

1 The existence of multiple schemes and messages may benefit from MSC communications|but
dilute its impact. Future schemes may wish to-prapt the undemining of the impact on
consumers through a more focused and higtpact communications strategy and controls on
selfregulatory, seimonitored standards and labels.

1 Retail fish buying activity has accelerated adoption and has also, conversely, byibassed
scheme and therefore contributed to the proliferation of standards and criteria being promated.
Closer retail engagement might have helped to avoid this.

1 Market-based incentives such as corporate reputation and positioning may be stronger driyers
than price premiums. Additional costs associated with enhanced quality and/or values may| need
to be built or absorbed into operational structures.
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Taxonomy of
marketing terms

This section gives a taxonomy of marketing terms used in this report.

As a gneral rule of thumb, where marketing techniqgues come under a regulatory ereggifatory
regime, definitions are provided by the relevant regulatory bodies or trade associations. Other
marketing techniques have been defined in some cases by civil gocggnisations or government
bodies. Techniques, definitiomsvhere available; and sources are shown below, based on desk
research and consultation with the Advisory Group.

Advergames
WI RGSNHIYSE INB (eLAOItte OARREA OB ¥RE2ZVUHEI A BNBA 8

Advertising
WeKS LINRBY2GA2Y 2F | LINBRdzZOGI & SNIIA OFSZNI2WRE RASadsQ 3 &

Advertorial

Wiy RSNIAASYSyYy(d TSI G dzNB Eontenyof @hittyicbnr@gd by tieNJ LINE Y 2
marketer, not the publisher, and which is disseminated in exchange for a payment or other
NEOALINROI f ®F NN y3ISYSyidoQ

Automatic vending
SeePointof-sale marketing

Buzz marketing
W, dZl T Y NJ S iohyy23dzimzaiising: podedtiblBustomers pass round information
I 62dzi | **(Se@aRadddiofr@buth marketingand Peer to peer marketiny

Companyowned websites
Also known as advertisemwned websites or ampanysponsored websites. Websites which are

owned or sponsored by a company to promote its products and/or brands.

Equity-brand characters
YWeK24S OKIF NI OGSNER oKAOK KIS 0SSy ONBI SR o0& (KEC

Fundraising schemes
Seeln-school marketing.

Giveaways
SeePointof-sale marketing
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Immersive marketing

Immersive marketing collapses the boundaries between content and commercial message and has
0SSy RSTAY Sdand alencihhpassity ExPetidnce across any channel where the
O0dza G 2YSNI AaQo

In-game advertising
WeKS dza8 2F O02YLIMziSNI I yR @ARS2 3l Y&&Sedako I YSRA dzy
Advergames.

In-kind sponsorship
Seeln-school marketing.

In-school marketing

YLy Of dZRSa GKS dzaS 2F GNIRS ylYSasz f232asx aAirdya:s
school cafeterias, vending machines, or gymnasiums; at school events, youth athletic events, athletic

fields or areas; and on school buseslosedOA ND dzA i (0 St S&chivitids 2lgssedasiiny y St & o Q
school marketing include:

Financial sponsorship

2 KSNB WYall2yaz2zNh LINPJARS (KS aoOKz2z2f gAiGK OFak
schools might hold open days or school discas$ @ask local businesses to provide funding for

the event. In exchange, the business would be able to advertise at the event, for example on a
LINEANF YYS B2NI o6l yySN®Q

Fundraising schemes

No formal definition found. It is understood to be commercisilyppoted fundraising

activities within schools, often involving the donation of products for sale (e.g. confectionery)
by pupils to raise money for school resources.

