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Background on the initiative 
 
The National Heart Forum (NHF) was commissioned by the Department of Health to undertake a 
mapping and consultation exercise on the marketing and promotion of food and drink to children. 
This work is a precursor to any further work which may look to develop a set of voluntary principles 
to underpin all forms of marketing and promotion of food and drink to children, particularly where 
established mandatory self- or co-regulatory regimes 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) ς The NHF is a national alliance of 70 national organisations working to 
reduce the risk of coronary heart disease and associated conditions such as stroke, diabetes and 
cancer. Members of the NHF include charities, non-governmental organisations and professional 
bodies. The NHF undertook a mapping exercise of marketing practices, current regulations, 
commitments, policies and proposals relating to food marketing to children.  
 
bŀǘƛƻƴŀƭ /ƘƛƭŘǊŜƴΩǎ .ǳǊŜŀǳ όb/.ύ ς The NCB is a charitable organisation dedicated to advancing the 
health and well-being of children and young people. The NCB conducted professional consultations 
with children and parents.  
 
Institute for Social Marketing (ISM) at the University of Stirling ς The Institute provided an analysis 
of the development of the Marine Stewardship Council sustainable fisheries certification scheme, as 
a case study from which to draw any transferable learning which could be applied to the 
development of voluntary principles for marketing food and drinks to children. 
 
International Association for the Study of Obesity (IASO) ς IASO provided selective analyses 
drawing on data from a work package of the PolMark Project ς a review of regulatory controls 
worldwide conducted by Dr Corinna Hawkes for the PolMark team.  
 
International Business Leaders Forum (IBLF) ς The IBLF is an independent, not-for-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 given on page 2. 
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About this report  
 
The report is organised into the following sections: 
 
Methodology describes the methodology used for all aspects of the project. 
 
Section 1 presents the findings of the mapping exercise. 
 
Section 2 presents the outputs from the consultations with corporate stakeholders and with 
parents, young people and children. 
 
Section 3 presents an analysis of the development of the Marine Stewardship Council certification 
scheme as a case study from which to draw transferable learning for developing principles of good 
practice.  
 
There is also a Taxonomy of marketing terms and a list of Acronyms used in this report. 
 
Appendix 1 contains the full report of the consultation with corporate stakeholders. 
 
Appendix 2 contains the full report of the NCB consultations with children and parents. 
 
Appendix 3 contains the full report of the Marine Stewardship Council case study.  
 
Appendix 4 contains the grids used to capture data for the mapping exercise. This Appendix is 
supplied as a separate document. 
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The National Heart Forum (NHF) was commissioned by the Department of Health to undertake a 
mapping and consultation exercise on the marketing and promotion of food and drink to children. 
This work is a precursor to any further work which may look to develop a set of voluntary principles 
to underpin all forms of marketing and promotion of food and drink to children, particularly where 
established mandatory self- or co-regulatory regimes do not exist. The work was awarded through a 
government competitive tender process. The draft report was subject to peer review. 
 
Working through a consortium of partner organisations (the National Heart Forum, the International 
Business Leaders Forum, the bŀǘƛƻƴŀƭ /ƘƛƭŘǊŜƴΩǎ .ǳǊŜŀǳΣ ǘƘŜ LƴǘŜǊƴŀǘƛƻƴŀƭ !ǎǎƻŎƛŀǘƛƻƴ ŦƻǊ ǘƘŜ {ǘǳŘȅ 
of Obesity and the Institute for Social Marketing at the University of Stirling), the project undertook: 
 

¶ a mapping exercise of marketing practices, regulations, policies, commitments and proposals 
relating to food and drink marketing to children 

¶ consultations with corporate stakeholders 

¶ consultations with children, young people and parents, and 

¶ an analysis of the development of the Marine Stewardship Council certification scheme as a case 
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 fact-checking (see page 2 for membership). 
 

Key messages 
 

The case for voluntary principles 
 
The objective for this piece of work was to undertake a mapping and consultation exercise as a 
precursor to any further work which may look to develop voluntary ΨǇǊƛƴŎƛǇƭŜsΩ for food and 
beverage marketing to children in the UK ς one which addresses the issue of marketing for products 
high in fat, sugar and/or salt (HFSS) and their contribution to poor dietary 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 voluntary 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 using a variety of 
techniques. Examples have been identified where weaknesses in the definitions or exemptions or 
gaps in codes and regulations leave children exposed to HFSS food marketing (1.3).  
 

Lessons from around the world 
 
It is recognised that around the world, governments, intergovernmental agencies, food companies, 
advertisers, non-governmental 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 reach of these pledges. The parties 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).  



13 

 
Since this work was commissioned, the World Health Assembly of 193 governments endorsed a set 
of recommendations on marketing food and beverages to children as part of the WHO global 
strategy for the prevention and control of non-communicable diseases. Its recommendations seek to 
address the current limitations of voluntary actions, particularly in terms of setting credible 
ǎǘŀƴŘŀǊŘǎΥ ΨDƻǾŜǊƴƳŜƴǘǎ ǎƘƻǳƭŘ ǎŜǘ ŎƭŜŀǊ ŘŜŦƛƴƛǘƛƻƴǎ ŦƻǊ ǘƘŜ ƪŜȅ ŎƻƳǇƻƴŜƴǘǎ ƻŦ ǘƘŜ ǇƻƭƛŎȅΣ ǘƘŜǊŜōȅ 
allowing for a standard implementation process. The setting of clear definitions would facilitate 
uniform implementation, irrespective of the implementing body. When setting the key definitions 
Member States need to identify and address any specific national challenges so as to derive the 
ƳŀȄƛƳŀƭ ƛƳǇŀŎǘ ƻŦ ǘƘŜ ǇƻƭƛŎȅΦΩ1  
 
There are also interesting developments froƳ ǘƘŜ ¦{Φ ¢ƘŜ ŎŀǎŜ ǎǘǳŘȅ ƻŦ ǘƘŜ /ƘƛƭŘǊŜƴΩǎ CƻƻŘ ŀƴŘ 
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 and implementation. 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 Working Group is due in mid 
2011.  
 
The White House Taskforce on Childhood Obesity, in its report to the US President in 2010, pointed 
ƻǳǘ ǘƘŀǘ ΨŜŦŦŜŎǘƛǾŜ ǾƻƭǳƴǘŀǊȅ ǊŜŦƻǊƳ ǿƛƭƭ ƻƴƭȅ ƻŎŎǳǊ ƛŦ ŎƻƳǇŀƴƛŜǎ ŀǊŜ ǇǊŜǎŜƴǘŜŘ ǿƛǘƘ ǎǳŦŦƛŎƛŜƴǘ 
reasons to comply. The prospect of regulation or legislation has often served as a catalyst for driving 
ƳŜŀƴƛƴƎŦǳƭ ǊŜŦƻǊƳ ƛƴ ƻǘƘŜǊ ƛƴŘǳǎǘǊƛŜǎ ŀƴŘ Ƴŀȅ Řƻ ǎƻ ƛƴ ǘƘŜ ŎƻƴǘŜȄǘ ƻŦ ŦƻƻŘ ƳŀǊƪŜǘƛƴƎ ŀǎ ǿŜƭƭΦΩ2 
 

Lessons in developing principles 
 
A valuable contribution to the project is the case study of the Marine Stewardship Council multi-
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 in the 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.  
 
A key learnƛƴƎ Ǉƻƛƴǘ ƛǎ ǘƘŀǘ ǇǊƻƎǊŜǎǎ ŎƻǳƭŘ ōŜ ōŜǎǘ ƳŀŘŜ ǘƘǊƻǳƎƘ ŀƴ ΨƛƴŘŜǇŜƴŘŜƴǘ ōǊƻƪŜǊΩΣ ǎǳŎƘ ŀǎ 
an intergovernmental body or government agency, which would involve independent expertise for 
standard-setting and ensure transparency and accountability when taking account of 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 a process of 
principle development might be taken forward. A further piece of work could investigate third-party 
verified standards setting, using the International Organization for Standardization (ISO) standards 
process as a template. ISO standards for direct marketing 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 codes and 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 
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self-regulation is the best way forward, it would be helpful to focus instead on determining what 
ǎǘŀƴŘŀǊŘǎ ǎƘƻǳƭŘ ŀǇǇƭȅ Ψƛƴ ǇǊƛƴŎƛǇƭŜΩ ŀƴŘ ƻƴƭȅ ǘƘŜƴ ǘƘƛƴƪ ŀōƻǳǘ ǘƘŜ Ƴƻǎǘ ŀǇǇǊƻǇǊƛŀǘŜ ŀƴŘ ŜŦŦŜŎǘƛǾŜ 
mechanisms for implementing those standards. 
 
Because effective controls on marketing 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. 
¢Ƙƛǎ ŎƻǳƭŘ ōŜ ǘƘǊƻǳƎƘ ǘƘŜ ƎƻǾŜǊƴƳŜƴǘΩǎ wŜǎǇƻƴǎƛōƛƭƛǘȅ 5ŜŀƭΣ ōǊƛƴƎƛƴƎ ǘƻƎŜǘƘŜǊ ǘƘŜ ŦƻƻŘ ƛƴŘǳǎǘǊȅ ŀƴŘ 
NGOs in a process under government leadership. 
 
This report presents findings from the four areas of work, and draws together themes and issues 
which could inform 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 media, 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.  
 
Children are using a mix of media earlier in their lives than previously. Around 40% of 7-10 year olds 
and almost all 11-13 year olds own a mobile phone. Eight out of 10 children regularly use the 
internet at home, with social networking via Facebook now centrŀƭ ǘƻ ŎƘƛƭŘǊŜƴΩǎ ƻƴƭƛƴŜ ŀŎǘƛǾƛǘƛŜǎ 
(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 mobile phones 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 
ŎƻƴǘǊƻƭ ƻƴ ŎƘƛƭŘǊŜƴΩs exposure to marketing on 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 techniques across different media, food and drink brands featured 
significantly. Marketers increasingly use branding in games and engaging websites, sometimes 
without marketing specific products.  
 
/ƘƛƭŘǊŜƴΩǎ ŜȄǇƻǎǳǊŜ ǘƻ ōǊŀƴŘǎ ƻƴƭƛƴŜ ŀƴŘ Ǿƛŀ ƻǘƘŜǊ ŘƛƎƛǘŀƭ ƳŜŘƛa is more prolonged than through 
traditional advertising, and industry research shows that food and drink brands achieve the highest 
awareness among children, compared with brands for non-food products (see Figure 11).  
 
Many of the marketing techniques children are exposed to fall outside current regulatory regimes. 
Food and beverage marketing via product and brand integration, packaging, equity-brand 
characters, sponsorships and premiums and give-aways is widespread, but is not controlled by any 
statutory or self-regulation. 
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The links between advertiser-owned 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 using Facebook and other social network sites to 
ŜƴƎŀƎŜ ǿƛǘƘ ŎƘƛƭŘǊŜƴ ŀƴŘ ȅƻǳƴƎ ǇŜƻǇƭŜ ŀƴŘ ƎŜǘ ǘƘŜƳ ǘƻ ōŜŎƻƳŜ ΨŦǊƛŜƴŘǎΩ ƻǊ ΨŦƻƭƭƻǿŜǊǎΩ ƻŦ ōǊŀƴŘǎΦ  
 
Immersive marketing techniques are common and are likely to operate at a sub-conscious level. 
Indirect marketing approaches 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 children and seen by children is dominated by foods and drinks 
that are high in fat, sugar and/or salt (HFSS). 
¢ƘŜ ƳŀƧƻǊƛǘȅ ƻŦ ŦƻƻŘ ŀƴŘ ŘǊƛƴƪ ǇǊƻŘǳŎǘǎ ƳŀǊƪŜǘŜŘ ǘƻ ŎƘƛƭŘǊŜƴ Ŧŀƭƭ ǿƛǘƘƛƴ ǘƘŜ Ψ.ƛƎ CƛǾŜΩ ǇǊƻŘǳŎǘ 
categories: pre-sugared breakfast cereals, soft drinks, confectionery, 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 marketing Ψǘƻ ŀŘǳƭǘǎΩΚ that is seen by children, 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 equity-brand characters to promote their products across 
a range of media. 
The rise of equity-brand characters ς characters created by advertisers and designed to appeal to 
young children ς is a cause for concern, since their use falls outside current regulation. 
 

2 Current statutory and self-regulatory 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 self-regulatory codes of Ofcom, BCAP (Broadcast Committee of 
Advertising 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 
best-practice codes from government and NGOs, and intergovernmental recommendations. Section 
мΦоΦр ǊŜǎǇƻƴŘǎ ǘƻ ǘƘŜ ǊŜǉǳŜǎǘ ŦǊƻƳ ŎƻƳƳŜǊŎƛŀƭ ǎǘŀƪŜƘƻƭŘŜǊǎ ǘƘŀǘ ǘƘŜ ǇǊƻƧŜŎǘ ǎƘƻǳƭŘ ƛƴŎƭǳŘŜ ŀ ΨƎŀǇǎΩ 
analysis of the existing self-regulatory regime in the UK to illustrate the status quo and identify 
which marketing practices currently 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 food and drink advertising and product placement 
ŘǳǊƛƴƎ ŎƘƛƭŘǊŜƴΩǎ ¢± ǇǊƻƎǊŀƳƳƛƴƎ ŀƴŘ ǘƘŜǊŜ ŀǊŜ ǎǘŀǘǳǘƻǊȅ ǎǘŀƴŘŀǊŘǎ ŦƻǊ ŦƻƻŘ ǎƻƭŘ ƛƴ ǎŎƘƻƻƭǎ όDǊƛŘ 
2a). (The Grids referred to in this Executive summary are all in Appendix 4 of the report.) 
 
Advertising in non-broadcast media is governed by a self-regulatory code (the CAP Code). This 
includes non-paid-for space online and on-demand audiovisual media services (Grid 2a). 
 
There are gaps regarding both the communications channels and marketing techniques covered by 
regulatory regimes (summarised in Figure 18). 
Point-of-sale marketing (the formulation, packaging and presentation of food and beverage products 
to children, premiums and give-aways) is not covered by regulatory regimes (1.3.4). Point-of-sale 
marketing also falls outside of voluntary codes, with the exception of one retailer code (The Co-
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ƻǇŜǊŀǘƛǾŜ DǊƻǳǇΣ ǎŜŜ мΦрΦпύΦ ²ƘŜǊŜ ƛƴŘǳǎǘǊȅ ŎƻŘŜǎ ŎƻǾŜǊ Ψŀƭƭ ŦƻǊƳǎ ƻŦ ƳŀǊƪŜǘƛƴƎΩΣ Ǉƻƛƴǘ-of-sale 
ƳŀǊƪŜǘƛƴƎ ƛǎ ƎŜƴŜǊŀƭƭȅ ƴƻǘ ŎƻǾŜǊŜŘ ǳƴƭŜǎǎ ƛǘ ƛǎ ŘŜŦƛƴŜŘ ŀǎ ŀƴ ΨŀŘǾŜǊǘƛǎŜƳŜƴǘΩ ŀǘ point of sale.  
 
New digital marketing techniques such as product and brand integration in digital media and mobile 
ǇƘƻƴŜ ƳŜǎǎŀƎƛƴƎ Ŧŀƭƭ ƻǳǘǎƛŘŜ ǘƘŜ /!t ŘŜŦƛƴƛǘƛƻƴ ƻŦ ΨŀŘǾŜǊǘƛǎƛƴƎΩ ŀƴŘ ŀǊŜ ǘƘŜǊŜŦƻǊŜ ƴƻǘ ŎƻǾŜǊŜŘ ōȅ ǘƘŜ 
CAP Code (Grid 2a).  
 
Any controls on sponsorship and in-school 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 regulations, self-regulatory 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 no 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. Some specific CAP rules apply to primary 
school aged children (under 12) (Grid 2a). 
 
The mechanisms by which audience composition is measured or assessed vary. Whether a marketing 
ŎƻƳƳǳƴƛŎŀǘƛƻƴ ƛǎ ŎƻƴǎƛŘŜǊŜŘ ŀǎ ΨŘƛǊŜŎǘŜŘ ǘƻ ŎƘƛƭŘǊŜƴΩ Ƴŀȅ ŘŜǇŜƴŘ ƻƴ ǘƘŜ ǇǊƻǇƻǊǘƛƻƴ ƻŦ children to 
adults in the audience. This proportion is set higher in company pledges than statutory regulations. 
 
The Food Standards Agency (FSA) Nutrient Profiling Model (NPM) ς the mechanism used by Ofcom 
to categorise food and beverages as either HFSS or non-HFSS ς 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 for on-demand audiovisual services or non-broadcast media (Grid 2a).  
 
Industry commƛǘƳŜƴǘǎ ǳǎŜ ƴǳǘǊƛǘƛƻƴŀƭ ŎǊƛǘŜǊƛŀ ōŀǎŜŘ ƻƴ ŎƻƳǇŀƴƛŜǎΩ ƻǿƴ ƎǳƛŘŜƭƛƴŜǎ ƻǊ ƴƻ ŎǊƛǘŜǊƛŀ ŀǘ 
ŀƭƭΣ ƳŀƪƛƴƎ ƛǘ ŘƛŦŦƛŎǳƭǘ ǘƻ ŜǎǘŀōƭƛǎƘ ŀƴ ŜƳǇƛǊƛŎŀƭ ōŀǎƛǎ ƻƴ ǿƘƛŎƘ ǘƻ ŜƴŎƻǳǊŀƎŜ ƳŀǊƪŜǘƛƴƎ ŦƻǊ ΨƘŜŀƭǘƘƛŜǊΩ 
products (1.3.2). 
 
Co-regulatory and self-regulatory codes incorporate an inconsistency which allows the use of 
animated equity-brand characters appealing to children, while restricting the use of licensed 
characters or cartoons.  
 

3 Statutory and self-regulatory regimes in other countries 
 
The third mapping area examined statutory and self-regulatory regimes in other countries, drawing 
on a review undertaken as part of the EU-funded PolMark Project (POLicies on MARKeting to 
children), which was completed in 2009. At the time of the review: 
 
There were areas where statutory or self-regulatory 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 advertising to children, there 
were international examples that the UK could learn from.  
 
In-school marketing: Marketing in and around schools was included in statutory rules in Finland and 
Norway (and was proposed in Brazil and South Africa), and there were self-regulatory provisions in 
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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 end of the age range applied by other countries. For example, self-regulation in Denmark and 
the Netherlands set the age at 13, while a draft law in Chile and self-regulation in Australia set the 
age at 14. The Irish rules on prohibiting the use of celebrities and 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 products: In 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 messaging: In Sweden and in Quebec province, Canada, 
children were protected 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 area examined 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 for 83-92% of global food and 
ōŜǾŜǊŀƎŜ ƳŀƴǳŦŀŎǘǳǊŜǊǎΩ ŀŘǾŜǊǘƛǎƛƴƎ όDǊƛŘ пŀύΦ  
 
However, the pledges and codes limit what they cover: for example, most cover only advertising in 
specified communication channels, are limited to specified marketing techniques, and do not 
necessarily apply to independent franchisees (1.5.2). 
 
Communication channels generally not well covered by codes or pledges are advertiser-owned 
websites, in-school marketing, sponsorship, point of sale and viral marketing.  
These are the same areas generally neglected in national regulations. In some instances specific 
techniques are exempt (such as outdoor advertising, point-of-sale 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 limited (Grids 4c, 4f and 4g).  
 
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 for children aged under 12 years, but have 
ƴƻ ŎƻƳƳƻƴ ŎǊƛǘŜǊƛŀ ŦƻǊ ŘŜŦƛƴƛƴƎ ƳŀǊƪŜǘƛƴƎ ΨŘƛǊŜŎǘŜŘ ǘƻ ŎƘƛƭŘǊŜƴ ǳƴŘŜǊ мнΩΦ CǳǊǘƘŜǊƳƻǊŜΣ ǎƻƳŜ 
pledges define children as under 13 and some as under 14 (Grid 4e). 
 
Standards for categorising foods are confusing and very mixed.  
Twenty-nine 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 across different pledges (Grids 4h and 
4j). 
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In the majority of cases, companies apply a category-specific approach to nutrient criteria. 
The effect of category-ǎǇŜŎƛŦƛŎ ŎǊƛǘŜǊƛŀ ƛǎ ǘƻ ǎƘƛŦǘ ƳŀǊƪŜǘƛƴƎ ǘƻ ΨōŜǘǘŜǊ ŦƻǊ ȅƻǳΩ ǇǊƻŘǳŎǘǎΦ LƴŘŜǇŜƴŘŜƴǘ 
assessment of the US Pledge suggests 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 Commission (FTC) 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 standards and 
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 retailer-owned codes represents a significant gap when marketing at point of sale is either 
not covered or specifically exempted from both voluntary and self-regulatory codes (1.5.4). 
Only one UK retailer (the Co-operative Group) was identified as having a policy on marketing foods 
to children (which applied to packaging, in-store promotions and checkouts). 
 

5  Proposals and recommendations by consumer and health non-governmental 
organisations 

 
The fifth mapping area examined proposals and recommendations made by consumer and health 
non-governmental organisations (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 specified a minimum age for marketing restrictions for children, this is 16 or 18, 
ōǳǘ ǘƘŜȅ ƎŜƴŜǊŀƭƭȅ Řƻ ƴƻǘ ǎŜǘ ŀƴȅ ǎǇŜŎƛŦƛŎ ƳŜŎƘŀƴƛǎƳ ŦƻǊ ŘŜǘŜǊƳƛƴƛƴƎ ǿƘŜƴ ƳŀǊƪŜǘƛƴƎ ƛǎ ΨŘƛǊŜŎǘŜŘ 
ǘƻ ŎƘƛƭŘǊŜƴΩΦ  
 
9ƳǇƘŀǎƛǎ ƛǎ ǇƭŀŎŜŘ ƻƴ ǇǊƻǘŜŎǘƛƴƎ ǎŜǘǘƛƴƎǎ ΨǿƘŜǊŜ ŎƘƛƭŘǊŜƴ ƎŀǘƘŜǊΩΦ 
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 code proposals recommend empirical standards for nutrient criteria.  
{ŜǾŜǊŀƭ ŦŀǾƻǳǊ ŀ ƴǳǘǊƛŜƴǘ ǇǊƻŦƛƭƛƴƎ ŀǇǇǊƻŀŎƘ ǎǳŎƘ ŀǎ ǘƘŜ CƻƻŘ {ǘŀƴŘŀǊŘǎ !ƎŜƴŎȅΩǎ bǳǘǊƛŜƴǘ tǊƻŦƛƭƛƴƎ 
Model used by Ofcom. 
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All NGOs (except US-based NGOs) identify national governments as having the 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 categorising foods 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 and in other 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 parameters 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 have been developed through a systematic and transparent process 
ŀƴŘ ǘƻ ƻǳǊ ƪƴƻǿƭŜŘƎŜ ƻƴƭȅ ƻƴŜ ό²·¸ŦƳΣ ǘƘŜ ΨhŦŎƻƳ ƳƻŘŜƭΩύ Ƙŀǎ ōŜŜƴ ǎǳōƧŜŎǘ ǘƻ ŜȄǘŜǊƴŀƭ 
validation (Grid 6). 
 

Engagement with stakeholders (section 2) 
 

Corporate stakeholder consultation  
 
Consultation 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 project and to express 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 the impact of these codes 
is not publicly available. It was suggested that an independent monitoring system might be needed 
to provide transparency and accountability. 
 