In-kind sponsorship

CKA& WYAIKEG AyOfdzZRS GKS RANBOG tipBIBA &A2Y 2F N
educational materials, such as free software, books or posters. Prizes at events would also be
classed as ikind sponsorship, where the company is able to advertise their product or
aSNBAOSa PG GKS S@SyilioQ

Promotions and collection schemes

Loyalty schemes and reward scheiviesW/ 2 y A dzYSNR O2f f SOG LRAYGAT A
provide points for choosing healthy lunch options. Pupils and young people can then exchange

them for goods and products that NS LI NIi 2¥ GKS aOKSYS®Q

Voucher schemds W/ 2y adzySNAR O2ff SO0 @2dzOKSNE o6& LJzNOK
Oty (KSy SEOKIy3S (KS @2dzZOKSNE F2NJ AdSya a&adzOK

Tasting schemes

No formal definition found. It is understood to be arrangements between schools and food
companies to run produdiasting sessions with pupils in school premises. It may involve
rewards in kindo the school and/or pupils.
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Integrated marketing

Wi X FYyYyAy3 LINRPOSaa RSAAIYSR (2 SyadNB GKIFG Fff
direct mail, sales promotion, and public relations, produce a unified, custémeceised promotion

mess 3S GKIFG Aa NBESOIylG G2 I O0dzali2YSNI FyR O2yaral

Labelling
SeePointof-sale marketing

Licensed characters
We¢K24S OKIF NI OGSNE GKIG NB 02NNRoSR SlidAadAaSa | yF
Their use includes licensingto packaging, crossromotions and toy céranding:*

Loyalty schemes
Seeln-school marketing.

Marketing communications

WeKS GSNY aYIFEN]LSGAYy3a O02YYdzyAOlI GA2y¢é AyOfdzRSa I R
promotions, sponsorships, and direct rkating, and should be interpreted broadly to mean any

form of communication produced directly by or on behalf of marketers intended primarily to

LINEY2(GS LINPRdAzOGA& 2NJ (2 Ry FtdzSyO0S 02y adzyYSNI 6 SKI A

MMS marketing
SeeMobile marketing.

Mobile marketing

We¢KS dzaS 2F S6ANBESaa YSRAIF a Fy AyGSaNrdSR Oz2yli
crossmediaorstand f 2y S YI NJ SG Ay 3 O2 Y Yagpdcifitltechhigugsidefihdd2 I NI Y'Y
by EASR®are:

MMS marketing

Stands for Multimedia Messagilggrvice W ktandard for telephony messaging systems that
allows for sending messages that include multimedia objects (images, audio, video, rich text)
and not just text messages as in Short Message Service (SMS). It is mainly deployed in cellular
networksalong with other messaging systems like SMS, Mobile Instant Messaging and Mobile
EYIAf ®Q

Wy dzAi O1 NBaLRyaSQ o6vwo YIN)ySGAy3a G22f

Wvw 6ljdzh O1 NBaLRyaSo O2RSa fAy]l] O2yadzySNBR RANE
camera. Once consumers downloteé QR software onto their handsets, they can scan the QR

code printed on their cans. This is sent and processed automatically to enable them to receive a

NI y3aS 2F Y20AfS 02y iSyd AyOfdzRAy3a R2éyf2FRax 7

SMS marketing
Short message seice (SMS) is a standard for a telephony messaging system that allows for
sending text messages.

Outdoor advertising

Wt 2A0SNE ' yR 20§KSNI LINR Y 2'9Tiad iidlubles mdvidgRndndnévinds y  LJdzo £ A
images, on both static and mobile diaps (e.g. billboards and buses).
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Packaging
SeePointof-sale marketing.

Peer to peer (P2P) marketing

We SOKYAljdzS 2F SyO2dzNF 3Ay3 Odzadi2YSNR (G2 LINRY2GS @
internet. An example might be a website that offers nsse discount on products in return for
NEONHzA G Ay 3 ySg OUael alddBidBf-mauth Mhbrkefih§ndBuziinSatk@ing

Point-of-sale marketing

Wt 2Ay0d 2F &l €S 06t hphinaretal guset, Wh2re thaichstoyier dedidesizihéttie@ & A (
G2 YIF 1S | *isdmlrétdodtSidede: sales promotions via shelf ticketing, product

display, positioning in store, bins and sampling. Alsovn asirkd 1 2 NB  YI Bbré i Ay 3o WLY
marketing includes advertising displays, and promotions at a retail site, including the offering of free

Al YLX S& YR FHtt26Fy0Sa LI AR (2 Tl OXPOSimarkeinga KSt T
may include:

Automatic vending
No formal definition found. It is understood to include sales and promotion of products from
automatic vending machines, including branding and messaging on the machines.