/ƻƴǘǊƛōǳǘƻǊǎ ŦŜƭǘ ǘƘŜǊŜ ǿŀǎ ŀ ƭŀŎƪ ƻŦ ŜǾƛŘŜƴŎŜ ŦƻǊ ǘƘƛǎ ƛƴƛǘƛŀǘƛǾŜ ŀƴŘ ŦŜƭǘ ǘƘŀǘ ŀ ΨƎŀǇΩ ŀƴŀlysis of the 
existing self-regulatory 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 people and parents 
 
/ƻƴǎǳƭǘŀǘƛƻƴ ǿƛǘƘ ŎƘƛƭŘǊŜƴΣ ȅƻǳƴƎ ǇŜƻǇƭŜ ŀƴŘ ǇŀǊŜƴǘǎ ǿŀǎ ǳƴŘŜǊǘŀƪŜƴ ōȅ ǘƘŜ bŀǘƛƻƴŀƭ /ƘƛƭŘǊŜƴΩǎ 
Bureau through a combination of small-scale workshops and a survey to provide a qualitative 
ΨǎƴŀǇǎƘƻǘΩ ƻŦ ǾƛŜǿǎΦ {ǇŜŎƛŦƛŎŀƭƭȅΣ ǘƘŜ Ŏƻƴǎǳƭǘŀǘƛƻƴǎ ŜȄplored awareness of types of non-broadcast 
marketing outside of regulatory regimes, and the perceived influence these types of marketing have 
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ƻƴ ŎƘƛƭŘǊŜƴΩǎ ŦƻƻŘ ŀƴŘ ŘǊƛƴƪ ŎƘƻƛŎŜǎΦ tŀǊŜƴǘǎ ŀƴŘ ŎƘƛƭŘǊŜƴ ǿŜǊŜ ŀƭǎƻ ŀǎƪŜŘ Ƙƻǿ ǘƘŜȅ ǘƘƻǳƎƘǘ 
marketing techniques could be used to promote healthier eating choices. 
 
The dominant marketing techniques identified by both children and young people were those at 
point of sale ς eye-catching brand, packaging, cartoons, free gifts, competitions, celebrity 
endorsements, price and 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 and celebrity 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 choices, 
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 developed ς 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 multi-stakeholder endeavour to deliver public 
benefit in an unrelated 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 process ς agreeing parameters, gaining 
consensus, managing issues of confidentiality and conflict of interests, for example ς and identifies 
potential transferable learning at each stage (3.2). 
 
Optimal processes for consultation and collaboration require a broad consensus on core goals 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 principles needs to take into account the ambition of the 
initiative, scientific evidence as 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 socio-economic conditions emerge. Core principles and the 
parameters for the underlying intent for those principles provide continuity of strategic goals. 
 
Developing consensus and handling conflict ŘŜƳŀƴŘǎ ŀ ǎŜƴǎƛǘƛǾŜ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǎǘŀƪŜƘƻƭŘŜǊǎΩ 
positions and motivations. A key challenge is to find mechanisms to demonstrate how the common 
goal may support or enhance individual positions. Conflicts of interest may be best managed openly 
ŀƴŘ ǘǊŀƴǎǇŀǊŜƴǘƭȅΣ ōǳǘ ǘƻ Řƻ ǘƘƛǎ Ƴŀȅ ǊŜǉǳƛǊŜ ŀƴ ΨƛƴŘŜǇŜƴŘŜƴǘ ōǊƻƪŜǊΩ ǎǳŎƘ ŀǎ ŀƴ ƛƴǘŜǊƎƻǾŜǊƴƳŜƴǘŀƭ 
body like the World Health 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 confidentiality can be supported in a number of ways, including offering 
companies an early-stage pre-ŀǎǎŜǎǎƳŜƴǘ ŀƴŘ ƎǳƛŘŀƴŎŜ ΨƻŦŦƭƛƴŜΩΦ ¢ƘƛǊŘ-party certification schemes 
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 criteria for the MSC standards could suggest 
parallels for standards on food marketing to children. For example, the principles span three levels: 
commodity-specific, context (i.e. marine environment), and practice-specific (i.e. the governance 
management systems). Parallels for food marketing might be: the nutritional content of the portfolio 
of food product marketed (commodity-specific), impact assessment of marketing activity on 
ŎƘƛƭŘǊŜƴΩǎ ŀƴŘ ŦŀƳƛƭƛŜǎΩ ŎƻƴǎǳƳǇǘƛƻƴ ōŜƘŀǾƛƻǳǊǎ όŎƻƴǘŜȄǘύΣ ŀƴŘ ǘƘŜ ƴŜǿ ǇǊƻŘǳŎǘ ŘŜǾŜƭƻǇƳŜƴǘ ŀƴŘ 
reformulations strategy of the company (management and governance). 
 
Assessing the impact of principles needs to be built into the strategy, with a clear rationale 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 on self-regulatory, self-monitored standards and 
labels together with a high-impact communications strategy could pre-empt 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 increase impact.  
 
There are many potential strengths to exploring the concept of third-party verified standards for 
food marketing in a further piece of work, using the ISO standards process as a template. 
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Methodology  
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Methodology for mapping exercise (section 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 proposals from industry, 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 the mapping research are captured in grids for ease of analysis. These are given in 
Appendix 4.  
 

Current nature and extent of food marketing to children (section 1.2) 
The first phase of the mapping exercise consisted of a desk-based literature review of publicly 
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 in-school marketing, product packaging, point 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. SearŎƘ ǘŜǊƳǎ ƛƴŎƭǳŘŜŘ ΨŎƘƛƭŘҌΩΣ ΨŀŘƻƭŜǎŎҌΩΣ ΨƳŀǊƪŜǘҌΩΣ ΨǇǊƻƳƻǘҌΩΣ ΨŀŘǾŜǊǘҌΩ 
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 second phase of the exercise was primary research consisting of content analysis of 63 
advertiser-owned websites and associated marketing activities to gain an appreciation of the 
integrated nature of food marketing. The websites were accessed over a three-week 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 mechanisms used 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 
nutrition and health ƻƴ ǘƘŜ ǿŜōǎƛǘŜǎΦ 9ŀŎƘ ǿŜōǎƛǘŜΩǎ ŎƻƴǘŜƴǘ ǿŀǎ ŀƴŀƭȅǎŜŘ ŀŎŎƻǊŘƛƴƎ ǘƻ ŦŜŀǘǳǊes 
specified in Grid 1, in Appendix 4.  
 
Websites were selected to include those belonging to 11 companies signed up to the EU Pledge in 
нллф ό.ǳǊƎŜǊ YƛƴƎΣ /ƻŎŀ /ƻƭŀΣ 5ŀƴƻƴŜΣ CŜǊǊŜǊƻΣ DŜƴŜǊŀƭ aƛƭƭǎΣ YŜƭƭƻƎƎΩǎΣ YǊŀŦǘΣ aŀǊǎΣ bŜǎǘƭŞΣ tŜǇǎƛ/ƻ 
and Unilever) pluǎ /ŀŘōǳǊȅΣ IŀǊƛōƻ 5ǳƴƘƛƭƭǎΣ YC/ ό¸ǳƳΗύΣ aŎ5ƻƴŀƭŘΩǎ ŀƴŘ ²ŜŜǘŀōƛȄ ǿƘƛŎƘ ǿŜǊŜ 
identified as companies of relevance to the UK market and which had been featured in recent UK 
analyses of marketing to children by Which? (the consumer organisation). These 16 companies 
between them provided 63 sites which were analysed in phase 2 of the mapping exercise. 
 
Detailed primary research into point-of-sale promotions was not possible within the constraints of 
this project. Information was gathered from industry and NGO reports (British Retail Consortium and 
National Consumer Council) and personal communications from the Co-op (February 2010) and the 
British Retail Consortium (March 2010). Where studies or reports of company practices have not 
been found, illustrative in-store observations are included. 
 
This report includes findings from relevant qualitative research conducted by Discovery Research 
and published in Marketing Week magazine (Figure 11). Discovery Research provided the following 
information about the methodology 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 group discussions of six mothers were also undertaken. The 
research aimed to provide insights into: 

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

Current statutory and self-regulatory regimes and voluntary codes applicable in the UK 
(section 1.3) 
A third phase of the mapping exercise examines current statutory and self-regulatory regimes and 
codes applicable in the UK. These were identified via a combination of communication with officials 
ŀǘ ǘƘŜ 5ŜǇŀǊǘƳŜƴǘ ƻŦ IŜŀƭǘƘΣ ǊŜŦŜǊŜƴŎŜ ǘƻ ǘƘŜ bICΩǎ ǊŜǇƻǎƛǘƻǊȅ ƻŦ ǊŜƭŜǾŀƴǘ ǊŜǇƻǊǘǎ ŀƴŘ ƳŜŘƛŀ 
cuttings, and an internet search using Google. ¢ƘŜ ǇǊƻƧŜŎǘΩǎ !ŘǾƛǎƻǊȅ DǊƻǳǇ ǿŀǎ ƛƴǾƛǘŜŘ ǘƻ ƛŘŜƴǘƛŦȅ 
any examples of relevant codes. Members of the Group also provided comments on an early draft of 
the report. This included fact-checking by the Advertising Standards Authority on the detail of the 
self-regulatory 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 and best 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. Grids 2a-c 
are structured to allow comparison, where possible, but acknowledge that regulators, trade bodies 
and health organisations start from different points and perspectives. See Grids 2a-c are given in 
Appendix 4. 
 
{ŜŎǘƛƻƴ мΦо ƛƴŎƭǳŘŜǎ ŀ ΨƎŀǇǎΩ ŀƴŀƭȅǎƛǎ ǘƻ ƛŘŜƴǘƛŦȅ ǿƘŀǘ ǎŜŎǘƻǊǎ ŀƴŘ ǘȅǇŜǎ ƻŦ ƳŀǊƪŜǘƛƴƎ ŀǊŜ ƴƻǘ 
presently addressed by co- and self-regulation and to examine whether and to what extent 
voluntary codes fill those gaps (Figure 18). The gaps analysis was made by drawing together a list of 
marketing techniques and communication channels referred to in the material reviewed in phases 1 
and 2 of the mapping exercise. These were analysed against the provisions of the UK regulatory 
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 provisions. The 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 institutions (WHO and the European Network on 
Reducing Marketing Pressure on Children). 
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Statutory and self-regulatory 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). 
FuƴŘŜŘ ōȅ ǘƘŜ 9ǳǊƻǇŜŀƴ /ƻƳƳƛǎǎƛƻƴΩǎ 9ȄŜŎǳǘƛǾŜ !ƎŜƴŎȅ ŦƻǊ IŜŀƭǘƘ ŀƴŘ /ƻƴǎǳƳŜǊǎΣ ǘƘŜ tƻƭaŀǊƪ 
(POLicies on MARKeting Food and Beverages to Children) project was coordinated by the 
International Association for the Study of Obesity (IASO). The Project included a review 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 those countries 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 searches. Policies were gathered from 59 countries around the world. Summary reports are 
available at www.polmarkproject.net. The findings of the regulatory review are also available in the 
International Journal of Pediatric Obesity.3  
 
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 4. 
 

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 retailers (1.5.4). Grids 4a to 4j (in Appendix 4) 
capture the findings of primary research carried out by Dr Corinna Hawkes between April and 
December 2009. It comprised website searches of international, regional and national trade 
associations for food manufacturers, 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 following 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) 

¶ comparison of individual and multi-company pledges (Grids 4g) 

¶ nutrition criteria (Grids 4h and 4j).  
 
A case study is included which describes the key findings from analysis of one multi-company pledge 
ς ǘƘŜ /ƘƛƭŘǊŜƴΩǎ CƻƻŘ ŀƴŘ .ŜǾŜǊŀƎŜ !ŘǾŜǊǘƛǎƛƴƎ LƴƛǘƛŀǘƛǾŜ ό/C.AI) ς undertaken by the US Federal 
¢ǊŀŘŜ /ƻƳƳƛǎǎƛƻƴ ŀƴŘ /ƘƛƭŘǊŜƴ bƻǿ όŀ ¦{ ŎƘƛƭŘǊŜƴΩǎ ƛƴǘŜǊŜǎǘ ƻǊƎŀƴƛǎŀǘƛƻƴύΦ 
 
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 codes are applied and any reported impact of the 
codes. Information was obtained from a Which? report of 20074 and this was followed up by 
searching for updates on websites and through personal communications, including a series of 
communications with LIMA (tƘŜ LƴǘŜǊƴŀǘƛƻƴŀƭ [ƛŎŜƴǎƛƴƎ LƴŘǳǎǘǊȅ aŜǊŎƘŀƴŘƛǎŜǊǎΩ !ǎǎƻŎƛŀǘƛƻƴύΦ !ƴ ƛƴ-
depth case study of one of the codes ς from The Walt Disney Company ς is presented, based on 
information from a face-to-face briefing from the company in June 2010 (see Figure 21). 
 
The section 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. 

http://www.polmarkproject.net/
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Supplementary information about the policies adopted by The Co-operative Group was supplied by 
personal communications (in February 2010). See Grids 4a-4j, in Appendix 4. 
 

Proposals and recommendations by consumer and health non-governmental 
organisations (NGOs) (section 1.6) 
This section analyses published recommendations and proposed codes from non-governmental, 
non-commercial organisations in the UK and internationally. Information was obtained using the 
bICΩǎ ǊŜǇƻǎƛǘƻǊȅ ƻŦ ǊŜƭŜǾŀƴǘ ǊŜǇƻǊǘǎ ŀƴŘ ƳŜŘƛŀ ŎǳǘǘƛƴƎǎΣ ŀƴŘ ŀƴ ƛƴǘŜǊƴŜǘ ǎŜŀǊŎƘ ǳǎƛƴƎ DƻƻƎƭŜΣ ŀƴŘ 
personal communications 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; communication channels 
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 nutrient profiling) 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 materials included 
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 
ŎƘƛƭŘǊŜƴΩǎ ŘƛŜǘǎΦ5 Other unpublished material was sourced from an international review by Dr 
Corinna Hawkes for Health Canada in 2009. This review looked at examples of parameters in use for 
ŘŜŦƛƴƛƴƎ ΨƘŜŀƭǘƘȅΩ ŀƴŘ ΨǳƴƘŜŀƭǘƘȅΩ ŦƻƻŘǎΦ CǳǊǘƘŜǊ ƛƴŦƻǊƳŀǘƛƻƴ ǿŀǎ ƎŀǘƘŜǊŜŘ ŦǊƻƳ ŎƻƳǇŀƴȅ ŀƴŘ 
government websites and personal communications. Nutrient profiling schemes were categorised 
using an analysis grid ς see Grid 6 in Appendix 4. 
 
 

Methodology for stakeholder consultations (section 2) 
 

Consultation with corporate stakeholders (IBLF report) 
The International Business Leaders Forum (IBLF) conducted a consultation event with corporate 
stakeholders towards the beginning of the project (18 March 2010). Two half-day meetings provided 
an opportunity for 24 representatives from food manufacturing, retailing, advertising and licensing 
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 event and a full list of 
participants are included in Appendix 1. 
 

/ƻƴǎǳƭǘŀǘƛƻƴ ǿƛǘƘ ŎƘƛƭŘǊŜƴΣ ȅƻǳƴƎ ǇŜƻǇƭŜ ŀƴŘ ǇŀǊŜƴǘǎ όbŀǘƛƻƴŀƭ /ƘƛƭŘǊŜƴΩǎ .ǳǊŜŀǳ ǊŜǇƻǊǘύ 
The consultation with children, young people and parents was intentionally conducted on a limited 
scale. It is noǘ ǊŜǇǊŜǎŜƴǘŀǘƛǾŜ ƻŦ ǘƘŜ ǿƘƻƭŜ ǇƻǇǳƭŀǘƛƻƴΣ ŀƴŘ ǘƘŜ ŦƛƴŘƛƴƎǎ ǇǊƻǾƛŘŜ ŀ ΨǎƴŀǇǎƘƻǘΩ ƻŦ ǾƛŜǿǎ 
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 completed 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 non-broadcast 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 (London 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 
Ǿƛŀ ǘƘŜ b/.Ωǎ ƴŜǘǿƻǊƪǎΣ ŀƴŘ ǘƘŜ ǇŀǊŜƴǘǎ ǿŜǊŜ ǊŜŎǊǳƛǘŜŘ ǘƘǊƻǳƎƘ ƭƻŎŀƭ ŎƘƛƭŘǊŜƴΩǎ ŎŜƴǘǊŜǎΦ 
 
A consultation plan was devised to provide a range of data from three groups of participants: 

¶ primary school age children 

¶ secondary school age young people, and 

¶ parents in early years settings who have one or more children. 
 
Four consultation tools were then developed to obtain qualitative participatory data and 
quantitative data from these groups. These were: 

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

¶ a self-completion survey for children and young people 

¶ a self-completion survey for parents, and 

¶ a focus group format for four focus groups of parents.  
 
The consultation tools used are shown at the end of Appendix 2.  
 
The consultations sought to elicit, from participants, awareness of various marketing techniques and 
ǾƛŜǿǎ ƻƴ ǘƘŜ ŘŜƎǊŜŜ ǘƻ ǿƘƛŎƘ ŘƛŦŦŜǊŜƴǘ ƳŀǊƪŜǘƛƴƎ ǘŜŎƘƴƛǉǳŜǎ ƛƴŦƭǳŜƴŎŜ ŎƘƛƭŘǊŜƴΩǎ ŦƻƻŘ ŀƴŘ ŘǊƛƴƪ 
choices. Views were also sought from children about how the marketing of food products to children 
and young people might need to change, and from parents 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 
these provide effective ways for them to share their views and opinions in a group setting. Pupils 
participated within their familiar classroom setting through whole-class participation, smaller group 
work and individual exercises, which drew on the experience of the 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 methodology for the work with parents because these closed, 
small group discussions can enable participants to explore a range of open-ended questions in a 
structured way, and share insights as part of a wider group dynamic. It was felt that parents may be 
more comfortable 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 with self-completion surveys for 
children and young people and parents attending the same settings used for the qualitative work. 
{ǳǊǾŜȅǎ ǿŜǊŜ ŘƛǎǘǊƛōǳǘŜŘ ǘƻ ŎƘƛƭŘǊŜƴ Ǿƛŀ ǘƘŜ ǎŎƘƻƻƭǎ ŀƴŘ ǘƻ ǇŀǊŜƴǘǎ Ǿƛŀ ǘƘŜ ŎƘƛƭŘǊŜƴΩǎ ŎŜƴǘǊŜǎΦ ¢ƘŜ 
child and parent surveys are not linked ς that 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) development of 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 the Institute for Social Marketing at the University of Stirling (see 
Appendix 3). 
 
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 accountable practices 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 MSC scheme, 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?  
 
The limitations of the project did not allow for more than one case study to be examined ς although 
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 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 critiqued.  
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Section 1  
Mapping exercise 
 
 
 
 

 

A summary of this section is given in the Executive summary, on page 14. 
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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 statutory and self-regulatory regimes and voluntary codes applicable in 

the UK 
 
Mapping area 3:  Statutory and self-regulatory regimes in other countries 
 
Mapping area 4:  Voluntary commitments, policies and pledges of manufacturers, retailers, trade 

groups and media owners 
 
Mapping area 5:  Proposals and recommendations by consumer and health non-governmental 

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

are being used in the UK and in other countries. 
 
 
For information on the methodology for each of these mapping areas, see page 24. 
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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 extent of food and beverage marketing to 
children. It looks at publicly available data on trends in marketing investment and trends in 
ŎƘƛƭŘǊŜƴΩǎ ǳǎŜ ƻŦ ƳŜŘƛŀ ς especially new media. It also gives examples of marketing techniques 
currently used by the industry, ǘƻ ǇǊƻǾƛŘŜ ŀ ΨǎƴŀǇǎƘƻǘΩ ƛƭƭǳǎǘǊŀǘƛƻƴ ƻŦ ǘƘŜ ǊŀƴƎŜ ŀƴŘ ƛƴǘŜƎǊŀǘƛƻƴ ƻŦ 
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 consisted of a desk-based literature review of publicly available reports, data 
and studies and a primary analysis of advertiser-owned websites and associated marketing activities 
to gain an appreciation of the integrated nature of food marketing. (See the Methodology section on 
page 24.) The mapping exercise looked at advertiser-owned websites for the 16 major food and soft-
drink companies listed in Figure 1  
 
Figure 1: Advertiser-owned websites mapped for this project  
 

 
Burger King  
Cadbury 
Coca-Cola 
Danone 
Ferrero 
General Mills 
Haribo Dunhills 
YŜƭƭƻƎƎΩǎ 
 

 
KFC (Yum!) 
Kraft 
Mars 
aŎ5ƻƴŀƭŘΩǎ 
Nestlé 
PepsiCo 
Unilever 
Weetabix 
 

 
 
Websites selected included those belonging to 11 companies signed up to the EU Pledge in 2009 
plus Cadbury, Haribo Dunhills, KFC (Yum!), McDonalŘΩǎ ŀƴŘ ²ŜŜǘŀōƛȄ ǿƘƛŎƘ ǿŜǊŜ ƛŘŜƴǘƛŦƛŜŘ ŀǎ 
companies which also had a significant profile in the UK market. 
 
In total, 63 websites were examined (see Grid 1 in Appendix 4) in February 2010. Most of the 
websites were UK websites (.co.uk), some were global websites (.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 regulatory jurisdiction.  
 
The primary analysis focuses intentionally on marketing techniques and communication channels 
which fall outside the current statutory and self-regulatory regimes in the UK, to give a feel for the 
types of marketing techniques and the communication channels that voluntary principles would 
need to accommodate. (Research findings from the primary analysis are shown in shaded text in 
boxes titled Primary research findings.) 
 

мΦнΦн /ƘƛƭŘǊŜƴΩǎ ǳǎŜ ƻŦ ƳŜŘƛŀ  
 
Children are engaging with more media, 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 
ƴŜǘǿƻǊƪǎΦ /ƘƛƭŘǊŜƴΩǎ ƛƴŎǊŜŀǎƛƴƎ ŀŎŎŜǎǎ ǘƻ ƻƴƭƛƴŜ ŀƴŘ ƳƻōƛƭŜ ǘŜŎƘƴƻƭƻƎƛŜǎ ŜȄǇƻǎŜǎ ǘƘŜƳ ǘƻ ŀ ƎǊŜŀt 
deal of marketing communications. At the same time the opportunities for parental mediation 
between marketer and child are reduced. 
 

¶ ¢ƘŜ ŎƘƛƭŘǊŜƴΩǎ ƳŀǊƪŜǘ ƛǎ ǳƴŘƻǳōǘŜŘƭȅ ŜȄǇŀƴŘƛƴƎΣ ŀƭǘƘƻǳƎƘ ƛǘ ƛǎ ƴƻǘ ŎƭŜŀǊ ǿƘŜǘƘŜǊ ƛǘ ƛǎ ŘƻƛƴƎ ǎƻ ŀǘ 
a faster rate than other market segments. Children have growing levels of access to commercial 
media, and are increasingly exposed to commercial messages of many kinds.6  

 

¶ Children are using a mix of media earlier than in their lives than previously. Two-thirds of five to 
eight year olds go online regularly and one in three has a mobile phone.7  

 

¶ Over 90% of children live in homes with multi-channel TV (cable, satellite, Freeview).7  
 

¶ The percentage of children regularly using the internet at home is around 80% and rising.8  
 

¶ Ownership of mobile phones by children aged 11-13 is almost universal and is around 40% of 7-
10 year olds.7  

 

¶ Most children aged 5-15 use mainly PCs or laptops to access 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 PC or laptop, but rather is in addition to this form of access.8  

 

¶ Half of five-to-seven year olds (49%), two-thirds of 8-11 year olds (67%) and three-quarters of 
12-15 year olds (77%) have a TV in their bedroom. In addition, older children (aged 8-15 years) 
have internet access and/or a game console in their bedroom.8  

 

¶ The number of 7-16 year olds who have access to the internet in their own rooms has risen from 
25% to 40% in the last year.7  

 

¶ CŀŎŜōƻƻƪ ƛǎ ŎŜƴǘǊŀƭ ǘƻ ŎƘƛƭŘǊŜƴΩǎ ƻƴƭƛƴŜ ŀŎǘƛǾƛǘƛŜǎΣ ǿƛǘƘ ǎƛƎƴƛŦƛŎŀƴǘ ƴǳƳōŜǊǎ ǳǎƛƴƎ ƛǘ ŦǊƻƳ ǘƘŜ ŀƎŜ 
of 9-10 years and upwards.7  

 

¶ Younger consumers are moving away from making phone calls, as a consequence of their online 
social media use ς giving the mobile phone [companies] another incentive to get involved with 
social networking as an alternative revenue-driver to voice calls. Young mobile-phone users are 
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particularly interested in the photo and video applications of social media, giving crossover 
potential for internet-enabled camera phones.9  

 
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 companies.10  
 
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 child-directed marketing, 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 formats.11 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 
ŎƻǊǇƻǊŀǘŜ ǿŜōǎƛǘŜǎύ Ƴŀȅ ƴƻǘ ƴŜŎŜǎǎŀǊƛƭȅ ōŜ ŀŎŎƻǳƴǘŜŘ ǳƴŘŜǊ ŎƻƳǇŀƴƛŜǎΩ ƳŀǊƪŜǘƛƴƎ ōǳŘƎets. 
 

¶ 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 (KitKat).12 This compares to £4 million spent on 
ǘƘŜ ƴŀǘƛƻƴŀƭ ΨǎŀƭǘΩ ŎŀƳǇŀƛƎƴ ōȅ ǘƘŜ CƻƻŘ {ǘŀƴŘŀǊŘǎ !ƎŜƴŎȅ ƛƴ нллтΦ 

 

1.2.4 Trends in marketing expenditure 
 
Publicly available data for UK expenditure indicate that food and beverage companies spend 
significant budgets on marketing ς to 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. 
 

¶ Between January 2003 and August 2008, child-themed internet adspend rose by 89%, whereas 
the overall child-themed multimedia food and drink quarterly adspend fell by 32%.13  

 

¶ In the period January 2003 to March 2009, TV child-themed food and drink adspend fell by 34%, 
but one category (dairy) increased TV child-themed adspend by 37%. All other categories of food 
and drink advertisers reduced their TV child-themed adspend, with only cereal and 
confectionery reducing their adspend by less than the average.13  

 

¶ Internet advertising is growing and has overtaken TV advertising as the major generator of 
advertising revenue.6  

 

¶ Advertising expenditure (across all product categories) on social networking sites such as 
Facebook is rising rapidly and is estimated to grow to £285 million by 2012.14 
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¶ In 2002, revenue from character licensing which includes entertainment, TV and film, rose by 
4.1% to £61 million. Character licensing was the biggest sector of the £140 million UK licensing 
market, ahead of fashion, sport, trademark/brands and publishing.15  

 
 

1.2.5 Types of food marketed to children 
 
Food and drink marketing aimed at children and seen by children is dominated by high fat, sugar 
and/or salt (HFSS) foods and drinks.  
 

¶ CƻƻŘ ƳŀǊƪŜǘƛƴƎ ǘƻ ŎƘƛƭŘǊŜƴ ƛǎ ŘƻƳƛƴŀǘŜŘ ōȅ ǘƘŜ Ψ.ƛƎ CƛǾŜΩ ŎŀǘŜƎƻǊƛŜǎΥ ǇǊŜ-sugared breakfast 
cereals, soft drinks, confectionery, savoury snacks and fast food outlets.16  

 

¶ Evidence from Ofcom shows that, after the TV advertising rules came into force, some 
companies reformulated their products to pass the Nutrient Profiling Model, and others 
developed new product lines that would pass the Nutrient Profiling Model.17  

 

 
Primary research findings 
It was found that the foods and drinks being marketed to children were mainly confectionery, fizzy 
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 food 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 decline13 since the introduction of 
ǊŜƎǳƭŀǘƛƻƴǎ ƻƴ IC{{ ŦƻƻŘ ŀƴŘ ŘǊƛƴƪ ŀŘǾŜǊǘƛǎƛƴƎ ƻƴ ŎƘƛƭŘǊŜƴΩǎ ¢±Φ IƻǿŜǾŜǊΣ ¢± ǊŜƳŀƛƴǎ ǾŜǊȅ 
ƛƳǇƻǊǘŀƴǘ ƛƴ ŀ ŎƘƛƭŘΩǎ ƭƛŦŜΦ7  

 

¶ According to Ofcom, in 2008 children were watching broadly the same amount of TV as in 2005, 
ǿƛǘƘ ǘƘŜ ǎŀƳŜ ǇǊƻǇƻǊǘƛƻƴ ƻŦ ǾƛŜǿƛƴƎ ƛƴ ŀŘǳƭǘ ŀƛǊǘƛƳŜ όƧǳǎǘ ƻǾŜǊ ƘŀƭŦύ ŀƴŘ ŎƘƛƭŘǊŜƴΩǎ ŀƛǊǘƛƳŜΦ 
However, many more households with children had access to multi-channel TV in 2008 than was 
the casŜ ƛƴ нллрΦ !ǎ ŀ ǊŜǎǳƭǘΣ ŎƘƛƭŘǊŜƴΩǎ ǾƛŜǿƛƴƎ Ƙŀǎ ƳƻǾŜŘ ǘƻ ŘƛƎƛǘŀƭ ŎƘŀƴƴŜƭǎ ŀǿŀȅ ŦǊƻƳ ǘƘŜ 
public service broadcaster (PSB) channels.17  

 

¶ The number of food and drink advertising spots on TV between 2005 and 2008 overall increased 
(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%.17  
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Primary research findings 
Nearly a third (19) of the assessed product-related 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 Bebo. ±ƛǎƛǘƻǊǎ ŀǊŜ ŜƴŎƻǳǊŀƎŜŘ ǘƻ ΨōŜŎƻƳŜ 
ŀ ŦǊƛŜƴŘ ƻǊ ŦŀƴΩ ƻŦ ǘƘŜ ǇǊƻŘǳŎǘ ƻƴ CŀŎŜōƻƻƪ ƻǊ ǘƻ ōŜŎƻƳŜ Ψŀ ŦƻƭƭƻǿŜǊΩ ƻƴ ¢ǿƛǘǘŜǊΣ ƻǊ ǘƻ Ǿƛǎƛǘ ǘƘŜ 
ǇǊƻŘǳŎǘΩǎ aȅ{ǇŀŎŜ ǎƛǘŜΦ ό{ŜŜ DǊƛŘ мΣ ƛƴ !ǇǇŜƴŘƛȄ пΦύ  
 
A strong link exists between web-based marketing and mobile marketing such as quick response 
codes used by PepsiCo on its PepsiMax website, for example. The codes (scanned from a product 
package via a mobile phone camera) allow the consumer to access downloads or rewards, or to 
enter prize competitions.  
 
Marketing at point of sale ς including formulation, packaging and presentation, use of promotions 
and gifts ς is used to a significant extent by food and drink companies (see section 1.2.8. for 
examples).  

 
 

Advertiser-owned websites and social media  
 
The links between advertiser-owned websites and other social media sites are extensive and suggest 
a blurring of the boundaries between socialising, entertainment and marketing. 
 
Ψ{ƻŎƛŀƭ ƴŜǘǿƻǊƪƛƴƎ ǎƛǘŜǎ ŀƴŘ ǾƛǊǘǳŀƭ ǿƻǊƭŘǎ ǎǳŎƘ ŀǎ .ŜōƻΣ aȅ{ǇŀŎŜ ŀƴŘ Iŀōōƻ IƻǘŜƭ ƘŀǾŜ ŀƭǎƻ ōŜŜn 
used extensively by heavyweight HFSS brands such as Burger King, Mars, Coca-Cola and Pepsi, in 
order to legitimately harness the spending power of tech-savvy children. Of particular note is the 
campaign by Skittles on Bebo. Skittles has been allowed to create a Bebo profile on which it invites 
ǳǎŜǊǎ ǘƻ ŎǊŜŀǘŜ ǘƘŜƛǊ ƻǿƴ {ƪƛǘǘƭŜǎ ŀŘǾŜǊǘ ΨǘƘŀǘ ȅƻǳ Ŏŀƴ ǎƘƻǿ ƻŦŦ ǘƻ ŀƭƭ ȅƻǳǊ ŦǊƛŜƴŘǎ ƻƴ .ŜōƻΦ DŜǘ 
ŀŎǘƛǾŜ ŀƴŘ ǎƘƻǿ ǳǎ ǿƘŀǘ {ƪƛǘǘƭŜǎ ƳŜŀƴ ǘƻ ȅƻǳΩΦ ¢ƘŜ ǿƛƴƴŜǊΩǎ ŀŘǾŜǊǘ ǿŀǎ ǎƘƻǿƴ ƻƴ ¢±ΦΩ 18  

 
 

Primary research findings 
 
Many advertiser-owned websites such as M&Ms, KFC, Revels, Snickers, Aero, Pepsi and Cadbury 
link to corresponding product sites on social networking media such as Facebook, Twitter, MySpace 
or Bebo (see the Social networking links/accounts column in Grid 1, in Appendix 4). Visitors are 
ŜƴŎƻǳǊŀƎŜŘ ǘƻ ΨōŜŎƻƳŜ ŀ ŦǊƛŜƴŘ ƻǊ ŦŀƴΩ ƻŦ ǘƘŜ ǇǊƻŘǳŎǘ ƻƴ CŀŎŜōƻƻƪ ƻǊ ǘƻ ōŜŎƻƳŜ Ψŀ ŦƻƭƭƻǿŜǊΩ ƻƴ 
¢ǿƛǘǘŜǊ ƻǊ ǘƻ Ǿƛǎƛǘ ǘƘŜ ǇǊƻŘǳŎǘΩǎ aȅ{ǇŀŎŜ ǎƛǘŜΦ  
 
Figure 2 shows an example of marketing of Snickers confectionery on the advertiser-owned website 
and a corresponding social media website. It highlights a variety of marketing activities on the 
ǇǊƻŘǳŎǘΩǎ CŀŎŜōƻƻƪ ǿŜōǎƛǘŜΣ ǎǳŎƘ ŀǎ ŀǎƪƛƴƎ ŦƻǊ ƳƻōƛƭŜ ǇƘƻƴŜ ƴǳƳōŜǊǎ ŦǊƻƳ ŦǊƛŜƴŘǎ ƻŦ ǘƘŜ CŀŎŜōƻƻƪ 
user. This example is part of an integrated marketing campaign which also runs across TV and poster 
advertising. 
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Figure 2: Promotion of Snickers product and brand on advertiser-owned website and Facebook  
 

 
 
 
Snickers website (getsomenuts.tv) asking 
visitor to enter their date of birth  
 

 
 
 
Snickers website after age has been verified 

 
 
 
Online games offered on the Snickers website 

 
 
Snickers fan is encouraged to provide mobile 
phone numbers of his or her friends 

 
 
{ƴƛŎƪŜǊǎΩ CŀŎŜōƻƻƪ ǎƛǘŜ ǿƛǘƘ Ǉƻǎǘǎ ŦǊƻƳ Ŧŀƴǎ 
ǎŀȅƛƴƎ ΨL Ƨǳǎǘ ƘŀŘ ƻƴŜ ŀƴŘ ƭƻǾŜ ǘƘŜƳΩ 
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Use of celebrity endorsements on advertiser-owned websites  
 

Primary research findings 
 
Many advertiser-owned websites use celebrity endorsement which often crosses over to TV ads 
(see column Celebrity endorsement column in Grid 1, in Appendix 4). The kind of celebrity 
endorsement ranges from featuring photos, films or direct quotes of support of the celebrity (former 
England football team players for Mars bar, or athlete Usain Bolt for Gatorade) to direct interactive 
engagement between the website 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 adults ς and away from 
younger children ς is by requiring age-verification before a site can be entered. The robustness of 
the mechanisms in place is questionable. Age-restriction non-compliance for social networking sites 
has been identified as a matter of concern by both Ofcom and Mintel:  
 

¶ Ψ¢ƘŜ Ƴƛƴƛmum age for registering with social networking sites such as Facebook, Bebo or 
MySpace is thirteen. However, one in five children aged 8-12 that use the internet at home say 
they have a page or profile on Facebook (19%), one in ten (11%) on Bebo and one in twenty 
(four per cent) on MySpace. At an overall level, one in four (25%) home internet users aged 8-12 
ƘŀǾŜ ŀ ǇǊƻŦƛƭŜ ƻƴ ŀǘ ƭŜŀǎǘ ƻƴŜ ƻŦ ǘƘŜǎŜ ǘƘǊŜŜ ǎƛǘŜǎΣ ŀƴ ƛƴŎǊŜŀǎŜ ŦǊƻƳ мр҈ ƛƴ нллуΦΩ 8 

 

¶ Ψ¢ƘŜ ǇǊƻǇƻǊǘƛƻƴ ƻŦ under 16s using all three of the leading sites [Facebook, Bebo and MySpace] 
suggests that (non-) compliance with age restrictions is potentially as big an issue as online 
ǿŀǘŎƘŘƻƎǎ ƘŀǾŜ ǎǳƎƎŜǎǘŜŘΦΩ 9  

 

Primary research findings 
 

There are different mechanisms for age-verification currently being used on advertiser-owned 
websites (see the Age restriction to access website column in Grid 1, in Appendix 4): 

ω Most of the advertiser-owned websites do not restrict access to their website, but a minimum 
age is required to register for prize winning competitions or loyalty rewards schemes, or to join 
ƳŜƳōŜǊǎƘƛǇ Ŏƭǳōǎ όŜΦƎΦ .ǳǊƎŜǊ YƛƴƎΣ IŀǊƛōƻΣ aŎ5ƻƴŀƭŘΩǎΣ aƛƭƪŀΣ YƛǘYŀǘΣ tŜǇǎƛύΦ 

ω Mars restricts access to its 11 product-related websites. Visitors are required to enter their date 
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.)  

ω On the Cokezone website (Coca-Cola) only access to its reward scheme is restricted to children 
who are 12 years of age or older. It does not state the required age on the website, but does 
state it on the labels of its Coca-Cola drink cans and bottles.  

ω Neither mechanism used by Mars and Coca-Cola 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 (e.g. teaching 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 which in-school marketing is being used to 
promote food and 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.19 The report identified examples 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 schools in 
England and in Scotland (see section 1.3.2). 
 

Primary research findings 
 

Sponsored resources 
The Cadbury website provides /ŀŘōǳǊȅΩǎ нлмл 9ŘǳŎŀǘƛƻƴŀƭ .ǊƻŎƘǳǊŜǎ for teachers teaching Key 
stages 1 and 2 and 3 to 5 and for those who are preparing for a school group visit to Cadbury World 
in Birmingham. In addition, the website provides: 
ω workbooks for Key stages 1 and 2 (5-11 year old) students which are branded with the Cadbury 

logo (brand identifier) 
ω the possibility to book educational talks provided by Cadbury staff at Cadbury World, and  
ω a free 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 for tokens found on Nestlé cereal box tops. Almost 400,000 books have been given away 
since 2005. A minimum of 10 tokens is needed for one book. (See Figure 4.) 
 

 
Figure 3: 9ŘǳŎŀǘƛƻƴŀƭ ƳŀǘŜǊƛŀƭǎ ƻƴ /ŀŘōǳǊȅΩǎ ŀŘǾŜǊǘƛǎŜǊ-owned website  
 

 
 www.cadburyworld.co.uk  

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

 
 
www.boxtops4education.co.uk (February 2010) 

 

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

Point of sale 
 
Ψtƻƛƴǘ ƻŦ ǎŀƭŜΩ ŘŜǎŎǊƛōŜǎ ǘƘŜ ƭƻŎŀǘƛƻƴΣ ǳǎǳŀƭƭȅ ǿƛǘƘƛƴ ŀ ǊŜǘŀƛƭ ƻǳǘƭŜǘΣ ǿƘŜǊŜ ǘƘŜ ŎǳǎǘƻƳŜǊ ŘŜŎƛŘŜǎ ǘƻ 
make a purchase. 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 and is oŦǘŜƴ ǇŀǊǘ ƻŦ ŀ ŎƻƳǇŀƴȅΩǎ 
positioning as a health or well-being brand. In some cases the apparent contradiction between an 
ΨǳƴƘŜŀƭǘƘȅΩ ǇǊƻŘǳŎǘ ŀƴŘ ŀ ǎǇƻƴǎƻǊŜŘ ǎǇƻǊǘƛƴƎ ŜǾŜƴǘ Ƙŀǎ ŀǘǘǊŀŎǘŜŘ ŎǊƛǘƛŎƛǎƳΦ 
 
ω Ψ²ƛǘƘ ǎŜŘŜƴǘŀǊȅ ƭƛŦŜǎǘȅƭŜǎ ŀƭǎƻ ŎƻƴǘǊƛōǳǘƛƴƎ ǘƻ ƻōŜǎƛǘȅ, the promotion of sport is a popular theme 
ǿƛǘƘƛƴ ƳŀǊƪŜǘƛƴƎ ŎŀƳǇŀƛƎƴǎΦ ¢ƘŜ ŎƻƴǘǊƻǾŜǊǎȅ ǎǳǊǊƻǳƴŘƛƴƎ /ŀŘōǳǊȅΩǎ ǿǊŀǇǇŜǊǎ ŦƻǊ ǎǇƻǊǘǎ 
promotion in 2003 highlights the sensitivity of HFSS brands utilising this. However, this has not 
stopped brands from venturinƎ ƛƴǘƻ ǘƘƛǎ ŀǊŜŀΦΩ 20

 

 

http://www.boxtops4education.co.uk/
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Primary research findings 

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

ω aŀƻŀƳ όIŀǊƛōƻ 5ǳƴƘƛƭƭǎύ ǎǇƻƴǎƻǊǎ ΨaƻǾŜ Lǘ нлмлΩ ŀƴŘ Ƙŀǎ ǎǇƻƴǎƻǊŜŘ ǘƘŜ {ƪŀǘŜ WŀƳ 
Competition 2009 as well ŀǎ ΨaƻǾŜ Lǘ нллфΩΦ 

ω IŀǊƛōƻ ǎǇƻƴǎƻǊŜŘ ǘƘŜ ΨIŀǊƛōƻ {ǘŀǊƳƛȄ {ǳǇŜǊōƛƪŜ wŀŎƛƴƎ ¢ŜŀƳΩ ƛƴ нллфΦ 

ω YŜƭƭƻƎƎΩǎ ϧ {ǿƛƳƳƛƴƎ ǎǇƻƴǎƻǊǎ ǘƘŜ YŜƭƭƻƎƎΩǎ !{! !ǿŀǊŘǎ {ŎƘŜƳŜΣ ǘƘŜ YŜƭƭƻƎƎΩǎ {ǿƛƳ !ŎǘƛǾŜ 
ǇǊƻƧŜŎǘΣ YŜƭƭƻƎƎΩǎ {ǿƛƳǘŀǎǘƛŎ ŀǿŀǊŘǎΣ ŀƴŘ ¢ŜŀƳ YŜƭƭƻƎƎΩǎ ŦƻǊ ŜƭƛǘŜ ŀǘƘƭŜǘŜǎ.  

ω Mars has sponsored the England Football team for five years.  

ω aŎ5ƻƴŀƭŘΩǎ ŦǳƴŘǎ ƎǊŀǎǎǊƻƻǘǎ Ŧƻƻǘōŀƭƭ ǘƘǊƻǳƎƘ ǘƘŜ C! όCƻƻǘōŀƭƭ !ǎǎƻŎƛŀǘƛƻƴύ /ƻƳƳǳƴƛǘȅ {ƘƛŜƭŘ 
нллфΣ ŀǎ ƻŦŦƛŎƛŀƭ ǇǊŜǎŜƴǘƛƴƎ ǇŀǊǘƴŜǊΦ aŎ5ƻƴŀƭŘΩǎ ƛǎ ŀƭǎƻ ǘƘŜ C!Ωǎ ƻŦŦƛŎƛŀƭ ŎƻƳƳǳƴƛǘȅ ǇŀǊǘƴŜǊ 
helping to create volunteer football coaches, ultimately coaching up to 1 million children in 
the UK.  

ω bŜǎǘƭŞ Ǌǳƴǎ ŀ ǿŜōǎƛǘŜ ǿƘŜǊŜ ŎǳǎǘƻƳŜǊǎ Ŏŀƴ ǊŜŘŜŜƳ ΨDƻ CǊŜŜΩ ǾƻǳŎƘŜǊǎ ŦǊƻƳ ŎŜǊŜŀƭ ǇŀŎƪŜǘǎ 
and confectionery wrappers for free physical activity sessions. The website provides 
information about where customers can go to do one free session of their chosen physical 
activity.  

ω The CŜǊǊŜǊƻ DǊƻǳǇΩǎ ΨYƛƴŘŜǊ Ҍ {ǇƻǊǘΩ ƛǎ ŀƴ ƻŦŦƛŎƛŀƭ ǇŀǊǘƴŜǊ ƻŦ ǘƘŜ LƴǘŜǊƴŀǘƛƻƴŀƭ {ŎƘƻƻƭ {ǇƻǊǘ 
Federation. 

Other types of sponsorship found during this mapping exercise were:  
ω General Mills UK runs a childhood literacy programme with Hillingdon Council in the UK 

(Hillingdon Book of the Year scheme). 

ω Haribo sponsors the Kids Club of the City Sightseeing tour bus company with 150,000 free Kids 
Club packs containing a small bag of Haribo Starmix, felt pens and an activity passport with 
games and puzzles for the children. 

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

 

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

¶ /ƘƛƭŘǊŜƴΩǎ ƳŜŘƛŀ ŜƴǾƛǊƻƴƳŜƴǘ ƛǎ ƛƴŎǊŜŀǎƛƴƎƭȅ ŎƘŀǊŀŎǘŜǊƛǎŜŘ ōȅ ΨƛƴǘŜƎǊŀǘŜŘ ƳŀǊƪŜǘƛƴƎΩ ŀŎǊƻǎǎ ŀ 
range of platforms.6  

 

¶ Contemporary marketers are using a widening range of techniques. These approaches are often 
more personalised and more participatory. They include product placement, viral marketing, 
advergaming, social networking, sponsorship, peer-to-peer marketing and user-generated content.6  

 

¶ ¢ŜŎƘƴƛǉǳŜǎ ŀǊŜ ƻŦǘŜƴ ŘŜŎŜǇǘƛǾŜ ƻǊ ΨǎǘŜŀƭǘƘȅΩ ƛƴǎƻŦŀǊ ŀǎ ǘƘŜƛǊ ǇŜǊǎǳŀǎƛǾŜ ƛƴǘŜƴǘƛƻƴǎ ŀǊŜ ƴƻǘ Ŏƭearly 
identifiable because they embed commercial messaging within games or information, blurring 
the distinctions between marketing messages and other content.6  

 

¶ Marketing techniques are often about branding ς creating a set of values or emotions associated 
with the brand ς rather than marketing of specific products.16  

 

¶ Themes of fun and fantasy, or taste, are used to promote food and drinks to children.16  
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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 operate at a subconscious level, especially among children.  
 