Giveaways
No formal definition found. Goods offered free with a product or service, e.g. free toys with
fast food meals.

Premium offers
No formal definition found. It is understood to mean anything offered free or at a reduced
price and which is conditional upon the phiase of a food or drink product.

Product packaging and labelling
No formal definition found. It is understood to mean marketing communications on the
packaging of a product, including-pack promotions and claims.

Premium offers
SeePointof-sale marleting.

Product labelling
SeePointof-sale marketing

Product packaging
SeePointof-sale marketing

Product placement

WeKS AyOfdzaazy 2F3 2NJ I NBFSNBYyOS (G232 | LINRBRdzO
or other valuable consideratioto the programme maker or broadcaster (or any representative or
aa20AFGS*2F SAGKSND ®Q

Promotions and collection schemes
Seeln-school marketing.

Quick response (QR) marketing tool
SeeMobile marketing.
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Reward schemes
Seeln-school marketing.

Sdes promotions

Wiy AyOSYGADGS T2NJ GKS O2yadzySNJ G2 o6d2 o0& dzAy3d |
2y I GSYLRNINE ol &Arasz G2 YIS GKS LINBRdIOG Y2NB |
LINA OS 2 F 2y $ifoff@st@kSaNdinDdifels Angtdnewins, competitions and prize

RNI $a0Q

SMS marketing
SeeMobile marketing.

Social media

{20A1t YSRALF Ay | O2YYSNDAItT &aSyasS AreatadiKS ONBI
applications by brands, or by consumers with specific reference to brands, that can be shared online,
FIOAtAGIGSR 0608 %5S0 non GSOKy2f238dQ

Sponsorship

I WalLISOALFf AAaSR T2 N)Y canpanyawillihépfund ANBvETR af uppgit ag K S NB |
odzaAySaa @Sy i dzNB ASpondabBtiipdright indu@le\dultiuddicsdcial Gpottitg ©Q
business events.

Sports sponsorship

No formal definition found. Sports sponsorship is understood to meamma & advertising in which

a company or organisation provides funds for a sports event, team, league (including youth leagues)
or other sporting initiative in return for exposure to a target audience. It may involve branding of the
equipment or stadia, naing rights, advertisements, or exclusive, discounted or free provision of the
ALRYaA2NAYy3I O2YLI yeQa LINRPRAzOG & @

Tasting schemes
Seeln-school marketing.

Usergenerated marketing

Wal N] SGAYy3 02YYdzyAOlFIGA2yas Ay Ot dzRshoffed inkeBp@nSeNIi A & S Y S
to competitions run by brand owners, and which are communicated by the brand owners and/or via
a20A1t $¥SHg2N] adQ

Viral advertising

Wiy SYIAf S ibadiastinbikend ¢oBuricagich vesigned to stimulate significant
circulation by recipients to generate commercial or reputational benefit to the marketer. Viral
advertisements are usually put into circulation (seeded) by the marketer with a request, either
explicit or implidi, for the message to be forwarded to others. Sometimes they include a video clip
or a link to website material or are part of a sales promotion cameign

Viral marketing
Any advertising that propagatéself. In a digital media context it can be defined as a marketing
technique that seeks to use pexisting social networks to produce increases in brand awarefiéss.