¶ In the US, online games were the predominant promotion strategy used by food companies to 
promote brand loyalty among children.21  

 

¶ Brand integration in computer games can go even further, such as the console games specially 
produced for Burger King in the US starring equity-brand 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 40%.22  

 

¶ New mobile marketing services are being developed. One example is a new service by mobile-
ǇƘƻƴŜ ǇǊƻǾƛŘŜǊ hǊŀƴƎŜ ŎŀƭƭŜŘ ΨhǊŀƴƎŜ {ƘƻǘǎΩΦ !ǎ ǇŀǊǘ ƻŦ ǘƘƛǎ ǎŜǊǾƛŎŜΣ hǊŀƴƎŜ ƛǎ ƻŦŦŜǊƛƴƎ ǘƻ ǎŜƴŘ 
some of its pay-as-you-go customers text messages containing information about benefits and 
brands relevant to them. The customers have to opt in to receive this service, which was trialled 
with brands such as Snickers.23  

 

Primary research findings 

ω Nearly all advertiser-owned websites visited during this project use some form of gaming ranging 
from simple quiz games to specially created computer games. It was found that many advertiser-
owned websites provide child-appealing features such as free downloads, online games and music. 
Downloads include PC screensavers, PC wallpapers, chat icons, ringtones and other mobile phone 
downloads (see Grid 1, in Appendix 4).  

ω The range of advergaming or in-game advertising on advertiser-owned websites found was 
extensive, with online games showing at least one brand identifier such as the logo or the equity-
brand character. In most cases, equity-brand characters explain how to play the game ς such as 
Quicky the Nesquik rabbit,24 the Kinder Egg character,25 and the Knitting Nannas from Shreddies.26 

(See also Grid 1, in Appendix 4.)  

ω Other online games offered on advertiser-owned websites seem to provide more educational 
content ς ǎǳŎƘ ŀǎ YŜƭƭƻƎƎΩǎ ½ƻƻƪŜŜǇŜǊ ƎŀƳŜ which did not ŦŜŀǘǳǊŜ ŀƴȅ YŜƭƭƻƎƎΩǎ ǇǊƻŘǳŎǘǎ ŜȄŎŜǇǘ 
ǘƘŜ ǊŜŘ YŜƭƭƻƎƎΩǎ ƭƻƎƻ όōǊŀƴŘ ƛŘŜƴǘƛŦƛŜǊύΦ  

ω The Coke Happiness Factory games27 feature the factory workers of an imaginary Coca-Cola factory, 
with regular-strength Coca-Cola bottles appearing throughout the different stages of the games. 

 

Equity-brand characters 
Equity-brand characters are those animated characters which are developed and owned by the 
advertiser and which have no separate identity. Well-known examples are Coco the Monkey 
όYŜƭƭƻƎƎΩǎ /ƻŎƻ tƻǇǎύ ŀƴŘ vǳƛŎƪȅ ǘƘŜ bŜǎǉǳƛƪ Ǌŀōōƛǘ όbŜǎǘƭŞύΦ .ƻǘƘ ƛƴ ǘƘŜ ¦Y ŀƴŘ ŜƭǎŜǿƘŜǊŜΣ Ŝǉǳƛǘȅ-
brand characters are exempted from advertising rules which restrict the use of characters or 
cartoons to promote food and drink to children (see sections 1.3.4 and 1.5.2). 
 

¶ A report in 2007 by Which?, the consumer organisation, showed a range of examples where 
food companies use company-owned characters (or equity-brand characters) like Tony the Tiger, 
/ƻŎƻ ǘƘŜ aƻƴƪŜȅ όYŜƭƭƻƎƎΩǎύΣ ŀƴŘ aƻƻ ǘƘŜ 5ŀƛǊȅƭŜŀ Ŏƻǿ όYǊŀŦǘύ ƻƴ ǘƘŜ ǇŀŎƪŀƎƛƴƎ ƻŦ ǘƘŜƛǊ 
products to promote their product to children.4  

 

¶ In a follow-up report, Which? found that the same companies also used some of their equity-
brand characters to promote healthier products from their product range to children. However, 
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ƴƻƴŜ ƻŦ ǘƘŜ мф ŎƘŀǊŀŎǘŜǊǎ ǘƘŜȅ ƭƻƻƪŜŘ ŀǘ ǿŜǊŜ ōŜƛƴƎ ǳǎŜŘ ŜȄŎƭǳǎƛǾŜƭȅ ƻƴ ΨƘŜŀƭǘƘƛŜǊΩ ǇǊƻŘǳcts as 
ŘŜŦƛƴŜŘ ōȅ ǘƘŜ CƻƻŘ {ǘŀƴŘŀǊŘǎ !ƎŜƴŎȅΩǎ ƴǳǘǊƛŜƴǘ ǇǊƻŦƛƭƛƴƎ ƳƻŘŜƭΦ28  

 

Primary research findings 

¶ Equity-brand characters are widely used in food and drink marketing activities to children on 
advertiser-owned websites.  

¶ Several examples were found on UK advertiser-owned websites where equity-brand characters 
appear in online games and are used to explain the games (the Kinder Egg character and Quicky, 
the Nesquik rabbit, see Grid 1, in Appendix 4), or to guide visitors through the virtual world on the 
product website (Fido Dido, the Peperami animals and the M&M characters), or feature in 
downloads such as chat icons, wallpapers for PCs, or colouring-in books (Coke Happiness Factory 
workers and the Milkybar Kid). 

¶ Some equity-brand characters are themselves the product (Kinder Egg character, M&M characters 
and the Peperami animal). 

 

Licensed characters 
Licensing the use of characters ς particularly film or TV characters ς to promote food and drink 
products is commonplace and involves all major media companies (see 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 licensed cross-promotions, represent a 
significant marketing expenditure for food companies, but mainly for HFSS products. Analysis by the 
Federal Trade Commission showed that expenditure on child and teen marketing using cross-
promotions annually was $74.4 million for quick-service restaurants, $56.2 million for breakfast 
cereals, and just $4 million for fruit and vegetables (Federal Trade Commission, 2008).11  
 

Primary research findings 
Licensed characters did not appear widely in the websites visited during the period of research for 
this project. Just two were noted: Burger King featured the film Hoodwinked Too! and Magic-Kinder 
featured Ice Age 3. 

 

Celebrity endorsement 
There are restrictions on the use of celebrities to 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) of youth-
directed marketing spend was accounted for in fees paid to celebrities for product endorsements.11 

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 products.29  
 

¢ƘŜ ¦Y ŎƻƴǎǳƳŜǊ ƻǊƎŀƴƛǎŀǘƛƻƴΣ ²ƘƛŎƘΚΣ ŦƻǳƴŘ ǘƘŀǘ ŎŜƭŜōǊƛǘȅ ŜƴŘƻǊǎŜƳŜƴǘǎ ǿŜǊŜ Ψŀ ǎǘŀǇƭŜ ƻŦ 
ƳŀǊƪŜǘƛƴƎ ŀƴŘ ŀŘǾŜǊǘƛǎƛƴƎΩ30 and cited the use of singer Beyoncé Knowles as a Pepsi spokesperson. 
 

Primary research findings 
Three examples of celebrity endorsements were found on the websites visited during the period of 
research for this project: Donald Trump (Oreos), the England football team (Mars), and Loose 
Women (Maltesers). 
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Premiums and give-aways 
Some products are promoted to children through the inclusion of free gifts, prizes or give-aways. 
Premiums are anything offered free or at a reduced price when a food and drink product is 
purchased. The purchase of the product is conditional to access the premium. 
 

Primary research findings 

¶ Coca-/ƻƭŀΩǎ DƛƳƳŜŎǊŜŘƛǘ ŎŀƳǇŀƛƎƴ ƛǎ ƎƛǾƛƴƎ ŀǿŀȅ ŦǊŜŜ ƳƻōƛƭŜ ǇƘƻƴŜ ŎǊŜŘƛǘ ǿƛǘƘ ǘƘŜ ǇǳǊŎƘŀǎŜ ƻŦ 
promotional cans and 500ml bottles of Sprite, Fanta or Dr Pepper. The cans or bottles display a 
promotional code which enables the consumers to claim a 50p mobile phone credit. Claims can 
be made either by sending a text message or online.31  

¶ CǊŜŜ ǘƻȅǎ ŀǊŜ ƛƴŎƭǳŘŜŘ ƛƴ .ǳǊƎŜǊ YƛƴƎΩǎ ƳŜŀƭ ŘŜŀƭ ŦƻǊ ŎƘƛƭŘǊŜƴΦ !ǎ ǘƘŜ ŦƛƭƳ Hoodwinked 2 is 
promoted on the meal bags, children can choose one of six film characters as a give-away. 

 
 
Figure 5: Coca-/ƻƭŀΩǎ DƛƳƳŜŎǊŜŘƛǘ ǿŜōǎƛǘŜ 
 

 
 

 
 
Figure 6: CǊŜŜ ǘƻȅǎ ƛƴ .ǳǊƎŜǊ YƛƴƎ ¦YΩǎ ŎƘƛƭŘǊŜƴΩǎ ƳŜŀƭ 
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Promotions at point of sale 
Marketing techniques used at point of sale include: sales promotions via shelf ticketing, product 
display, positioning in store (checkouts, kiosks, in-store banners or ads), promotional bins and 
product sampling. 
 
Point-of-sale promotions are universally used in UK supermarkets. Promotions are 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 them (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 point-of-sale promotions 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 the Co-op and the BRC. 
Where studies or reports of company practices have not been found, illustrative in-store 
observations are included. 
 

Primary research findings 

{ŀƛƴǎōǳǊȅΩǎ ς It was observed that no snacks or confectionery were displayed at the checkout lines in 
ƭŀǊƎŜǊ {ŀƛƴǎōǳǊȅΩǎ ǎǳǇŜǊƳŀǊƪŜǘǎ, but that at the checkout kiosks especially in smaller, local 
supermarkets some confectionery, mainly sweets, was displayed.  

The Co-operative Group ς It is understood that The Co-operative Group has removed all HFSS foods32 
and drinks from checkout lines or kiosk stands. However, the Co-op allows HFSS foods which are not 
child-targeted* in promotional bins at the front of some checkout lines. 

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

Tesco ς 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 checkout 
kiosks are free from snacks and confectionery and others are not. It was observed that in the same 
supermarket some checkout kiosks display snacks and confectionery and some do not. 

ASDA ς 5ǳǊƛƴƎ ǘƘƛǎ ƳŀǇǇƛƴƎ ŜȄŜǊŎƛǎŜΣ ǘƘŜ ǎŀƳŜ ƳƛȄŜŘ ŀǇǇǊƻŀŎƘ ŀǎ ŀǘ ¢ŜǎŎƻΩǎ ǿŀǎ ƴƻǘŜŘ ŀǘ !{5! 
supermarkets where some fixtures at the checkout lines as well as at the checkout kiosks were free 
of snacks, confectionery and drinks.  

Marks & Spencer ς It was observed that at Marks & Spencer supermarkets some checkout lines and 
checkout kiosks are free from snacks and confectionery and some are not.  

Waitrose ς Waitrose supermarkets were found not to display any confectionery at their checkouts. 

 

                                                           
*
  The Co-operative Group ŘŜŦƛƴŜǎ ΨŎƘƛƭŘ ǘŀǊƎŜǘŜŘΩ ŀǎ ŦƻƭƭƻǿǎΥ /ƘƛƭŘ ǘŀǊƎŜǘŜŘ ǇǊƻŘǳŎǘǎ ǳǎŜ ŎŀǊǘƻƻƴ ŎƘŀǊŀŎǘŜǊǎκ 

illustrations on the packaging, or have a relatively low price point. 
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Figure 7: {ŀƛƴǎōǳǊȅΩǎ ǇǊƻŘǳŎǘ ŘƛǎǇƭŀȅ ŦƻǊ tǊƛƴƎƭŜǎ ŎǊƛǎǇǎ ŘǳǊƛƴƎ ǘƘŜ Ŧƻƻǘōŀƭƭ ²ƻǊƭŘ /ǳǇ όнлмлύ 
 

 
 
 

 
 
 
Figure 8: Examples of kiosk checkouts and checkout lines at Co-op supermarkets 
 

 
 
Kiosk checkouts at the Co-op 

 
 
/ƘŜŎƪƻǳǘ ƭƛƴŜǎ ǿƛǘƘ IC{{ ǇǊƻŘǳŎǘǎ Ψƴƻǘ ǘŀǊƎŜǘŜŘ 
ŀǘ ŎƘƛƭŘǊŜƴΩ όǎŜŜ ǎŜŎǘƛƻƴ мΦрΦп ŦƻǊ ŘŜŦƛƴƛǘƛƻƴǎύ 

 
Figure 9: Example of checkout line at Morrisons  
 

 
 
Checkout line at Morrisons supermarket 
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Figure 10: Examples of checkout kiosks at Tesco  
 

  
 
Confectionery at low level, or at 
child height 
 

 

 
Brand promotion  
Brand promotion is a marketing technique that is being successfully used to raise brand awareness 
among children and young people.  
 
Detailed primary research into the use of brand promotions was not possible within the constraints 
ƻŦ ǘƘƛǎ ǇǊƻƧŜŎǘΦ /ƻƳƳŜǊŎƛŀƭ ǊŜǎŜŀǊŎƘ ǇǳōƭƛǎƘŜŘ ŘǳǊƛƴƎ ǘƘŜ ǇǊƻƧŜŎǘ ƻŦŦŜǊǎ ŀ ǳǎŜŦǳƭ ΨǎƴŀǇǎƘƻǘΩ ƻŦ 
ŎƘƛƭŘǊŜƴΩǎ ōǊŀƴŘ ŀǿŀǊŜƴŜǎǎΦ ¢ƘŜ ŦƛƴŘƛƴgs shown in Figure 11 are from qualitative research conducted 
by Discovery Research in 2010 and published in Marketing Week magazine.33 (Details of the research 
methodology are given on page 24.) This study suggests that brand awareness among the young is 
vŜǊȅ ƘƛƎƘΣ ǘƘŀǘ ΨŎƻƻƭΩ ōǊŀƴŘǎ ŀǊŜ ƛƳǇƻǊǘŀƴǘΣ ŀƴŘ ǘƘŀǘ ŀŘǳƭǘ ōǊŀƴŘǎ Ƴŀȅ ōŜ ƳƻǊŜ ŀǎǇƛǊŀǘƛƻƴŀƭ ǘƘŀƴ 
child-oriented brands. 
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Figure 11: /ƘƛƭŘǊŜƴΩǎ ōǊŀƴŘ ŀǿŀǊŜƴŜǎǎ  
 

Discovery Research ς summary of findings (2010)33  
 

¶ ΨCƻƻŘ ŀƴŘ ŘǊƛƴƪǎ ōǊŀƴŘǎ ƘŀǾŜ ǘƘŜ ƘƛƎƘŜǎǘ ŀǿŀǊŜƴŜǎǎ ŀƳƻƴƎ ŎƘƛƭŘǊŜƴΣ ǿƛǘƘ ƳƻǊŜ ǘƘŀƴ фл҈ 
matching the correct logos to Coca-Cola, Pepsi, Tropicana, Ribena, Sprite, Fanta, Robinsons and 
Capri Sun in the soft drinks sector. 

¶ ²ƘŜƴ ǊŀƴƪƛƴƎ ōǊŀƴŘǎ ōȅ άŎƻƻƭƴŜǎǎέΣ it is notable that food names such as Frosties, Cheerios, 
Coco Pops, Petits Filous, Munch Bunch and Babybel are ranked considerably cooler among six-to 
eight-year-olds than nine-to 11-year-olds. 

¶ ¢ƘŜǊŜ ƛǎ ŀ ǎŜƴǎŜ ŀƳƻƴƎ ŎƘƛƭŘǊŜƴ ƻŦ ǎǳǇŜǊƳŀǊƪŜǘ ƻǿƴ ōǊŀƴŘǎ Ψƴƻǘ ōŜƛƴƎ ǘƘŜ ǊŜŀƭ ǘƘƛƴƎΩΦ 

¶ 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. 

¶ !ŘǳƭǘƘƻƻŘ ƛƴ ƎŜƴŜǊŀƭ ǎŜŜƳǎ ǇƻǇǳƭŀǊ ǿƛǘƘ ǘƻŘŀȅΩǎ ŎƘƛƭŘǊŜƴΦ 

¶ 89% of children believe that appearing on TV implies something is cool being even more 
important than recommendations from friends and family (87%). Films and shows also generate 
ŀ Ŏƻƻƭ ŦŀŎǘƻǊ ŦǊƻƳ ус҈Σ ǿƘƛƭŜ уп҈ ǎŀȅ ǎƻƳŜǘƘƛƴƎ ƛǎ Ŏƻƻƭ ΨƛŦ ŜǾŜǊȅƻƴŜ ŀǘ ǎŎƘƻƻƭ Ƙŀǎ ƻƴŜΩΦ 

¶ A famous face fronting a brand or 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 brands, as adult brands become 
ƳƻǊŜ ŀǇǇŜŀƭƛƴƎ ŀƴŘ ŀǎǇƛǊŀǘƛƻƴŀƭ ǘƻ ŎƘƛƭŘǊŜƴΦΩ 

 
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 services 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 brand placements are 
for energy-dense, nutrient-poor foods or product lines. The study concluded that films provide an 
avenue through which companies are marketing nutrient-poor and energy-dense foods to 
consumers including children and adolescents.34  
 

Primary research 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 a film 
was Dr Pepper soda in Iron Man 2.35 The film is rated 12A for audiences in the UK. 
 

 

Peer-to-peer marketing  
Peer-to-peer marketing, or word-of-mouth marketing, relies on consumers talking to one another 
about brands and products. Marketers use various techniques to encourage and incentivise people 
to ǘŀƭƪ ŀōƻǳǘ ǘƘŜƛǊ ǇǊƻŘǳŎǘǎ ǘƻ ŦǊƛŜƴŘǎΣ ŜƛǘƘŜǊ ŦŀŎŜ ǘƻ ŦŀŎŜ ƻǊ ƻƴƭƛƴŜΦ Lƴ ǘƘŜ ΨǎƻŎƛŀƭ ŀŘΩ ǎȅǎǘŜƳ ΨŦŀƴǎΩ 
ŀƴŘ ΨŦƻƭƭƻǿŜǊǎΩ ƻƴ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪ ǿŜōǎƛǘŜǎ ƭƛƪŜ CŀŎŜōƻƻƪ Ŏŀƴ ƭƛƴƪ ŀ ǇǊƻŘǳŎǘ ŀŘǾŜǊǘƛǎŜƳŜƴǘ ǘƻ ŀƴ 
ƛƴŘƛǾƛŘǳŀƭΩǎ ƴŀƳŜ ŀƴŘ ǇƘƻǘƻΣ ŀƭŜǊǘƛƴƎ ǘƘŀǘ ǇŜǊǎƻƴΩǎ ŦǊƛŜƴŘs to their food and drinks preferences. 
Given the high brand awareness and sensitivity among children and young people, it is no surprise 
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that peer-to-peer marketing is successful. According to industry commentators it plays a significant 
role in brand promotions. 
 

¶ ΨώLǘ ƛǎϐ ƻƴŜ ƻŦ ǘƘŜ Ƴƻǎǘ ŜŦŦŜŎǘƛǾŜ ǿŀȅǎ ŦƻǊ ōǊŀƴŘǎ ǘƻ ǊŜŀŎƘ ȅƻǳƴƎŜǊ ŎƻƴǎǳƳŜǊǎ ǿƘƻ ŀǊŜ ƭƛƪŜƭȅ ǘƻ 
ōŜ ƛƴŦƭǳŜƴŎŜŘ ōȅ ǘƘŜƛǊ ŦǊƛŜƴŘǎΦΩ 36  

 

¶ Ψtнt ώǇŜŜǊ-to-peer] techniques seem to be one of the most effective ways that brands can reach 
this often inaccesǎƛōƭŜ ŀǳŘƛŜƴŎŜ ώŎƘƛƭŘǊŜƴϐΦΩ 36  

 

¶ According to an analysis by Marketing Week there are some youth research and marketing 
agencies in the UK who use P2P marketing techniques with children such as Dubit or In4merz, a 
P2P site for 11-24 year olds.36  

 

Primary research findings 

In4Merz is a dedicated web-based business linking brands and young consumers. Analysis of the 
In4Merz website (for 11-24 year olds) shows: 

¶ The In4merz site37 has more than 12,000 members who can collect points for activities such as 
ǇǊƻƳƻǘƛƴƎ ŀ ƳǳǎƛŎƛŀƴΩǎ ŀƭōǳƳ ƻƴ CŀŎŜōƻƻƪΦ 

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

¶  LƴпƳŜǊȊ ŀŘǾŜǊǘƛǎŜǎ ƻƴ ŎƘƛƭŘǊŜƴΩǎ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪƛƴƎ ǎƛǘŜǎ ǎǳŎƘ ŀǎ Iŀōōƻ IƻǘŜƭ όǎŜŜ CƛƎǳǊŜ мнύΦ 

¶ In4merz encourages its customers to talk to their friends via this social networking site, and 
advertises its brand there, as a form of integrated marketing. 

 
 
 
Figure 12: In4Merz web presence 
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User-generated marketing 
User-ƎŜƴŜǊŀǘŜŘ ƳŀǊƪŜǘƛƴƎ ƛǎ ƴƻǘ ŦƻǊƳŀƭƭȅ ŘŜŦƛƴŜŘ ōǳǘ ƛǎ ŘŜǎŎǊƛōŜŘ ŀǎ ΨƳŀǊƪŜǘƛƴƎ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎΣ 
including advertisements generated by third parties, often in response to competitions run by brand 
ƻǿƴŜǊǎΣ ŀƴŘ ǿƘƛŎƘ ŀǊŜ ŎƻƳƳǳƴƛŎŀǘŜŘ ōȅ ǘƘŜ ōǊŀƴŘ ƻǿƴŜǊǎ ŀƴŘκƻǊ Ǿƛŀ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪǎΩΦ ό{ŜŜ the 
taxonomy of marketing terms on page 117). The creation of user-generated content on sites such as 
YouTube is clearly popular with young people, and this sense of fun and engagement is likely to drive 
youth interest in user-generated marketing too. 
 
Ψ¢ƘŜ ƛƴǾƻƭǾŜƳŜƴǘ ǘŜŎƘƴƛǉǳŜ ŀǎ ǘȅǇƛŦƛŜŘ ōȅ {ƪƛǘǘƭŜǎκ.Ŝōƻ Ψ/ǊŜŀǘŜ ȅƻǳǊ ƻǿƴ ŀŘΩ ŎŀƳǇŀƛƎƴΣ ǿƘƛŎƘ 
centres on the burgeoning popularity of user-generated 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 to foǎǘŜǊΦΩ 20  
 
Other recent examples of this technique listed in the report20 include:  

¶ Mars-ƻǿƴŜŘ ǎǿŜŜǘ ōǊŀƴŘ wŜǾŜƭǎ ǿƘƛŎƘ Ǌŀƴ ŀ ǎŜǊƛŜǎ ƻŦ Ψ9ǾƛŎǘƛƻƴΩ ƛƴ нллуΣ ǿƘƛŎƘ ŀsked the public 
to vote for the variety they wanted to see banished from the pack. 

¶ The Walkers Crisps Ψ5ƻ ǳǎ ŀ ŦƭŀǾƻǳǊΩ ŎƻƳǇŜǘƛǘƛƻƴ ǿƘƛŎƘ ŎƻƴǎƛǎǘŜŘ ƻŦ ŀƴ ƻƴ-pack and online 
promotion inviting consumers to submit their flavour ideas, along with a picture of what inspired 
them. 

 

Primary research findings 
It was observed that 24 out of the 63 websites visited in February 2010 featured user-generated 
ƳŀǊƪŜǘƛƴƎ ǊŀƴƎƛƴƎ ŦǊƻƳ ǘƘŜ ŜƴŎƻǳǊŀƎŜƳŜƴǘ ǘƻ ǳǇƭƻŀŘ ǇƘƻǘƻǎ όYŜƭƭƻƎƎΩǎ /ǊǳƴŎƘȅ bǳǘΣ tŜǇǎƛaŀȄύ ƻǊ 
create short film clips (Natural Confectionery Company), to competitions inviting consumers to 
create the next advertising short film for a product (Doritos King of Ads competition 2010). (See Grid 
1, in Appendix 4.)  

 
 
Figure 13: Doritos (PepsiCo) website featuring the King of Ads competition 
 

 
 
kingofads.doritos.co.uk, launched in February 2010 
 

 
 

http://kingofads.doritos.co.uk/
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1.2.8 An example of an integrated marketing campaign across different 
media  
 

Primary research findings 
None of the examples of marketing analysed in our research are isolated techniques, but are 
integrated into multimedia campaigns by food and drink advertisers. To illustrate this integration 
with just one product, marketing for Coca-Cola was traced across different media and techniques.  

 
Figure 14: Example of an integrated marketing campaign by Coca-Cola Great Britain  
 

 

¶ Coca-/ƻƭŀǎΩǎ /ƻƪŜȊƻƴŜ ƛǎ ŀŘǾŜǊǘƛǎŜŘ ƻƴ ǘƘŜ ƭŀōŜƭǎ ƻŦ /ƻŎŀ-Cola bottles and cans, encouraging 
ŎƻƴǎǳƳŜǊǎ ǘƻ ΨƎŜǘ ƛƴǘƻ /ƻƪŜȊƻƴŜ ς you could be just one code away ŦǊƻƳ ŀ ŘǊŜŀƳ ŜȄǇŜǊƛŜƴŎŜΩΦ 

¶ The consumer can register online at cokezone.co.uk by entering the promotional code displayed 
on the labels. Once registered the consumer can earn points and claim Cokezone rewards such 
as key rings, wallpapers, ringtones or entry to prize winning competitions.  

 
 
 
 
 
 
 
 
 
 
 
 
 
Marketing communication on the label encourages consumers to register at Cokezone.co.uk 
 

 
Registering with Cokezone is rewarded with 2 bonus points. If additional personal information is 
provided, another 5 points can be earned. 
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Age-verification system on Cokezone.co.uk 
 

 
 
 
²ƛǘƘƻǳǘ ƴŜŜŘƛƴƎ ǘƻ ǊŜƎƛǎǘŜǊΣ ǘƘŜ ǾƛǎƛǘƻǊ Ŏŀƴ ŎƭƛŎƪ ƻƴ ǘƘŜ ΨCǊŜŜ ŀƴŘ ŦǳƴΩ ǘŀō ƻƴ ǘƘŜ /ƻƪŜȊƻƴŜ ǿŜōǎƛǘŜΦ 
This redirects the visitor to the Coke Happiness factory website (http://hf3.coca-cola.com/) which 
offers games featuring the Happiness factory worker characters.  
 
 

http://hf3.coca-cola.com/


54 

 
 
 
At the Coke Happiness Factory, free downloads such as wallpapers, chat icons and ringtones are 
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 Focus,38 there are at least 20 different statutory and self-regulatory 
codes relating to marketing and advertising techniques and practices, data protection, research, 
privacy and parental involvement. Statutory regulation and some self-regulation 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 commercial practices. 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 and point-of-sale marketing. 
 
The regulatory and self-regulatory regimes which are relevant to food and drink marketing to 
children are shown in Grid 2a (see Appendix 4) and are summarised below. 
 
Regulations reviewed in Grid 2a 

¶ Ofcom Broadcasting Code 

¶ The UK Code of Broadcast Advertising (BCAP Code)39  

¶ The UK Code on Non-broadcast Advertising, Sales Promotion and Direct Marketing (CAP Code)40 

¶ PhonepayPlus Code of Practice 

¶ School Food Trust standards for school food 

¶ General Food Law Regulation (EC) 178/2002 

¶ Unfair Commercial Practices Directive ς UK Regulations 2008 
 

Types of regulation ς broadcast  
Broadcast advertising in the UK is governed by a combination of statutory and co-regulatory rules. 
TV and radio advertising is co-regulated by Ofcom (the broadcast regulator) and the Advertising 
Standards Authority (ASA) administers the industry-owned BCAP Code. Statutory rules apply to 
programme sponsorship and to product placement. Co-regulatory rules apply to scheduling and 
content (BCAP Code) with backstop powers held by Ofcom.  
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TV 
TV food and drink advertising (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. 
 
Product placement 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 
ǇƭŀŎŜƳŜƴǘ ƛǎ ǇǊƻƘƛōƛǘŜŘ ƛƴ ŎŜǊǘŀƛƴ ǇǊƻƎǊŀƳƳŜ ƎŜƴǊŜǎ ƛƴŎƭǳŘƛƴƎ ŎƘƛƭŘǊŜƴΩǎ ǇǊƻƎrammes. The Ofcom 
Broadcasting Code further prohibits product placement for products or services in six categories 
including HFSS food and drink. 
 
Figure 15: BCAP Code rules applicable to food and drink advertising to children ς a summary  
 

¶ Advertisements aimed at children (under 16) must not condone or encourage poor nutritional 
habits or disparage good dietary practice. 

¶ !ŘǾŜǊǘƛǎŜƳŜƴǘǎ ŀƛƳŜŘ ŀǘ ŎƘƛƭŘǊŜƴ όǳƴŘŜǊ мсύ Ƴǳǎǘ ƴƻǘ ŜƴŎƻǳǊŀƎŜ ΨǇŜǎǘŜǊƛƴƎΩΦ 

¶ Advertisements aimed at children (under 16) must not use hard-sell or high-pressure techniques.  

¶ Nutrition and health claims must not mislead and must comply with EC regulation 1924/2006.* 

¶ bƻ ƘƛƎƘ ŦŀǘΣ ǎǳƎŀǊ ƻǊ ǎŀƭǘ όIC{{ύϝϝ ŀŘǾŜǊǘƛǎŜƳŜƴǘǎ ƛƴ ŎƘƛƭŘǊŜƴΩǎ ǇǊƻƎǊŀƳƳŜǎΦ όLƳǇƭŜƳŜƴǘŜŘ ƛƴ 
2007.)* 

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

¶ bƻ IC{{ ŀŘǾŜǊǘƛǎŜƳŜƴǘǎ ƻƴ ŘŜŘƛŎŀǘŜŘ ŎƘƛƭŘǊŜƴΩǎ ŎƘŀƴƴŜƭǎΦ όLƳǇƭŜƳŜƴǘŜŘ ƛƴ нллфΦύϝ 

¶ No celebrities or licensed characters to be used in advertisements for HFSS products aimed at 
primary-aged children (under 12). (Implemented in 2007.)* 

¶ No promotional offers (give-aways) in HFSS advertisements aimed at primary-aged children. 
(Implemented in 2007.)* 

*  TV only. Radio rules restrict the use of claims, characters and promotional offers in all food and drink 
advertisements aimed at pre-school or primary-aged children, except those for fruit and vegetables. 

**  !ǎ ƛŘŜƴǘƛŦƛŜŘ ōȅ ǘƘŜ CƻƻŘ {ǘŀƴŘŀǊŘǎ !ƎŜƴŎȅΩǎ bǳǘǊƛŜƴǘ tǊƻŦƛƭƛƴƎ aƻŘŜƭ όǎŜŜ мΦоΦп ŦƻǊ ŘŜǘŀƛƭǎύΦ 

 

Brand advertising on TV 

BCAP provides guidance on differentiating an HFSS product advertisement from an HFSS brand 
advertisement.41 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 
ŀŘǾŜǊǘƛǎŜƳŜƴǘ ǿŀǎ ΨǎȅƴƻƴȅƳƻǳǎ ǿƛǘƘΩ ƻǊ ΨǾŜǊȅ ǎǘǊƻƴƎƭȅ ŀǎǎƻŎƛŀǘŜŘ ǿƛǘƘΩ ŀ ǎǇŜŎƛŦƛŎ IC{{ ǇǊƻŘǳŎǘΣ ƛŦ 
the advertisement: 

¶ refers to or prominently features an identifiable HFSS product 

¶ refers to or features a brand name that is strongly associated with a specific HFSS product 

¶ refers to or prominently features a food or drink product but does not provide enough 
ƛƴŦƻǊƳŀǘƛƻƴ ŦƻǊ ǘƘŜ ŀǳŘƛŜƴŎŜ ǘƻ ƛŘŜƴǘƛŦȅ ǘƘŜ ǇǊƻŘǳŎǘ ǾŀǊƛŀƴǘ ƛƴ ǘƘŜ ŀŘǾŜǊǘƛǎŜǊΩǎ Ƴŀƛƴƭȅ IC{{ 
range of that type of product, or  

¶ refers to or features content, such as a strapline, celebrity, licensed character 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 all foods except fresh fruit and vegetables. Product 
placement is prohibited on commercial radio (under section 10 of the Ofcom Broadcasting Code42). 
 
On-demand audiovisual media services 
Media service providers of on-demand, or non-linear media services, regulated by 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 
ǊŜǉǳƛǊŜǎ ǘƘŀǘ ΨŜŀŎƘ aŜƳōŜǊ {ǘŀǘŜ ǎƘŀƭƭ Ŝnsure that all audiovisual media services transmitted by 
media service providers under its jurisdiction comply with all the rules of the system of law 
ŀǇǇƭƛŎŀōƭŜ Χ ƛƴ ǘƘŜ aŜƳōŜǊ {ǘŀǘŜΦΩ ό!ǊǘƛŎƭŜ н όмύ !±a{ 5ƛǊŜŎǘƛǾŜύΦ ¢ƘŜ ŀǇǇƭƛŎŀǘƛƻƴ ƻŦ /!t ǊǳƭŜǎΣ ƴƻǘ 
BCAP/Ofcom rules, means that on-demand services are not subject to scheduling restrictions on 
HFSS advertising.  
 

Types of regulation ς non-broadcast 
Marketing and promotions in all paid-for space in media other than TV and radio are self-regulated 
under the CAP Code. This includes non-paid-for digital space (i.e. promotional company-owned 
websites and social media) from March 2011. The CAP Code is an industry-owned Code created, 
revised and enforced by the Committee of Advertising Practice. The rules are administered 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 drink marketing to children ς a summary  
  

 

¶ No promotional offers, licensed characters or celebrities allowed in food and drink 
advertisements (except for fruit and vegetables) aimed at pre-school or primary-aged children 

¶ Advertisements must not condone or encourage poor nutritional habits or disparage good 
dietary practice (children under 16). 

¶ !ŘǾŜǊǘƛǎŜƳŜƴǘǎ Ƴǳǎǘ ƴƻǘ ŜƴŎƻǳǊŀƎŜ ΨǇŜǎǘŜǊƛƴƎΩ όŎƘƛƭŘǊŜƴ ǳƴŘŜǊ мсύΦ 

¶ Advertisements must not use hard-sell or high-pressure techniques (children under 16). 

¶ Nutrition and health claims must not mislead and must comply with EC Regulation 1924/2006 
(children under 16). 

 

 
Advertiser-owned websites and social networking sites 
Paid-for and non-paid-for advertising on advertiser-owned websites and social networking sites is 
regulated under the CAP Code. Advertising in non-paid-ŦƻǊ ǎǇŀŎŜ ƛǎ ŘŜŦƛƴŜŘ ŀǎ ΨŀŘǾŜǊǘƛǎŜƳŜƴǘǎ ƻǊ 
ƳŀǊƪŜǘƛƴƎ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ Χ ǘƘŀǘ ŀǊŜ ŘƛǊŜŎǘƭȅ ŎƻƴƴŜŎǘŜŘ ǿƛǘƘ ǘƘŜ ǎǳǇǇƭȅ ƻǊ ǘǊŀƴǎŦŜǊ ƻŦ ƎƻƻŘǎΣ 
services, opportunities and gifts, or which consist of direct solicitations of donations as part of their 
own fund-ǊŀƛǎƛƴƎ ŀŎǘƛǾƛǘƛŜǎΦΩ 43  
 
.ŜŎŀǳǎŜ Ƴƻǎǘ ǎƻŎƛŀƭ ƴŜǘǿƻǊƪ ǎƛǘŜǎ Ŏŀƴ ōŜ ŀŎŎŜǎǎŜŘ ƛƴ ǘƘŜ ¦{Σ ǘƘŜȅ ŀǊŜ ŀƭǎƻ ǎǳōƧŜŎǘ ǘƻ ǘƘŜ /ƘƛƭŘǊŜƴΩǎ 
Online Privacy Protection Act (COPPA) under US federal law which applies protections to children 
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 premium-rate services accessed in the UK) is subject to self-regulation 
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 by the 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, including 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 schools, which are not 
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 international- and national-level codes of practice, 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 NGOs. 
 
Some codes specifically address a particular issue, such as digital marketing,44 45 data collection and 
parental consent46 and direct marketing.47  
 
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 codes reviewed in Grid 2b  

¶ International Chamber of Commerce Consolidated ICC Code (2006) 

¶ ICC Framework for Responsible Food and Beverage Marketing Communication 

¶ Confederation of the Food and Drink Industries of the EU (CIAA) ς Principles on Food and 
Beverage Marketing 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 Alliance ς EASA Digital Marketing Communications Best Practice 
(2008) 

¶ Responsible Advertising and Children Programme 

¶ European Association of Communications Agencies (EACA) ς Ethical Guidelines for Advertising to 
Children (2002) 

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

¶ Market Research Society Code of Conduct (2010) 

¶ International Food and Beverage Alliance ς IFBA Global Policy on Marketing and Advertising to 
Children 

¶ UNESDA (Union of European Soft Drinks Associations) Pledge ς Contribution by UNESDA and its 
corporate members to the EU Platform for Action on Diet, Physical Activity and Health. 

 
National industry codes reviewed in Grid 2b 

¶ ISBA Online Promotion of Food to Children (2007) 

¶ Direct Marketing Association Code of Practice (2003) 
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¶ Internet Advertising Bureau (IAB): Good Practice Principles for Online Behavioural Advertising 
(2009) 

¶ Food and Drink Federation ς FDF Manifesto for Food and Health (2004)  
 
National government and other codes reviewed in Grid 2b 

¶ Working with Schools ς Best Practice Principles (2008), ISBA and former Department for 
Children, Schools and Families 

¶ Guidelines on Commercial Sponsorship in Schools (2009), Consumer Focus Scotland 

¶ 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 energy-dense, 
micronutrient-poor foods to children (the European Network on Reducing Marketing Pressure on 
Children). The WHO recommendations address all WHO Member States. The European Network 
addresses Members States in the Euro region only.  
 
Both the WHO recommendations 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 2c 

¶ WHO Recommendations on the marketing of foods and non-alcoholic beverages to children48 

¶ WHO European Network on Reducing Marketing Pressure on Children49 
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1.3.4 Comparative analysis of regulations, codes and recommendations 
 

Communications channels covered 
¶ Statutory regulation and self-regulation cover TV, radio and advertising in paid-for space in non-

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 or self-regulation on 
food marketing to children are:  
ɂ in-school marketing including collection schemes and commercial partnerships 
ɂ product packaging 
ɂ point of sale (other than sales promotions under the CAP Code) 
ɂ sponsorship (other than broadcast sponsorship). 

¶ {ƻƳŜ ƛƴŘǳǎǘǊȅ ŎƻŘŜǎ ŀǇǇƭȅ ǘƻ Ψŀƭƭ ŦƻǊƳǎ ƻŦ ƳŀǊƪŜǘƛƴƎ ŎƻƳƳǳƴƛŎŀǘƛƻƴΩ όL//Σ w!/Σ ¦b9{5!ύΣ ǿƘƛƭŜ 
ƻǘƘŜǊǎ ŀǇǇƭȅ ǘƻ ΨŀŘǾŜǊǘƛǎƛƴƎΩ ό9¦ tƭŜŘƎŜΣ 9!/!Σ LC.!Σ C5CύΦ  

¶ Five of the guidance and best practice codes cover in-school marketing (EU Pledge, EACA, 
UNESDA, DCSF/ISBA and CFS 2009). 

¶ One best practice code covers sponsorship in public sector settings other than schools (CFS 
2008). 

¶ Both sets of intergovernmental recommendations (WHO and European Network) specify that 
ǎŜǘǘƛƴƎǎ ΨǿƘŜǊŜ ŎƘƛƭŘǊŜƴ ƎŀǘƘŜǊΩ ǎƘƻǳƭŘ ōŜ ŎƻǾŜǊŜŘΣ ƛƴŎƭǳŘƛƴƎ ƴǳǊǎŜǊƛŜǎΣ ǇƭŀȅƎǊƻǳƴŘǎΣ ǎǇƻǊǘƛƴƎ 
and cultural activities. 

 

Marketing techniques covered 
Self-regulatory rules are specific about marketing techniques that are covered. These are: 

¶ advertising 

¶ teleshopping 

¶ programme sponsorship 

¶ product placement 

¶ sales and price promotions 

¶ advertorials 

¶ use of marketing databases. 
 
Marketing techniques that are not covered are: 

¶ product and brand integration in digital media including games and mobile-phone messaging 

¶ labelling, advertising and presentation on food packaging (including use of celebrities and 
cartoon characters) 

¶ use of equity-brand characters50 

¶ formulation and presentation of the product (including colours, flavours or shapes) 

¶ premiums and give-aways 

¶ some forms of promotions at point of sale (including shelf ticketing, product display, positioning 
in store, dump bins and in-store sampling).  

 
.ƻǘƘ ǘƘŜ ²Ih ŀƴŘ 9ǳǊƻǇŜŀƴ bŜǘǿƻǊƪ ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ŎƻǾŜǊ Ψŀƭƭ ŦƻǊƳǎ ƻŦ ŦƻƻŘ ŀƴŘ ŘǊƛƴƪ 
ƳŀǊƪŜǘƛƴƎ ŀƴŘ ǇǊƻƳƻǘƛƻƴΩΦ 
 

Age definitions 
There is no consistent definition of the age of a child in marketing regulations or codes applied in the 
UK. They vary between 11 and 18 years. 

¶ A child 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 directed at children. For example, in some instances the BCAP and CAP 
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Codes (normally applied to under 16s) apply protections for pre-school and primary-aged 
children only (see Figures 15 and 16). Trade body codes for marketing and advertising mostly set 
the age of the 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 of ages according to 
different activities such as interviewing (14, 16 and 18). 

¶ The restriction on vending in schools, under the nutritional standards, effectively applies to all 
school-age children (up to 18 years). Government or NGO-led codes on in-school marketing 
cover, or are assumed to cover, all school-age 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 in which 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.  

¶ The BCAP Code applies the HFSS restriction tƻ ŀƭƭ ΨŎƘƛƭŘǊŜƴΩǎ ǇǊƻƎǊŀƳƳƛƴƎ Ǉƭǳǎ ǇǊƻƎǊŀƳƳŜǎ ƻŦ 
ǇŀǊǘƛŎǳƭŀǊ ƛƴǘŜǊŜǎǘ ǘƻ ŎƘƛƭŘǊŜƴΩΦ ¢± ǇǊƻƎǊŀƳƳŜǎ ΨƻŦ ǇŀǊǘƛŎǳƭŀǊ ƛƴǘŜǊŜǎǘ ǘƻ ŎƘƛƭŘǊŜƴΩ ŀǊŜ ǘƘƻǎŜ ǿƛǘƘ 
a disproportionately high number of children in the audience compared to the general 
population. BCAP uses an 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 non-broadcast media, the ASA assesses audience targeting on the basis of the media used, the 
content and the 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 HFSS food 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. 
 

¶ Most industry-owned codes apply to all foods and drinks and do not differentiate at all (ICC, 
RAC, ICC/ESOMAR, MRS, UNESDA, ISBA, DMA and IAB).  

¶ Those industry-ƻǿƴŜŘ ŎƻŘŜǎ ǘƘŀǘ Řƻ ŘƛŦŦŜǊŜƴǘƛŀǘŜΣ ǎǘŀǘŜ ōǊƻŀŘƭȅ ǘƘŀǘ ǇǊƻŘǳŎǘǎ Ƴǳǎǘ ΨŦǳƭŦƛƭ 
specific nutrition criteria based on accepted scientific evidence and/or applicable national and 
ƛƴǘŜǊƴŀǘƛƻƴŀƭ ƎǳƛŘŜƭƛƴŜǎΩ ό9¦ tƭŜŘƎŜ ŀƴŘ LC.!ύΦ Lǘ ǎƘƻǳƭŘ ōŜ ƴƻǘŜŘ ǘƘŀǘ ǘƘŜ ŀŎǘǳŀƭ ƴǳǘǊƛǘƛƻƴŀƭ 
ŎǊƛǘŜǊƛŀ ǾŀǊȅ ōŜŎŀǳǎŜ ŜŀŎƘ ǇƭŜŘƎŜ ŎƻƳǇŀƴȅ Ƙŀǎ ŘŜǾŜƭƻǇŜŘ ƛǘǎ ƻǿƴ ƴǳǘǊƛǘƛƻƴŀƭ ƎǳƛŘŜƭƛƴŜǎ Ψǘƻ 
reflect ǘƘŜ ŘƛǾŜǊǎƛǘȅ ƻŦ ώǘƘŜƛǊϐ ǇǊƻŘǳŎǘ ǇƻǊǘŦƻƭƛƻǎΩΦ51  

¶ Co- and self-regulatory 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 between healthier and less healthy food and 
drinks across the board. The rules define high fat, sugar and/or salt foods (HFSS) according to the 
CƻƻŘ {ǘŀƴŘŀǊŘǎ !ƎŜƴŎȅΩǎ bǳǘǊƛŜƴǘ tǊƻŦƛƭƛƴƎ aƻŘŜƭ όbtaύΦ ¢ƘŜ bta ǎŎƻǊŜǎ ŦƻƻŘǎ ŀƴŘ ŘǊƛƴƪǎ 

                                                           
*
  According to Office for National Statistics population estimates (mid-2008), 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.  
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ŀƎŀƛƴǎǘ ŀ ǊŀƴƎŜ ƻŦ ΨǇƻǎƛǘƛǾŜΩ ŀƴŘ ΨƴŜƎŀǘƛǾŜΩ ƴǳǘǊƛŜƴǘǎ ŀƴŘ ǎŜǘǎ ŀ ǇŀǎǎκŦŀƛƭ ǘƘǊŜǎƘƻƭŘΣ ǎƻ ǘƘŀǘ 
ǇǊƻŘǳŎǘǎ ǿƘƛŎƘ ǎŎƻǊŜ ƘƛƎƘ ƛƴ ŦŀǘΣ ǎǳƎŀǊǎ ŀƴŘκƻǊ ǎŀƭǘ Ƴŀȅ ƴƻǘ ōŜ ŀŘǾŜǊǘƛǎŜŘ ŘǳǊƛƴƎ ŎƘƛƭŘǊŜƴΩǎ ¢± 
airtime. The Food Standards Agency NPM has been independently validated. The rules apply to 
scheduling 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 schools are subject to food-based nutritional 
standards for food in schools52 (see Figure 17). 

¶ ¢ƘŜ ²Ih ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ǎǇŜŎƛŦƛŎŀƭƭȅ ǊŜŦŜǊ ǘƻ ΨŦƻƻŘǎ ƘƛƎƘ ƛƴ ǎŀǘǳǊŀǘŜŘ ŦŀǘΣ ǘǊŀƴǎ-fatty acids, 
ŦǊŜŜ ǎǳƎŀǊǎΣ ƻǊ ǎŀƭǘΩΦ 

¶ The European Network specifies that categorisation should be based on established dietary 
guidelines and determined using a nutrient profiling approach. 

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

 
More of these healthier items:  

¶ Fruit and vegetables must be provided in all school food outlets. These can include fresh, dried, 
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 longer allowed:  

¶ Confectionery such as chocolate bars, chocolate-coated or flavoured biscuits, sweets and cereal 
bars must not be provided. 