Voucher schemes
Seeln-school marketig.
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Word-of-mouth marketing

W2 2-dfRouth marketing occurs when companies provide financial or product incentives to non
SYLX 2888a G2 SyO02dzaNy 3S (KSY (2 LINPSeeds®Buazz F22R 2N
marketingand Peer to peer marketiny.
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Acronyms

ACMA
ACS
AHA
ASA
ASI
ATVOD
AVMS
BARB
BCAP
BHF
BRC
CAP
CB
CBBB
CCFBAI
CFAC
CFAl
CFBAI
CFC
CGCSA
CHECK
Cl
CIAA
COPPA
CSPI
CSR
DCMS
DCSF
DH
DMA
DV
EACA
EASA

Australian Communications and Media Authority
Aquaculture Stewardship Council

American Heart Association

Advertising Standards Authority

Accreditation Services Internatiah

Authority for Television on Demand

Audio Visual Media Services

. NI ROIF&AGSNEQ ! dZRASYOS wS&aSIkNOK . 2 NR
Broadcast Committee of Advertising Practice

British Heart Foundation

British Retail Consortium

Committee of Adertising Practice

Certification body

Council of Better Business Bureaus (US)

I'FYFRALY |/ KAfRNByQa C22R | yR

Coalition on Food Advertising to Children (Australia)

(0p))
Q
(p))
pd
o
L
(s}
Py
Q

Canadian Food Inspection Agency

/| KAt RNByQa C22R FYyR .S@OSNI3IS ! ROSNIA&AAY3
/| KAt RNByQa C22R /FYLIAIY o6{dzail Ay

Consumer Goods Council of South Africa

/| KAt RNByQa 90GKAOFE /2YYdzyAOlFIGA2Y YAQG o! RO
Consumers International

CGonfederation of the Food and Drink Industries of the EU

| KAt RNBYQa hytAyS tNARGIO& tNRGSOGA2Y | Ol
Centre for Science in the Public Interest

Corporate social responsibility

Department for Culture, Media and Sport

Department forChildren, Schools and Families (now the Department for Education)
Department of Health

Direct Marketing Association

Daily Value

European Association of Communications Agencies

European Advertising Standards Alliance
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EC
EHN
ESOMAR
EU

FA
FAO
FDF
FSA
FTC
HFCS
HFSS
IAB
IASO
IBLF
ICBA
ICC
IFBA
IOTF
ISBA
ISM
ISO
LIMA
MRS
MSC
NCB
NCC
NGO
NHF
NPM
Ofcom
Ofsted
OFT
ONS
PAOS
PolMark
PSB

EuropeanCommission

European Heart Network

European Society for Opinion and Marketing Research

European Union

Football Association

Food and Agriculture Organization

Food and Drink Federation

Food Standards Agency

Federal Trad Commission (US)

Highfructose corn syrup
High fat, sugar and/or salt

Internet Advertising Bureau

International Association for the Study of Obesity

International Business Leaders Forum

International Council of Beveragi@ssociations

International Chamber of Commerce

International Food and Beverage Alliance

International Obesity Task Force

Incorporated Society of British Advertisers

Institute for Social Marketing

International Organiz&bn for Standardization
International] A OSy a Ay 3

Market Research Society

Marine Stewardship Council

LyRdzaGNE aSNOKFIyYyRAAS

blFGA2ylIf /KAt RNSYQ& . dzZNBI dz

National Consumer Council

Non-governmental organisation

National Heart Forum
Nutrient Profiling Model

Office of Communications

Office for Standards in Education

Office of Fair Trading

Office for National Statistics

Publicidad, Actividad, Obesidad y Salud (Spain)

Polcies on Marketing to Children Project

Public service broadcaster
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RAC
RACC
SRO
TVR

UAE

UN
UNESDA

USDA
WARC
WFA
WHO
WTO
WWF

Responsible Advertising and Children
Radio Advertising Clearance Centre
Selfregulatory organisation
Television rating

United Arab Emirates

United Nations

Union of European Soft Drinks Associatifosmerly the Union of European
Beverage Associations)

United States Department of Agriculture
World Advertising Research Center
World Federation of Advertisers

World Health Orgaaation

World Trade Organization

World Wide Fund for Nature
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