¶ Salt must not be provided at tables or service counters. 

¶ Condiments such as ketchup and mayonnaise must only be available in sachets 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 added 
salt, sugar or fat are permitted. 

¶ Cakes and biscuits must not be provided at times other than lunch. 

¶ No more than two deep-fried food items such as chips and batter-coated 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 across the 
school day. 

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

  

 

Compliance and monitoring  
 
Statutory and self-regulation 

¶ Broadcast ς Prior to broadcast, compliance with broadcast advertising rules is supported by pre-
clearance via Clearcast (TV) and RACC (radio).  

 

¶ Non-broadcast ς Pre-publication copy advice is available for non-broadcast advertisement in 
paid-for space subject to the CAP Code. Pre-clearance of cinema advertising is required through 
the Cinema Advertising Association. 

 

¶ Post broadcast or publication, advertisements are subject to complaints-based regulation. 
Complaints about scheduling, sponsorship, product placement or teleshopping are handled by 
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hŦŎƻƳ ŀƴŘ ƛŦ ǳǇƘŜƭŘ Ƴŀȅ ǊŜǎǳƭǘ ƛƴ ǿŀǊƴƛƴƎǎΣ ŦƛƴŜǎ ƻǊ ǎǳǎǇŜƴǎƛƻƴ ƻŦ ŀ ōǊƻŀŘŎŀǎǘŜǊΩǎ ƭƛŎŜƴŎŜΦ 
Complaints about the content of broadcast advertisements and non-broadcast advertisements 
in paid-for space (breaches of the BCAP or CAP 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. Non-compliant marketing communications on 
advertiser-owned websites or social networking sites are subject to specific sanctions which 
include:  
ς providing details of an advertiser and the non-compliant marketing communication on a 

special part of the ASA website  
ς  removal of paid-for search advertising ς ads that link to the page hosting the non-compliant 

marketing communication may be removed with the agreement of the search engines, and  
ς  ASA paid-for search advertisements ς the ASA could place advertisements online highlighting 
ŀƴ ŀŘǾŜǊǘƛǎŜǊΩǎ ŎƻƴǘƛƴǳŜŘ ƴƻƴ-compliance.  

 

¶ Compliance monitoring for TV advertising is undertaken and reported by Ofcom (the statutory 
regulator) and the ASA (self-regulatory organisation). Ofcom has monitored the impact of the 
new food and drink advertising rules. In 2008 and 2010, it reviewed 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. Instead it conducts surveys in specific industry sectors to assess 
compliance rates. The Food and Soft Drink Advertising Survey (200753 and 200954) looks at a 
sample of advertisements across broadcast and non-broadcast media.  

 

¶ Mobile marketing (via all premium-rate services accessed in the UK) is subject to self-regulation 
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. 

 

¶ Market research, under the MRS Code is also subject to complaints-based regulation, with 
disciplinary powers held by the MRS Council to deal with breaches. 

 
Codes and best practice 
 

¶ Compliance monitoring 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 clear whether this 
has been done or monitored. 

 

¶ The DMA and IAB both require self-certification of compliance. 
 

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

 
Intergovernmental recommendations 
 

¶ Both WHO and the European Network identify national governments as having main 
responsibility for code setting, implementation and compliance.  
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¶ 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).  

 

¶ Effective 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 incompatible with the Code. 

 
 

1.3.5 Gaps and potential weaknesses analysis of co- and self-regulatory 
systems in the UK 
 
Lƴ ǘƘŜ Ŏƻƴǎǳƭǘŀǘƛƻƴǎ ǿƛǘƘ ŎƻƳƳŜǊŎƛŀƭ ǎǘŀƪŜƘƻƭŘŜǊǎΣ ƛǘ ǿŀǎ ǎǳƎƎŜǎǘŜŘ ǘƘŀǘ ŀ ΨƎŀǇǎΩ ŀƴŀƭȅǎƛǎ ƻŦ ǘƘŜ 
existing co- and self-regulatory systems in the UK would be useful in order to illustrate the status 
quo 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 third column 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 2c). Some limitations as to how fully the voluntary codes/ best practice and 
intergovernmental recommendations address the regulatory gaps are explained below. 
 
Figure 18: Analysis 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 
weaknesses (unshaded) in UK 
regulatory regimes  

Addressed by other 
code/best practice? 
Yes/No 

Addressed by WHO/ 
European Network? 
Yes/No 

Communication 
channel 

TV advertising scheduling rules 
(Ofcom) do not catch programmes 
watched by the largest numbers of 
children (because of the way that 
child audiences are calculated). 

No Potentially, if popular TV 
programmes are 
considered within a 
definition of cultural events 
where children gather. 

TV advertising content rules 
(BCAP) for food and drink do not all 
apply up to age 16. Some apply to 
pre-school and primary aged 
children. Scheduling rules (Ofcom) 
apply up to 16. 

No Potentially. 
Age definitions should be 
set by national 
governments (16 in UK). 

TV product placement rules 
(Ofcom) do not cover programmes 
or films made outside the UK. 

No No, but recommendations 
are for all WHO Member 
States. 

On-demand services are not 
subject to scheduling restrictions 
on HFSS advertising (unlike the 
Ofcom TV rules).  

No Potentially, if on-demand 
programmes popular with 
children are considered 
within a definition of 
cultural events where 
children gather. 

Radio advertising content rules 
(BCAP) for food and drink do not all 
apply up to age 16. Some apply to 
pre-school and primary aged 

No Potentially. 
Age definitions should be 
set by national 
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 marketing is not covered 
by food and drink rules unless the 
commercial messaging is defined 
ŀǎ ΨŀŘǾŜǊǘƛǎƛƴƎΩ ό/!tύΦ 

No Yes, if governments include 
it within definitions (WHO). 
Yes (EN). 

Vending is controlled in schools 
but not in other places where 
children may gather.  

No 
 
 

Yes, covered by definition 
ƻŦ ΨǎŜǘǘƛƴƎǎ ǿƘŜǊŜ ŎƘƛƭŘǊŜƴ 
ƎŀǘƘŜǊΩΦ 

Branding on vending machines is 
not covered by school food 
regulations. 

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

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

In-school marketing such 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 Wales not 
covered. 
Private and academy 
schools may fall 
outside codes. 
Primary schools only 
covered by industry 
ŎƻŘŜǎ ΨƛŦ ǎǇŜŎƛŦƛŎŀƭƭȅ 
requested by school 
ŀǳǘƘƻǊƛǘƛŜǎΩΦ 

Yes, covered by definition 
ƻŦ ΨǎŜǘǘƛƴƎǎ ǿƘŜǊŜ ŎƘƛƭŘǊŜƴ 
ƎŀǘƘŜǊΩΦ 

Product packaging (with the 
exception of on-pack advertising 
for another product or sales 
promotion) 
 

No Yes, if governments include 
it within definitions (WHO). 
Yes (EN). 

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

No Yes, if governments include 
it within definitions (WHO). 
Yes (EN). 

Sponsorship (other 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 include 
it within definitions (WHO). 
Yes (EN). 

Marketing 
technique 

Product and brand integration in 
digital media (e.g. product or brand 
placement in advergames)  
 
Digital advertising rules (CAP) are 
applicable to marketing 
ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ΨǘƘŀǘ ŀǊŜ ŘƛǊŜŎǘƭȅ 

No (assumed) Yes, if governments include 
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, 
ƻǇǇƻǊǘǳƴƛǘƛŜǎ ƻǊ ƎƛŦǘǎ ΧΩ ¢ƘŜǊŜ ƛǎ 
no provision under the 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 
presentation on food packaging 
(including claims, cartoons and 
licensed characters) 

No Yes, if governments include 
these within definitions 
(WHO). 
Yes (EN). 

Use of equity-brand characters  
 

No Yes, if governments include 
it within definitions (WHO). 
Yes (EN). 

Formulation and presentation of 
food products (including colours, 
flavours, shapes) 
 

No Yes, if governments include 
this within definitions 
(WHO). 
Yes (EN). 

Premiums and give-aways 
όƛƴŎƭǳŘƛƴƎ ǘƻȅǎ ǿƛǘƘ ŎƘƛƭŘǊŜƴΩǎ 
meals) 
 

No Yes, if governments include 
them within definitions 
(WHO). 
Yes (EN) 

Promotions at point of sale 
(including shelf ticketing, product 
display, positioning in store, dump 
bins and in-store sampling) are not 
generally covered unless defined 
ŀǎ ΨŀŘǾŜǊǘƛǎƛƴƎΩ ƻǊ ΨǎŀƭŜǎ 
ǇǊƻƳƻǘƛƻƴǎΩ ǳƴŘŜǊ ǘƘŜ /!t /ƻŘŜΦ 

No Yes, if governments include 
them within definitions 
(WHO) 
Yes (EN) 

 

 
Analysis of potential weaknesses  
 
In school marketing: 

¶ Three European-wide codes cover marketing in schools (EU Pledge, EACA, UNESDA). The EACA 
ŎƻŘŜ ŀǇǇƭƛŜǎ ƻƴƭȅ ǘƻ ΨŀŘǾŜǊǘƛǎƛƴƎΩ ƛƴ schools, which would be covered under the CAP Code. 

¶ 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 
permission of the school 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 sponsorship arrangements and commercial partnerships 
ŀǊŜ ΨŎƻƴǎƛǎǘŜƴǘ ǿƛǘƘ ƳŀƴŘŀǘƻǊȅ ƴǳǘǊƛǘƛƻƴŀƭ ǎǘŀƴŘŀǊŘǎ ŦƻǊ ǎŎƘƻƻƭ ŦƻƻŘΩΦ Lǘ ƛǎ ŀǎǎǳƳŜŘ ǘƘŀǘ ǘƘŜ 
principles do not apply to schools which are not required to implement the nutritional standards 
(e.g. private and 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 alcohol 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: Industry codeǎ Řƻ ŀƭƭƻǿ ƳŀǊƪŜǘƛƴƎ ƛƴ ǇǊƛƳŀǊȅ ǎŎƘƻƻƭǎ ƛŦ ΨǎǇŜŎƛŦƛŎŀƭƭȅ ǊŜǉǳŜǎǘŜŘ ōȅ ǘƘŜ 
ǎŎƘƻƻƭ ŀǳǘƘƻǊƛǘƛŜǎΩΦ  
 
Sponsorship  

¶ Three codes address sponsorship (DSCF/ISBA principles and two guidelines by CFS). Two apply to 
sponsorships in schools and one to sponsorships in the public 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: 

¶ The codes ǿƘƛŎƘ ŀǇǇƭȅ ǘƻ Ψŀƭƭ ŦƻǊƳǎ ƻŦ ƳŀǊƪŜǘƛƴƎ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎΩ όL//Σ w!/ύ ǎŜŜƪ ǘƻ ƛƴǘŜǊǇǊŜǘ ƻǊ 
reinforce existing self-regulation so it is assumed that they are limited to definitions within 
national SRO (self-regulatory organisation) codes and do not exceed them. In the UK, it is 
assumed these two voluntary codes reinforce the CAP and BCAP codes. Under ICC and RAC 
codes, advergames ς as a channel for product or brand integration ς may be covered, but only if 
ǘƘŜȅ ŀƳƻǳƴǘ ǘƻ ΨƳŀǊƪŜǘƛƴƎ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ǘƘŀǘ ŀǊŜ ŘƛǊŜŎǘly connected with the supply of 
ƎƻƻŘǎΣ ǎŜǊǾƛŎŜǎ ŜǘŎΦΩ 

¶ Many of the ways in which products are displayed in the retail environment will not fall under 
ǘƘŜ ŘŜŦƛƴƛǘƛƻƴ ƻŦ ΨŀŘǾŜǊǘƛǎƛƴƎΩ όǳǎƛƴƎ ǇŀƛŘ-ŦƻǊ ƳŜŘƛŀύ ƻǊ ŀ ΨǎŀƭŜǎ ǇǊƻƳƻǘƛƻƴΩ όǘƘŜ ǳǎŜ ƻŦ ŀŘŘŜŘ 
direct or indirect benefits). Nevertheless these techniques will have a promotional effect.  
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1.4  
Mapping area 3:  
Statutory and self-regulatory 
regimes in other countries 
 

1.4.1 Introduction to source information 
 
The analysis in this section is principally informed by findings of the PolMark Project.55 Funded by the 
9ǳǊƻǇŜŀƴ /ƻƳƳƛǎǎƛƻƴΩǎ ǇǳōƭƛŎ ƘŜŀƭǘƘ ŜȄŜŎǳǘƛǾŜ ŀƎŜƴŎȅΣ ǘƘŜ tƻƭaŀǊƪ όth[ƛŎƛŜǎ ƻƴ a!wƪŜǘƛƴƎ ŦƻƻŘ 
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 world. The analysis presented 
below does not reflect changes made since December 2009, when the review was completed. 
Summary reports are available at www.polmarkproject.net 
 
The PolMark regulatory review findings are summarised in Grids 3a and 3b in Appendix 4. 
 

1.4.2 Analysis 
 
Types of regulation 
¶ There were policies or planned policies in two-thirds (40) of the countries analysed.  
 

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

 

¶ Within the EU, statutory regulations applied in Sweden, France, Ireland and the UK, and were 
proposed in Greece and Italy. Elsewhere, statutory rules applied in Australia, Norway, South 
Korea and Thailand. Government rules had also been published in Malaysia, but had not been 
implemented. In Finland, government guidelines had been developed and applied. Proposals for 
statutory rules existed in Brazil and Chile. 

 

¶ Elsewhere, where policies existed, approved self-regulation was the most common mechanism. 
This was reinforced in some instances with the threat of regulation (Denmark, Finland, 
Netherlands, and Spain). 

 

¶ Some country rules applied generally to all communications channels (Iceland), while others 
specified the communications channels covered (Denmark). Some specified the marketing/ 
advertising techniques covered ς ŀƴŘ ǘƘŜǎŜ ǊŀƴƎŜŘ ŦǊƻƳ Ψŀƭƭ ƳŀǊƪŜǘƛƴƎ ǘŜŎƘƴƛǉǳŜǎΩ όCƛƴƭŀƴŘύ ǘƻ ŀ 
limited range of techniques (Ireland). Some countries specified both channels and techniques in 
their rules (Netherlands, UK). 

 

http://www.polmarkproject.net/
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¶ In Sweden and Quebec Province, Canada, children were protected from a wide range of 
commercial marketing messages, including, but not limited to, food and drink marketing. 

 

Communications channels covered 
¶ TV advertising remained the dominant focus of regulations both implemented and planned. In 

the UK the use of TV sponsorship was also restricted (because it is viewed as a form of 
advertising). 

 

¶ Lƴ Ƴŀƴȅ ŎƻǳƴǘǊƛŜǎΣ ǘƘŜ ǊǳƭŜǎ ŀǇǇƭƛŜŘ ǘƻ Ψŀƭƭ ƳŜŘƛŀ ǿƛǘƘ ŀŘǾŜǊǘƛǎƛƴƎΩ όbŜǘƘŜǊƭŀƴŘǎΣ tƻǊǘǳƎŀƭΣ {ǇŀƛƴΣ 
and Sweden). In the case of Spain this carried a specific exemption for labelling and packaging. 

 

¶ Some government restrictions referred to schools (Finland, Norway, Brazil [proposed]) as did 
some of the self-regulatory codes (Bulgaria, Czech Republic, Denmark, Hungary, Netherlands, 
Romania, Bosnia and Herzegovina, and Iceland). 

 

¶ ¢ƘŜ {ƻǳǘƘ !ŦǊƛŎŀƴ ŘǊŀŦǘ ƭŜƎƛǎƭŀǘƛƻƴ ǇǊƻƘƛōƛǘŜŘ ΨŀŘǾŜǊǘƛǎƛƴƎ ƻŦ ŦƻƻŘ ŀƴŘ ōŜǾŜǊŀƎŜǎ ǘƘŀǘ Řƻ ƴƻǘ 
ǊŜǇǊŜǎŜƴǘ ƘŜŀƭǘƘȅ ŘƛŜǘŀǊȅ ŎƘƻƛŎŜǎΩ ƛƴ ǎŎƘƻƻƭǎ ƻǊ ƛƴ ŎƭƻǎŜ ǇǊƻȄƛƳƛǘȅ ǘƻ ǎŎƘƻƻƭǎΦ 

 

¶ In South Korea, the distribution of fast foods and soft drinks was banned on school grounds.56 
 

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

¶ LǎǊŀŜƭ ƘŀŘ ǇǊƻǇƻǎŀƭǎ ŦƻǊ ΨǿŀǊƴƛƴƎǎ ƻƴ ŦƻƻŘǎ ƴƻǘ ƘŜŀƭǘƘȅ ŦƻǊ ŎƘƛƭŘǊŜƴΩΦ 
 

¶ Advertising in new media ς principally internet ς was covered by Denmark, France, Germany, 
Netherlands, Portugal, Spain, Sweden, Iceland and the UK. 

 

¶ Cell phone advertising was specifically mentioned in Denmark and Germany. In other countries a 
ƳƻǊŜ ƎŜƴŜǊŀƭ ǇǊƻǾƛǎƛƻƴ ƻŦ Ψŀƭƭ ƳŜŘƛŀ ŎŀǊǊȅƛƴƎ ŀŘǾŜǊǘƛǎƛƴƎΩ ǿŀǎ ǎǇŜŎƛŦƛŜŘΦ 

 

¶ Finnish rules acknowledged 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 or self-regulatory codes 
or, in the case of Spain, were specifically exempted. 

 

Marketing techniques covered 
¶ Marketing communications other than advertising were generally not included. 
 

¶ Sales promotions involving gifts, competitions, games and other items attractive to children 
were not 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 Korea prohibited the offering of free toys with fast food products advertised 
on radio and internet as well as on TV. Self-regulation in Spain (PAOS Code) explicitly stated that 
celebrities cannot be used by commercial companies to promote food and drink, unless used to 
ΨǇǊƻƳƻǘŜ ƘŜŀƭǘƘȅ ŜŀǘƛƴƎ ƘŀōƛǘǎΩ όƻǊ ǇƘȅǎƛŎŀƭ ŜȄŜǊŎƛǎŜύ ŀƳƻƴƎ ŎƘƛƭŘǊŜƴΦ Lƴ ŀŘŘƛǘƛƻƴΣ ƴƻ ǇǊƻŘǳŎǘ 
should appear as a substitute for any of the three main daily meals. 
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¶ LǊŜƭŀƴŘΩǎ ǊǳƭŜǎ ǇǊƻƘƛōƛǘŜŘ ŎƘƛƭŘǊŜƴΩǎ ŀŘǾŜǊǘƛǎƛƴƎ ŦǊƻƳ ǇƻǊǘǊŀȅƛƴƎ ƻǊ ǊŜŦŜǊǊƛƴƎ ǘo celebrities or 
sports stars to promote food or drink products. 

 

¶ 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 educational 
activities, no marketing in schools or anywhere where children receive care, including any 
reference to these foods in educational materials. (Since the completion of the PolMark review, 
the Brazilian government decided against publishing the regulation, and instead included a 
messaging component only.)57  

 

Age definitions 
¶ 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. 

 

¶ aŀƭŀȅǎƛŀΩǎ ǊŜƎǳƭŀǘƛƻƴ (not implemented) concerned only children aged 4-9 years. Brazil, Spain 
and Thailand had selected age 12 years, the approved self-regulations in Denmark and the 
Netherlands age 13 years, the draft law in Chile under 14 years, 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 restrictive approaches may extend to older age groups. The guidelines in Finland 
applied to all minors according to the national definition of under 18 years.  

 

¶ Messaging provisions (warnings or nutritional messages applied to advertising) in place in France 
ς and in the draft regulation in Brazil ς affected all advertising, whether targeted at children or 
not. 

 

Audience definitions 
¶ The regulation in Malaysia covered programmes with a TVR (television rating) of 4% for children 

aged 4-9 years.  
 

¶ In Spain, the definition called for a case-by-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 
¶ Some policies covered all foods, some only groups of foods, and others applied only to foods 

with specific nutrient profiles. 
 

¶ 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 their pledges. 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 also had additional criteria.) 

 

¶ {ƻǳǘƘ !ŦǊƛŎŀΩǎ ŘǊŀŦǘ ǇǊƻǇƻǎŀƭ ǘƻƻƪ ǘƘŜ ŀǇǇǊƻŀŎƘ ƻŦ ƳƛȄƛƴƎ ŀ ŦƻƻŘ ƭƛǎǘ ǿƛǘƘ ƴǳǘǊƛŜƴǘ ŎǊƛǘŜǊƛŀΦ ¢ƘŜȅ 
ƘŀŘ ŀ ƭƻƴƎ ƭƛǎǘ ƻŦ ŦƻƻŘǎ Ψƴƻǘ ōŀǎƛŎ ǘƻ ǘƘŜ ŘƛŜǘΩΣ ǎƻƳŜ ƻŦ ǿƘƛŎƘ ǿŜǊŜ ŀŎŎƻƳǇŀƴƛŜŘ ōȅ ŀŘŘƛǘƛƻƴŀƭ 
nutrient criteria. (South Africa is currently developing a nutrient profiling model which may 
replace this list.)  

 

¶ ¢ƘŜ ǊŜƎǳƭŀǘƛƻƴ ƛƴ aŀƭŀȅǎƛŀ ŎƻǾŜǊŜŘ ƻƴƭȅ ΨŦŀǎǘ ŦƻƻŘǎΩΦ 
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¶ !ǳǎǘǊŀƭƛŀ όƛƴ ǘƘŜƛǊ ǇƻƭƛŎȅ ŘƻŎǳƳŜƴǘύ ŀƴŘ /ƘƛƭŜ ǊŜŦŜǊǊŜŘ ǘƻ ΨŜƴŜǊƎȅ-dense, nutrient-ǇƻƻǊ ŦƻƻŘǎΩ 
ŀƴŘ ΨŦƻƻŘǎ ǿƛǘƘ ŜȄŎŜǎǎƛǾŜ ŦŀǘǎΣ ǎǳƎŀǊǎ ŀƴŘ ǎŀƭǘΩΦ 

 

¶ In Norway, caution was required around sales promotions for energy-dense, nutrient-poor 
foods, and efforts were required to promote the sale of healthier products. 

 
 

Compliance and monitoring 
 

¶ In most EU countries, compliance and enforcement was administered by statutory regulators or 
self-regulatory organisations (SROs). Exceptions to this general pattern included France (with 
rules administered by the Ministry of Finance), and Sweden (a government-appointed 
ombudsman.) A system of co-regulation operated in the UK. In all cases, the SROs operated a 
complaints-based system of regulation.  

 

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

 

¶ Monitoring and evaluation had been reported in France, Ireland and the UK (see section 1.3.2). 
Plans in Portugal to monitor self-regulatory initiatives were delayed until 2011 and may be 
included under the EU Pledge monitoring.58  

 

¶ Independent compliance evaluation was reported in Spain. A study published in Public Health 
Nutrition (in 2010)59 evaluated the level of compliance with the PAOS Code (Publicidad, 
Actividad, Obesidad y Salud). The PAOS Code establishes standards for self-regulation of food 
marketing aimed at minors in TV advertising by food and beverage companies that have agreed 
to the Code. The study (which looked at 80 hours of programming by four Spanish networks) 
found that non-compliance with the Code was very high and similar for companies which were 
and were not signed up to the Code (49.3% for signatories, compared to 50.8% for non-
signatories). 

 

 
Do national regulations apply to cross-border marketing and advertising? 
Most countries had no specific controls on cross-border marketing. Where these did apply, they 
related to broadcast advertising. All countries where the SRO was a member of EASA (the European 
Advertising Standards Alliance), and others including Brazil, India, Australia, New Zealand and 
Canada, accepted cross-border complaints.  
 
Non-broadcast advertising was handled by tƘŜǎŜ {whǎ ǳƴŘŜǊ ŀ ΨŎƻǳƴǘǊȅ ƻŦ ǇǳōƭƛŎŀǘƛƻƴΩ ǊǳƭŜΣ ƳŜŀƴƛƴƎ 
that, usually, complaints about advertising in a publication published abroad would be referred to 
the SRO with jurisdiction. 
 
The ASA would take what action it could against non-compliant marketing communications that 
appeared on non-UK-registered websites that targeted UK consumers, if no cross-border 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 
owners 
 
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 
considered separately 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 research by Dr Corinna Hawkes conducted 
between April 2009 and December 2009, searching websites of international, regional and national 
trade associations for food manufacturers, retailers and the advertising industry, and of leading food 
companies. Supplementary information was requested from industry groups and companies by Dr 
Hawkes. 
 
The information captured in Grids 4a to 4j in Appendix 4 is as follows: 

¶ Membership and sectoral coverage of pledges (Grids 4a and 4b) 

¶ Minimum requirements of pledges (Grid 4c) 

¶ Communications channels (Grid 4d) 

¶ Audience definitions (Grid 4e) 

¶ Marketing techniques (Grid 4f) 

¶ Comparison of individual and multi-company pledges (Grid 4g) 

¶ Nutrition criteria (Grids 4h and 4j) 
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Figure 19: Food and drink company pledges included in the review  
 

Name of pledge Abbreviation used in this report 

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

Australian Soft Drinks Pledge 

!ǳǎǘǊŀƭƛŀƴ CƻƻŘ ŀƴŘ DǊƻŎŜǊȅ /ƻǳƴŎƛƭΩǎ wŜǎǇƻƴǎƛōƭŜ /ƘƛƭŘǊŜƴΩǎ 
Marketing Initiative  

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 Beverage Advertising to 
Children, of the Associação Brasileira das Indústrias de 
Alimentação (Food and Drink Association of Brazil) and Associação 
Brasileira de Anunciantes (Association of Brazilian Advertisers)  

Brazil Pledge 

/ŀƴŀŘƛŀƴ /ƘƛƭŘǊŜƴΩǎ CƻƻŘ ŀƴŘ .ŜǾŜǊŀƎŜ !dvertising Initiative  Canada Pledge 

Russia Pledge (managed by Russian Advertisers Association) Russia Pledge 

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

South African Pledge 

Thailand ChildrenΩǎ CƻƻŘ ŀƴŘ .ŜǾŜǊŀƎŜ !ŘǾŜǊǘƛǎƛƴƎ LƴƛǘƛŀǘƛǾŜ  Thai Pledge 

/ƘƛƭŘǊŜƴΩǎ CƻƻŘ ŀƴŘ .ŜǾŜǊŀƎŜ !ŘǾŜǊǘƛǎƛƴƎ LƴƛǘƛŀǘƛǾŜ DǳƛŘŀƴŎŜ ƻŦ 
the Council for Better Business Bureaus (CBBB) 

US Pledge 

EU Pledge (secretariat at Landmark Europe) EU Pledge 

UNESDA Commitment to the EU Platform on Diet, Physical Activity 
and Health  

Europe Soft Drinks Pledge 

 

International Council of Beverages Associations Guidelines on 
Marketing to Children  

ICBA Pledge 

International Food and Beverage Alliance Global Policy on 
Marketing and Advertising to Children  

IFBA Pledge 

Coca-Cola Company Advertising and Marketing to Children Policy  

General Mills responsible advertising standards  

Kellogg Company Worldwide Marketing and Communication 
Guidelines 

 

Kraft Foods communications policy  

Mars marketing 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 Company Global Commitment to Responsible 
Advertising 

 

IŜǊǎƘŜȅΩǎ Dƭƻōŀƭ aŀǊƪŜǘƛƴƎ tǊƛƴŎƛǇƭŜǎ  
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1.5.2 Analysis 
 

Coverage of pledges and policies  
 
As of December 2009 a total of 24 pledges were identified, including: 
 
13 multi-company pledges: 

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

¶ 2 regional (Europe) 

¶ 2 international 
 
11 global company-specific pledges 

¶ 8 are by companies who are members of the International Food and Beverage Alliance (IFBA) 
pledge 

¶ Three are by companies which have published global guidelines that do not attain the IFBA 
standard.60 

 
Notable findings of the analysis of the pledges include: 
 

¶ Company signatories of multi-company 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 
ƛƴŎƭǳŘŜ 5Ǌ tŜǇǇŜǊ {ƴŀǇǇƭŜ DǊƻǳǇΣ tǊƻŎǘŜǊ ŀƴŘ DŀƳōƭŜ όtǊƛƴƎƭŜǎ ŎǊƛǎǇǎύ ŀƴŘ ²ŜƴŘȅΩǎΦ 

 

¶ According to the secretariats of the pledges, the companies which participate in the pledges are 
responsible for the majority of the advertising in that national or regional market. The Australian 
Quick Service Restaurant Pledge is reported to cover ǘƘŜ ΨƳŀƧƻǊƛǘȅΩ ƻŦ Ŧŀǎǘ ŦƻƻŘ ŀŘvertising in 
Australia; the CBBB (US) pledge is reported to have ŎƻǾŜǊŜŘ ƻǾŜǊ сс҈ ƻŦ ŎƘƛƭŘǊŜƴΩǎ ŦƻƻŘ ŀƴŘ 
beverage advertising expenditures in 2004; the EU Pledge is estimated to have covered 50% of 
food and drink ad spend in 2004, and IFBA companies are estimated to be responsible for 83% to 
фн҈ ƻŦ Ǝƭƻōŀƭ ŦƻƻŘ ŀƴŘ ōŜǾŜǊŀƎŜ ƳŀƴǳŦŀŎǘǳǊŜǊǎΩ ŀŘǾŜǊǘƛǎƛƴƎ ŜȄǇŜƴŘƛǘǳǊŜΦ 

 

¶ LƴŘŜǇŜƴŘŜƴǘ ŦǊŀƴŎƘƛǎŜŜǎ ŀǊŜ ƴƻǘ ƴŜŎŜǎǎŀǊƛƭȅ ōƻǳƴŘ ōȅ ŀ ŎƻƳǇŀƴȅΩǎ ǇƭŜŘƎŜΦ11 61  
 

Communication channels covered 
¶ 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 media). Some do not include definitions. One 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. 

 

¶ Combined, the communication channels referred to in the 20 pledges with definitions comprise 
TV, radio, print, third-party internet, cinema/ video/ DVD, cell phones, schools, and, on occasion, 
company-owned internet, point of sale and viral marketing.  

 

¶ TV is the communication channel most frequently subject to restrictions, with 19 of the pledges 
ƘŀǾƛƴƎ ŘŜŦƛƴƛǘƛƻƴǎ ƛƴŎƭǳŘƛƴƎ ¢±Φ ¢ƘŜ ŜȄŎŜǇǘƛƻƴ ƛǎ IŜǊǎƘŜȅΩǎ Ǝƭƻōŀƭ ǇƭŜŘƎŜ ǿƘƛŎƘ ƻƴƭȅ ǇǊƻǾƛŘŜǎ 
general guidance on TV advertising rather than imposing any restriction.  
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¶ Eighteen of the pledges with definitions also included third-party internet (i.e. advertising on the 
internet excluding company-owned 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 phones, and four refer to the cinema. Of the multi-company 
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 and third-party 
internet, to include company-owned 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 third-party internet. Since the adoption of the EU Pledge, some other 
countries have applied the pledge provisions to more media ς the most extensive being the 
Brazil Pledge (TV, radio, print, third-party internet and schools) ς and some countries have 
applied them to a more limited range of media, such as the South African Pledge (only TV and 
schools).  

 

¶ None of the pledges include restrictions on any entire communication channel, but identify the 
marketing techniques on those channels that are covered. 

 

Marketing techniques covered 
¶ Advertising dominates the marketing 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 marketing technique is product placement, which is included in 
eight of the pledges. The US Pledge ŀƴŘ Ǉƻǎǎƛōƭȅ ƻǘƘŜǊǎ Řƻ ƴƻǘ ƭƛƳƛǘ ΨŦǊŜŜΩ ƻǊ ǳƴǎƻƭƛŎƛǘŜŘ 
placements. 

 

¶ The third most referred to technique is the use of licensed characters in advertising, referred to 
ƛƴ ŜƛƎƘǘ ƻŦ ǘƘŜ ǇƭŜŘƎŜǎΦ !ƭƻƴƎ ǿƛǘƘ ƭƛŎŜƴǎŜŘ ŎƘŀǊŀŎǘŜǊǎΣ ǘǿƻ ǇƭŜŘƎŜǎ ŀƭǎƻ ƛƴŎƭǳŘŜ ΨǇƻǇǳƭŀǊ 
ǇŜǊǎƻƴŀƭƛǘƛŜǎΩ ƛƴ ŀŘǾŜǊǘƛǎƛƴƎ ŀƴŘ ŀ ŦǳǊǘƘŜǊ ŦƻǳǊ ƛƴŎƭǳŘŜ ΨŎŜƭŜōǊƛǘȅ ǎǇƻƪŜǎǇŜƻǇƭŜΦΩ  

 

¶ The fourth most included technique is interactive games, which is included in five of the pledges.  
 

¶ Some other marketing techniques are also included in one or two pledges, including the 
advertising of premium offers (Australian Food and Grocery Council Pledge and Australian Quick 
Service Restaurant Pledge), advertising and other forms of marketing on company-owned 
websites, marketing through cell phones (e.g. ringtones, text messages), sponsorship of events, 
product-branded toys (not including generic company toys), advertorials and sweepstakes. 

 

Marketing techniques generally not covered 
¶ Formulation, packaging and presentation: None of the pledges include any restrictions on 
ƳŀǊƪŜǘƛƴƎ ǘƘǊƻǳƎƘ ŦƻǊƳǳƭŀǘƛƻƴΣ ǇŀŎƪŀƎƛƴƎ ŀƴŘ ǇǊŜǎŜƴǘŀǘƛƻƴΦ ¢ƘŜ ǘƘǊŜŜ ǇƭŜŘƎŜǎ ǘƘŀǘ ǘŀƪŜ ǘƘŜ Ψŀƭƭ 
ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ŎƘŀƴƴŜƭǎ ōǳǘ Χ Ω ŀǇǇǊƻŀŎƘ ŀƭƭ ǎǇŜŎƛŦƛŎŀƭƭȅ ǎǘŀǘŜ that packaging (and labelling) 
are excluded. The South African Pledge also specifically states that the prohibition on the use of 
licensed characters does not apply to the use of these characters on packaging.  

 

¶ Point-of-sale promotions: Three global pledges ς made by Cadbury, Mars and General Mills ς 
refer to point-of-ǎŀƭŜ ǇǊƻƳƻǘƛƻƴǎΦ aŀǊǎ ǎǘŀǘŜǎ ǘƘŀǘ ǘƘŜ ǇƭŜŘƎŜ ŎƻǾŜǊǎ ΨǎǿŜŜǇǎǘŀƪŜǎΣ ŎƻƴǘŜǎǘǎ ŀƴŘ 
ǎƛƳƛƭŀǊ ǇǊƻƳƻǘƛƻƴǎ ŦƻǊ ƻǳǊ ŦƻƻŘ ŀƴŘ ǎƴŀŎƪ ŦƻƻŘ ǇǊƻŘǳŎǘǎΦΩ bƻ ƻǘƘŜǊ ǇƭŜŘƎŜǎ ǊŜŦŜǊ ǘƻ Ǉƻƛƴǘ-of-
sale promotions, and the Australian Quick Service Restaurant Pledge specifically identifies point-
of-sale promotions as an exception to the communications channels covered.  
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¶ Schools: Although 15 of the 24 pledges state that advertising will not be conducted in primary 
schooƭǎΣ ǘƘŜȅ ŀƭƭ ƛƴŎƭǳŘŜ ǘƘŜ ŜȄŎŜǇǘƛƻƴ ΨǳƴƭŜǎǎ ǎǇŜŎƛŦƛŎŀƭƭȅ ǊŜǉǳŜǎǘŜŘ ōȅ ǘƘŜ ǎŎƘƻƻƭ ŀǳǘƘƻǊƛǘƛŜǎΦΩ 
The second important exception here is that the multi-company pledges only cover direct 
advertising. The US Pledge, for example, does not apply to: displays of food and beverage 
products offered for sale; charitable fundraising activities; public service messaging, or items 
provided to school administrators, including company-provided curricula materials. The global 
pledges may go beyond just advertising, but also have important exceptions. Three of the global 
company pledges specifically state that philanthropic and/or educational activities in schools are 
not covered (Mars, Coca-/ƻƭŀΣ YŜƭƭƻƎƎΩǎύΦ IŜǊǎƘŜȅ ǎǘŀǘŜǎ ǘƘŀǘΣ ǿƘƛƭŜ ǘƘŜȅ Řƻ ƴƻǘ ƭƛŎŜƴǎŜ ǘƘŜƛǊ 
brands for use on educational materials or materials intended for use primarily in elementary or 
ǎŜŎƻƴŘŀǊȅ ǎŎƘƻƻƭǎΣ ǘƘŜȅ ŎƻƴǘƛƴǳŜ ǘƻ ǎǇƻƴǎƻǊ ǘƘŜ IŜǊǎƘŜȅΩǎ ¢ǊŀŎƪ ŀƴŘ CƛŜƭŘ DŀƳŜǎ ƛƴ ǎŎƘƻƻƭǎ ƛƴ 
ǘƘŜ ¦{ ŀƴŘ /ŀƴŀŘŀΣ ŀƴŘ ŀƭƭƻǿ ŘƛǎǇƭŀȅǎ ƛƴ ǎŎƘƻƻƭǎΦ ¢ƘŜ YŜƭƭƻƎƎΩǎ ǇƭŜŘƎŜ ŜȄŎƭǳŘŜǎ ΨŜǉǳƛǘȅ 
ŎƘŀǊŀŎǘŜǊǎ ŀǇǇŜŀǊƛƴƎ ƻƴ ǇŀŎƪŀƎƛƴƎ ƻƴ ŦƻƻŘǎ ǎƻƭŘ ƛƴ ǎŎƘƻƻƭǎΣ ŀƴŘ ǘƘŜ ǳǎŜ ƻŦ ǘƘŜ YŜƭƭƻƎƎΩǎ ƭƻƎƻ ƻƴ 
ŘƛǎǇƭŀȅǎ ǳǎŜŘ ǘƻ ƘƻƭŘ ǘƘŜ ǇǊƻŘǳŎǘǎ ŀƴŘ ŦƻǊ ŦǳƴŘǊŀƛǎƛƴƎΦΩ DŜƴŜǊŀƭ aƛƭƭǎ ǎǘŀǘŜǎ ǘƘŀǘ ƛǘ ǿƛƭƭ ƴƻǘ 
ΨŎƻƴŘǳŎǘ ƎƛǾŜŀǿŀȅǎΣ ǇǊƻŘǳŎǘ ǇǊƻƳƻǘƛƻƴǎΣ ŎƻƴǘŜǎǘǎ ƻǊ ŀƴȅ other advertising activity primarily 
ŘƛǊŜŎǘŜŘ ǘƻ ǎǘǳŘŜƴǘǎ ƛƴ ŜƭŜƳŜƴǘŀǊȅ ǎŎƘƻƻƭǎΩ ōǳǘ ŎƻƴǘƛƴǳŜǎ ǿƛǘƘ ƛǘǎ Ψ.ƻȄ ¢ƻǇǎ ŦƻǊ 9ŘǳŎŀǘƛƻƴΩ 
ǇǊƻƎǊŀƳƳŜ ƻƴ ǘƘŜ ōŀǎƛǎ ǘƘŀǘ ƛǘ ƛǎ ΨǎǇŜŎƛŦƛŎŀƭƭȅ ŀƴŘ ǇǊƛƳŀǊƛƭȅ ŘƛǊŜŎǘŜŘ ǘƻ ǇŀǊŜƴǘǎ ŀƴŘ 
ƎŀǘŜƪŜŜǇŜǊǎΩΦ 

 

¶ Viral marketing: Forms of viral marketing are included in just two pledges: the US Pledge and the 
YŜƭƭƻƎƎΩǎ Ǝƭƻōŀƭ ǇƭŜŘƎŜΦ 

 

¶ Sponsorship: Sponsorship of TV programmes, other media emissions and events is usually 
ŜȄŎƭǳŘŜŘΦ ¢ǿƻ ŎƻƳǇŀƴƛŜǎ Řƻ ƛƴŎƭǳŘŜ ǎƻƳŜ ƭƛƳƛǘŜŘ ǊŜǎǘǊƛŎǘƛƻƴǎΥ YŜƭƭƻƎƎΩǎ global pledge and the 
EU Pledge, which include sponsorship of events, but only if parents are not expected to 
ŀŎŎƻƳǇŀƴȅ ǘƘŜƛǊ ŎƘƛƭŘǊŜƴ ǘƻ ǘƘŜ ŜǾŜƴǘΣ ŀƴŘ ƻŦ ΨƪƛŘǎΩ Ŏƭǳōǎ ŀƴŘ ƻǘƘŜǊ ŎƘƛƭŘǊŜƴΩǎ ŎƻƳƳƛǘƳŜƴǘǎΦΩ 
aŀǊǎ ƛƴŎƭǳŘŜ ǎǇƻƴǎƻǊǎƘƛǇ ƻŦ ŎƘƛƭŘǊŜƴΩǎ ǎǇƻǊǘƛƴƎ ŜǾŜnts. 

 

¶ Internet: The multi-company pledges that include the internet cover third-party internet only, 
i.e. not including advertising on websites owned by the company, with one exception: the US 
added company-ǿŜōǎƛǘŜǎ ŀǎ ǇŀǊǘ ƻŦ ǘƘŜƛǊ ΨŜƴƘŀƴŎŜŘ ŎƻǊŜ ǇǊƛƴŎƛǇƭŜǎΩ ƛƴ 5ŜŎŜƳōŜǊ нллфΦ ό¢ƘŜ 
companies have yet to update their own pledges to reflect this.) Only two companies include 
company-ƻǿƴŜŘ ǿŜōǎƛǘŜǎ ƛƴ ǘƘŜƛǊ ǎǇŜŎƛŦƛŎ ŎƻƳƳƛǘƳŜƴǘǎΥ YŜƭƭƻƎƎΩǎ ŀƴŘ aŀǊǎΦ IƻǿŜǾŜǊΣ YŜƭƭƻƎƎΩǎ 
includes an exception to this: they state that products integrated into the online activity will only 
be those of non-ǊŜǎǘǊƛŎǘŜŘ ŦƻƻŘǎ ΨǳƴƭŜǎǎ ǘƘŜȅ ŀǊŜ ŦƻƻŘ ŦƻǊƳǎΣ ǎǳŎƘ ŀǎ 9ƎƎƻ ²ŀŦŦƭŜ aŀƴΦΩ 

 

¶ Outdoor advertising: This is excluded from all the pledges except the Australian Quick Service 
Restaurant Pledge. 

 

¶ Cell phones: Just three pledges refer to marketing though cell phones or phones: Cadbury, 
YŜƭƭƻƎƎΩǎ ŀƴŘ DŜƴŜǊŀƭ aƛƭƭǎΦ bƻǘŀōƭȅΣ ǘƘŜ DŜƴŜǊŀƭ aƛƭƭǎ ǇƭŜŘƎŜ ǎǇŜŎƛŦƛŎŀƭƭȅ ǎǘŀǘŜǎ ŀƴ ŜȄŎŜǇǘƛƻƴΣ 
ǘƘŀǘ ΨƭƛƳƛǘŜŘ ǎŜŎƻƴŘŀǊȅ ƛƴǾƻƭǾŜƳŜƴǘ ƻŦ ƳƻōƛƭŜ ŘŜǾƛŎŜǎ όŜΦƎΦ Ǌƛƴgtones) may be approved by the 
DŜƴŜǊŀƭ aƛƭƭǎ /ƘƛƭŘ aŀǊƪŜǘƛƴƎ wŜǾƛŜǿ /ƻǳƴŎƛƭΦΩ 

 

¶ Use of characters popular with children: Advertising using third-party licensed characters is 
ƛƴŎƭǳŘŜŘ ƛƴ ǎŜǾŜǊŀƭ ƻŦ ǘƘŜ ǇƭŜŘƎŜǎΣ ƛΦŜΦ ŎƘŀǊŀŎǘŜǊǎ ΨōƻǊǊƻǿŜŘΩ ŦǊƻƳ ¢± ǇǊƻƎǊŀƳƳŜǎΣ films etc., 
rather than those developed and owned by the company itself. (For example, Spider Man would 
ōŜ ŀ ƭƛŎŜƴǎŜŘ ŎƘŀǊŀŎǘŜǊ ǿƘŜǊŜŀǎ CǊƻǎǘƛŜǎΩ ¢ƻƴȅ ǘƘŜ ¢ƛƎŜǊ ƛǎ ŀ Ŝǉǳƛǘȅ-brand character.)  

 

¶ Equity-brand characters: These are always excluded from the restricted marketing techniques.  
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¶ Brands: Pledges do not generally contain any provision about restricting the marketing of the 
brand (in the absence of any product). 

 

Age definitions 
¶ The majority of the multi-ŎƻƳǇŀƴȅ ǇƭŜŘƎŜǎ ǎŜǘ ǘƘŜ ŀƎŜ ǊŜǎǘǊƛŎǘƛƻƴǎ ŀǘ ΨǳƴŘŜǊ мн ȅŜŀǊǎΩΦ !ƴ 

exception is the Australian Quick Service Restaurant tƭŜŘƎŜ ǿƘƛŎƘ ƛǎ ΨǳƴŘŜǊ мп ȅŜŀǊǎΩΦ  
 

¶ The Danish voluntary code is set at 13 years. 
 

¶ There are two company-ǎǇŜŎƛŦƛŎ ǇƭŜŘƎŜǎ ǿƘƛŎƘ ǎŜǘ ŀ ƭƻǿŜǊ ŀƎŜ ǊŜǎǘǊƛŎǘƛƻƴΥ /ŀŘōǳǊȅΩǎ ƛǎ ΨǳƴŘŜǊ у 
ȅŜŀǊǎΩ ŀƴŘ /ŀƳǇōŜƭƭ ƛǎ ΨǳƴŘŜǊ с ȅŜŀǊǎΩΦ 

 

¶ CƛǾŜ ƻŦ ǘƘŜ ŜƛƎƘǘ Ǝƭƻōŀƭ ǇƭŜŘƎŜǎ ǎŜǘ ŘƛŦŦŜǊŜƴǘ ŎǊƛǘŜǊƛŀ ŦƻǊ ǘǿƻ ŀƎŜ ǊŀƴƎŜǎΥ ǳƴŘŜǊ с ȅŜŀǊǎΣ ƻǊ ΨǇǊŜ-
ǎŎƘƻƻƭΩ ŀƴŘ с-12 years. 

 

¶ Although food companies have the option to apply a different age limit in their company-specific 
commitments, none of the commitments noted exceed the age specified in the multi-company 
pledges. 

 

Audience definition 
¶ Under all the pledges, restrictions are applied to ΨŎƘƛƭŘ ǘŀǊƎŜǘŜŘΩ ŀŘǾŜǊǘƛǎƛƴƎ ƻƴƭȅ. In the majority 

of pledges this is defined as an advertising audience where a minimum percentage of the 
audience are children (according to the age restriction of the pledge, e.g. under 12 years). 

 

¶ aƻǎǘ ƻŦ ǘƘŜ ǇƭŜŘƎŜǎ ǎŜǘ ǘƘŜ ǘƘǊŜǎƘƻƭŘ ŀǘ Ψрл҈ ƻǊ ƳƻǊŜ ƻŦ ŎƘƛƭŘǊŜƴΩ ƻǊ ǿƘŜǊŜ ŀǳŘƛŜƴŎŜǎ ŀǊŜ 
ΨǇǊŜŘƻƳƛƴŀƴǘƭȅ ŎƘƛƭŘǊŜƴΩΦ {ƻƳŜ ŎƻƳǇŀƴȅ ǇƭŜŘƎŜǎ ǎŜǘ ǘƘŜ ǘƘǊŜǎƘƻƭŘ ŀǘ ол҈ όIŜǊǎƘŜȅύΣ ор҈ 
(Kraft, Parmalat, Post Foods) or 25% (Mars). 

 

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

 

¶ Other companies apply an audience composition index (Campbell) which states that ŀ ΨŎƘƛƭŘ 
ŀǳŘƛŜƴŎŜΩ ƛǎ ƻƴŜ ǿƘŜǊŜ ǘƘŜǊŜ ŀǊŜ ǊƻǳƎƘƭȅ ǘǿƛŎŜ ŀǎ Ƴŀƴȅ children viewing as a proportion of the 
audience compared to the proportion of children in the population.  

  

¶ Some pledges (Unilever) focus on the intended audience for a specific medium (e.g. whether a 
¢± ŀŘ ŀǇǇŜŀǊǎ ŘǳǊƛƴƎ ƻǊ ŀŦǘŜǊ ŀ ǇǊƻƎǊŀƳƳŜ ƎŜƴŜǊŀƭƭȅ ǳƴŘŜǊǎǘƻƻŘ ǘƻ ōŜ ŎƘƛƭŘǊŜƴΩǎ ǇǊƻƎǊŀƳƳƛƴƎΣ 
or is designed to appeal primarily to children). 

 

¶ The US Pledge specifies that video and computer games are covered if they are age-graded on 
the label as being primarily child-directed. 

 

¶ As a general observation there is a lack of clarity and agreement in definitions of what 
ŎƻƴǎǘƛǘǳǘŜǎ ŀŘǾŜǊǘƛǎƛƴƎ ΨŘƛǊŜŎǘŜŘ ǘƻ ŎƘƛƭŘǊŜƴΩΦ 11 

 

Categorisation of foods 
¶ 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. Some companies sign up to different criteria 
across different pledges (see Grid 4h). 
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¶ 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 assumed that all foods and 
drinks are covered.  

 

¶ A number of multi-company pledges state that criteria should be set by each company, provided 
ǘƘŀǘ ŦƻƻŘǎ ƳŜŜǘ ΨƴǳǘǊƛǘƛƻƴŀƭ ŎǊƛǘŜǊƛŀ ōŀǎŜŘ ƻƴ ŀŎŎŜǇǘŜŘ ǎŎƛŜƴǘƛŦƛŎ ŜǾƛŘŜƴŎŜ ŀƴŘκƻǊ ŀǇǇƭƛŎŀōƭŜ 
ǎǘŀƴŘŀǊŘǎΩ ό9¦ tƭŜŘƎŜύΦ  

 

¶ Some national multi-ŎƻƳǇŀƴȅ ǇƭŜŘƎŜǎ ŀƭǎƻ ǎǇŜŎƛŦȅ ǘƘŀǘ ƴǳǘǊƛǘƛƻƴŀƭ ŎǊƛǘŜǊƛŀ ǎƘƻǳƭŘ ōŜ Ψƛƴ ƭƛƴŜ ǿƛǘƘ 
ƎƻǾŜǊƴƳŜƴǘ ǎǘŀƴŘŀǊŘǎΩ ό!ǳǎǘǊŀƭƛŀƴ Food and Grocery Council Pledge). It is not always the case 
that relevant national government standards exist. 

 

¶ Many company criteria include thresholds for key nutrients or considerations ς calories, fats, 
sugars, sodium and portion size (Kraft, Nestlé).62 aŀƴȅ ƛƴŎƭǳŘŜ ǊŜǉǳƛǊŜƳŜƴǘǎ ŦƻǊ ΨǇƻǎƛǘƛǾŜΩ 
nutrients or foods, but there is a good deal of variation. Where specific nutrient criteria are set, 
these share the following characteristics: 
ɂ a threshold, rather than a scoring approach is used (except Danone), and  
ɂ a category-ǎǇŜŎƛŦƛŎΣ ǊŀǘƘŜǊ ǘƘŀƴ ŀƴ ΨŀŎǊƻǎǎ-the-ōƻŀǊŘΩ ŀǇǇǊƻŀŎƘ ƛǎ ǳǎŜŘΦ 

 

¶ Some companies specify exemptions of whole product lines 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 
¶ Pledges are hosted and managed by a secretariat based at some form of trade group (trade 

associations, SROs, advertising associations or communications agencies). 
 

¶ 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 commitments). Some SROs also undertake 
ǊŜƎǳƭŀǊ ŎƻƳǇƭƛŀƴŎŜ ƳƻƴƛǘƻǊƛƴƎ ό!ŘǾŜǊǘƛǎƛƴƎ {ǘŀƴŘŀǊŘǎ /ŀƴŀŘŀ ŦƻǊ ǘƘŜ /ŀƴŀŘƛŀƴ /ƘƛƭŘǊŜƴΩǎ CƻƻŘ 
and Beverage Advertising Initiative, EASA for pan-European application of the ICC code). 

 

¶ The EU Pledge monitoring report recorded advertising 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, Physical Activity and Health.51 63 Monitoring will be repeated in 2011 for existing and 
new Pledge signatories.64  

  

¶ The IFBA compliance and monitoring report recorded advertising by pledge companies on TV, 
print (12 markets each) and internet (six markets). It monitored markets not covered by the EU 
Pledge monitoring.65  

 

¶ The ICBA compliance and monitoring report followed the same methodology as the IFBA 
monitoring report.65  

 

¶ TƘŜ /... ǊŜǇƻǊǘ ƻƴ ŎƻƳǇƭƛŀƴŎŜ ŀƴŘ ƛƳǇƭŜƳŜƴǘŀǘƛƻƴ ƻŦ ǘƘŜ /ƘƛƭŘǊŜƴΩǎ CƻƻŘ ŀƴŘ .ŜǾŜǊŀƎŜ 
Advertising Initiative (CFBAI)65 ƳƻƴƛǘƻǊŜŘ ŀŘǾŜǊǘƛǎƛƴƎ ΨǇǊƛƳŀǊƛƭȅ ŘƛǊŜŎǘŜŘ ǘƻ ŎƘƛƭŘǊŜƴ ǳƴŘŜǊ мнΩ ƛƴ 
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TV, radio, print, third-party websites and company-owned websites. It looked at advertising of 
both CFBAI participants and non-participants to enable comparison and assess the impact of the 
CFBAI over time.  

 
Figure 20: /ŀǎŜ ǎǘǳŘȅΥ ǘƘŜ /ƘƛƭŘǊŜƴΩǎ CƻƻŘ ŀƴŘ .ŜǾŜǊŀƎŜ !ŘǾŜǊǘƛǎƛƴƎ Lƴƛǘƛative (US Pledge) 
 

 

This multi-company pledge has been independently monitored by both the Federal Trade 
Commission11 ŀƴŘ /ƘƛƭŘǊŜƴ bƻǿ όŀ ŎƘƛƭŘǊŜƴΩǎ ƛƴǘŜǊŜǎǘ ƻǊƎŀƴƛǎŀǘƛƻƴ ƛƴ ǘƘŜ ¦{ύΦ 

 

The noteworthy findings of the Children Now66 study were: 

¶ CǊƻƳ ŀ ŎƻƳǇŀǊŀǘƛǾŜ ǇŜǊǎǇŜŎǘƛǾŜΣ ŎƻƳǇŀƴƛŜǎ ǇŀǊǘƛŎƛǇŀǘƛƴƎ ƛƴ ǘƘŜ /ƘƛƭŘǊŜƴΩǎ CƻƻŘ ŀƴŘ .ŜǾŜǊŀƎŜ 
Advertising Initiative (CFBAI) tend to devote more of their marketing efforts to foods of better 
nutritional quality than non-participating companies.  

¶ Differences observed in marketing practices are almost entirely accounted for by shifting 
ŀŘǾŜǊǘƛǎƛƴƎ ǘƻ ΨōŜǘǘŜǊ ŦƻǊ ȅƻǳΩ ǇǊƻŘǳŎǘǎΦ ¢ƘŜ ƻǾŜǊŀƭƭ ƴǳǘǊƛǘƛƻƴŀƭ ǾŀƭǳŜ ƻŦ ǘƘŜǎŜ ǇǊƻŘǳŎǘǎ 
remains low so that the majority of foods advertised are not genuinely healthy for children.  

¶ The overwhelming majority of advertising from companies participating in the CFBAI do not 
ƳŜŜǘ ǘƘŜ ōŜǎǘ ǎǘŀƴŘŀǊŘǎ ǎƘŀǊŜŘ ōȅ ǘƘŜƛǊ ǇŜŜǊǎ ƛƴ ŎƘƛƭŘǊŜƴΩǎ ƳŜŀƭǎ ŀƴŘ ōǊŜŀƪŦŀǎǘ ŎŜǊŜŀƭǎ 
(indicator products). 

¶ There is a lack of consistency in the standards employed to define healthier products across 
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.) 

¶ Almost one in six of all food ads from participating companies included a licensed character in 
2009 (a significant increase since 2005), but none of the advertisements that featured 
licensed characters promoted a healthy product (as defined by the US Department of Health 
and Human Services67).  

¢ƘŜ ǊŜǇƻǊǘ ŎƻƴŎƭǳŘŜǎ ǘƘŀǘ ΨǘƘŜ ǇƭŜŘƎŜ Ƙŀǎ ōŜŜƴ ŎƻƳǇƭŜǘŜƭȅ ƛƴŜŦŦŜŎǘƛǾŜ ƛƴ ǎƘƛŦǘƛƴƎ ǘƘŜ ƭŀƴŘǎŎŀǇŜ ƻŦ 
food marketing. With self-regulation fully implemented, nearly three-quarters (72.5%) of all food 
advertising to children continues to promote low-nutrient, high-density products that are 
ŎƭŀǎǎƛŦƛŜŘ ƛƴ ǘƘŜ ǇƻƻǊŜǎǘ ƴǳǘǊƛǘƛƻƴŀƭ ŎŀǘŜƎƻǊȅ ōȅ ƎƻǾŜǊƴƳŜƴǘ ǎǘŀƴŘŀǊŘǎΦΩ 66  

 

The Federal Trade Commission11 made the following recommendations for strengthening the 
CFBAI pledge: 

¶ EȄǇŀƴŘ ǘƘŜ ǎŎƻǇŜ ƻŦ ΨŀŘǾŜǊǘƛǎƛƴƎ ǘƻ ŎƘƛƭŘǊŜƴΩ ōŜȅƻƴŘ ŀŘǾŜǊǘƛǎƛƴƎ ƻƴ ¢± ŀƴŘ ǊŀŘƛƻΣ ƛƴ ǇǊƛƴǘ 
media, and on the internet, to encompass all advertising and promotional techniques, 
including but not limited to: product packaging and labelling; advertising preceding a movie 
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 or mobile devices; 
advertising displays and promotions at retail site; specialty or premium items distributed in 
connection with the sale of a product; promotion or sponsorship of public entertainment 
events; product placements; character licensing, toy co-branding and cross-promotions; 
sponsorship of sports teams or individual athletes; word-of-mouth and viral marketing; 
celebrity endorsements; and in-school marketing. 

¶ Require that 100% of food advertising directed at children under 12 promotes healthy dietary 
choices. 
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ς Lƴ ŎŀǎŜǎ ǿƘŜǊŜ ŀ ǇǊƻŘǳŎǘ ƭƛƴŜ Ŏƻƴǘŀƛƴǎ ǎƻƳŜ ǇǊƻŘǳŎǘ ǾŀǊƛŜǘƛŜǎ ǘƘŀǘ ƳŜŜǘ ŀ ŎƻƳǇŀƴȅΩǎ 
ƴǳǘǊƛǘƛƻƴ ŎǊƛǘŜǊƛŀ ŦƻǊ ŀ ΨƘŜŀƭǘƘȅ ŘƛŜǘŀǊȅ ŎƘƻƛŎŜΩ ŀƴŘ ƻǘƘŜǊǎ ǘƘŀǘ Řƻ ƴƻǘΣ ǘƘŜ ŎƻƳǇŀƴȅ 
should strictly limit all components of a promotion or advertising campaign directed to 
children under 12 to those varieties that meet the criteria.  

¶ WƻǊƪ ǘƻǿŀǊŘ ǎǘŀƴŘŀǊŘƛǎƛƴƎ ǘƘŜ ƴǳǘǊƛǘƛƻƴ ŎǊƛǘŜǊƛŀ ŦƻǊ ΨƘŜŀƭǘƘȅ ŘƛŜǘŀǊȅ ŎƘƻƛŎŜǎΩ ǘƘŀǘ Ƴŀȅ ōŜ 
marketed to children, such as by product category (e.g. for beverages, cereals, snacks, soups, 
canned pastas and frozen entrées). 

ς In applicable cases, companies should re-examine whether the fact that a product has 
ΨƭŜǎǎΩ ƻŦΣ ƻǊ ƛǎ ΨǊŜŘǳŎŜŘΩ ƛƴΣ ŎŀƭƻǊƛŜǎ ƻǊ ŎŜǊǘŀƛƴ ƴǳǘǊƛŜƴǘǎ ƛǎΣ ōȅ ƛǘǎŜƭŦΣ ŀ ǎǳŦŦƛŎƛŜƴǘ ōŀǎƛǎ ŦƻǊ 
ǉǳŀƭƛŦȅƛƴƎ ŀǎ ŀ ΨƘŜŀƭǘƘȅ ŘƛŜǘŀǊȅ ŎƘƻƛŎŜΩΦ 

¶ Work toward developing meaningful, standardised definitions for what constitutes 
ŀŘǾŜǊǘƛǎƛƴƎ ΨŘƛǊŜŎǘŜŘ ǘƻ ŎƘƛƭŘǊŜƴ ǳƴŘŜǊ мнΩΦ Lƴ ŎƻƴǎƛŘŜǊƛƴƎ Ƙƻǿ ǘƻ ŘŜŦƛƴŜ ΨŘƛǊŜŎǘŜŘ ǘƻ ŎƘƛƭŘǊŜƴΩΣ 
the CBBB and participating companies should consider, where relevant to the 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 whether 
the advertising features characters, performers, or celebrities who are popular with children, 
or contains themes, language, or other attributes designed to appeal to children.  

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

¶ Require ǇŀǊǘƛŎƛǇŀǘƛƴƎ ŎƻƳǇŀƴƛŜǎ ǘƻ ŜƴǎǳǊŜ ǘƘŀǘ ǘƘŜƛǊ ŦǊŀƴŎƘƛǎŜŜǎ ŀǊŜ ōƻǳƴŘ ōȅ ǘƘŜ ŎƻƳǇŀƴƛŜǎΩ 
pledge commitments, such as by incorporating the pledge commitments into any franchisee 
contracts. 

The Federal Trade Commission 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 Working Group is due in mid 2011.  
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1.5.3 Licensing companies and media owners 
 
It was raised in discussions 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 companies would be 
useful. A meeting with The Walt Disney Company in London and phone conversations with LIMA 
(International [ƛŎŜƴǎƛƴƎ LƴŘǳǎǘǊȅ aŜǊŎƘŀƴŘƛǎŜǊǎΩ !ǎǎƻŎƛŀǘƛƻƴύ supplemented the desk research 
undertaken. 
 

¶ Few licensing companies have a policy or code in place. The industry trade body (LIMA) currently 
has no agreed policy but is in discussion with UK government officials.68 

 

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

 

¶ Companies have demonstrated that licensing characters to healthy foods has boosted sales of 
those products (Nickelodeon, Disney). 

 

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

 

¶ Global standards may need to be adaptable to cultural biases in nutritional recommendations in 
different regions (Disney).  

 

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

 

¶ ¢ƘŜ ŜȄŜƳǇǘƛƻƴ ƻŦ ΨǘǊŜŀǘ ŦƻƻŘǎΩ ŦǊƻƳ ƎǳƛŘŜƭƛƴŜǎ ƳŜŀƴǎ that characters do appear on a substantial 
volume of HFSS products, particularly confectionery (Disney, Warner). 

 
 
 
Figure 21: Case study: The Walt Disney Company and food69 
 

 
The Walt Disney Company recognises the power of its brand and characters, and according to CEO 
wƻōŜǊǘ LƎŜǊΣ ǘƘƛǎ ǇƭŀŎŜǎ ǘƘŜ ŎƻƳǇŀƴȅ Ψƛƴ ŀ ǳƴƛǉǳŜ Ǉƻǎƛǘƛƻƴ ǘƻ ƳŀǊƪŜǘ ŦƻƻŘǎ ǘƘŀǘ ƪƛŘǎ ǿƛƭƭ ǿŀƴǘ ŀƴŘ 
ǇŀǊŜƴǘǎ ǿƛƭƭ ŦŜŜƭ ƎƻƻŘ ŀōƻǳǘ ƎƛǾƛƴƎ ǘƘŜƳΦΩ  
 
aŀƛƴǘŀƛƴƛƴƎ ǘƘŜ ǘǊǳǎǘ ƻŦ ŦŀƳƛƭƛŜǎ ƛƴ ǘƘŜ 5ƛǎƴŜȅ ōǊŀƴŘ ǳƴŘŜǊǇƛƴǎ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ŎƻƳƳƛǘƳŜƴǘǎ ǘƻ ƘŜŀƭǘh 
and nutrition.  
 
Lƴ нллсΣ ¢ƘŜ ²ŀƭǘ 5ƛǎƴŜȅ /ƻƳǇŀƴȅ ŀƴƴƻǳƴŎŜŘ ŀ ŦƻǊƳŀƭƛǎŜŘ ŎƻƳƳƛǘƳŜƴǘ ǘƻ ŎƘƛƭŘǊŜƴΩǎ ƘŜŀƭǘƘ ŀƴŘ 
nutrition. As part of that commitment, the company introduced new Nutritional Guidelines.  
 
Age definitions 
The Disney commitment is to take special care 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 
difŦŜǊŜƴŎŜǎύ ŀǊŜΥ ƭƛŎŜƴǎƛƴƎ ōǳǎƛƴŜǎǎŜǎΣ ǇǊƻƳƻǘƛƻƴŀƭ ŀŎǘƛǾƛǘȅΣ ƪƛŘǎΩ ƳŜŘƛŀ ōǳǎƛƴŜǎǎ ŀƴŘ ǇŀǊƪǎ ŀƴŘ ǊŜǎƻǊǘǎ 
(see below).  
 

 
Reproduced courtesy of The Walt Disney Company 
 
Categorisation of foods 
The operating guidelines are constructed to: 

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

¶ eliminate added trans fat and partially hydrogenated oils 

¶ encourage consumption of whole/ minimally processed foods and nutritionally important elements 

¶ allow for some special occasion sweets, but limited to 15% of licensed food portfolio.  
 
The guidelines were developed with nutritional expert input from Professors Wim Saris (Dutch Food 
Safety Authority) and Arne Astrup (University of Copenhagen) and in the UK, the process was taken 
forward in consultation with Which? (the consumer group) and the UK government. The guidelines are 
ōŀǎŜŘ ƻƴ ǎǇŜŎƛŦƛŎ ƴǳǘǊƛǘƛƻƴŀƭ ǇǊƻŦƛƭŜǎ ŦƻǊ ŎƘƛƭŘǊŜƴΩǎ ŜŀǘƛƴƎ ƻŎŎŀǎƛƻƴǎ όǎŜŜ ōŜƭƻǿύΦ 
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The differences in the way the guidelines are applied by different business areas appear to be for 
pragmatic reasons, and because The Walt Disney Company assumes different customer expectations in 
different settings (e.g. that visits to a theme park are a treat occasion).  
 
The key differences are:  

¶ Licensing guidelines are more detailed and include limits expressed as ranges (as Disney is 
formulating recipes across many items). 

¶ Promotional guidelines are a simplified version of licensing guidelines with a stricter stance on 
special occasion sweets. 

¶ In-park guidelines emphasise choice within a broad food portfolio. 
 
Compliance and monitoring 
In 2009, Disney reported that:  

¶ the Nutritional Guidelines are being implemented by all Disney operating units internationally 

¶ ǘƘŜ ƳŀƧƻǊƛǘȅ ƻŦ 5ƛǎƴŜȅΩǎ ǇǊƻƳƻǘƛƻƴǎ ŀƴŘ ǎǇƻƴǎƻǊǎƘƛǇǎ ƴƻǿ ƳŜŜǘ ǘƘŜ bǳǘǊƛǘƛƻƴŀƭ DǳƛŘŜƭƛƴŜǎ όǘƘŜ 
exceptions are generally the result of pre-existing contractual obligations) 

¶ 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  

¶ in 2009, 86% of Disney-licensed food products were everyday foods that met the Nutritional 
Guidelines  

¶ in other regions, Disney reported 52% compliance in 2009 

¶ 5ƛǎƴŜȅ /ƻƴǎǳƳŜǊ tǊƻŘǳŎǘǎΩ ƭƛŎŜƴǎŜŘ ŦƻƻŘ ǇƻǊǘŦƻƭƛƻ ƴƻǿ ƛƴŎƭǳŘŜǎ ŎƭƻǎŜ ǘƻ фл ǾŀǊƛŜǘƛŜǎ ƻŦ ŦǊǳƛǘǎ ŀƴŘ 
vegetables.70  

 
In the UK, Disney characters appear on a range of Tesco products aimed at children, including fresh fruit, 
fruit juice, cheese, cereals and ready meals. (A search of my.supermarket.com also identifies Disney 
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character branded cake mix products by Fiddes Payne.) 
  
When asked to comment 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 company the reasoning for applying 
the guidelines. 
 
Disney point to the importance of empirical standards which are clearly understood, are more easily 
implemented and are measurable.  
 
5ƛǎƴŜȅΩǎ ŎƻƴŎŜǇǘ ƻŦ ΨǎǇŜŎƛŀƭ ƻŎŎŀǎƛƻƴ ǎǿŜŜǘǎΩ ƛƴŎƭǳŘŜǎ ŜǾŜǊȅŘŀȅ ǘǊŜŀǘǎΦ ¢Ƙƛǎ Ƴeans that the 15% of total 
confectionery portfolio which carry Disney characters is not limited to birthday- or Christmas-branded 
treats, for example. Disney does require that confectionery carrying licensed characters is the best 
offering in category assessed by fat and sugar content and portion size. Confectionery carrying licensed 
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 concerns over child 
ƻōŜǎƛǘȅ ŀƴŘ ƴǳǘǊƛǘƛƻƴŀƭ ōŀƭŀƴŎŜ ƛƴ ŎƘƛƭŘǊŜƴΩǎ ŘƛŜǘǎΦ Lǘ ǳǎŜǎ ǘƘŜ hŦŎƻƳ bǳǘǊƛŜƴǘ tǊƻŦƛƭƛƴƎ aƻŘŜƭ 
developed by the Food Standards Agency (FSA) to introduce a policy under which: 

¶ ../ ²ƻǊƭŘǿƛŘŜ Ƙŀǎ ŎƻƳƳƛǘǘŜŘ ƴƻǘ ǘƻ ƭƛŎŜƴǎŜ ƛǘǎ ŎƘƛƭŘǊŜƴΩǎ ǇǊƻǇŜǊǘƛŜǎ ŦƻǊ ŜǾeryday treat foods 
like cakes and confectionery  

¶ not to promote its properties with fast food companies  

¶ to develop with its licensees a range of nutritionally balanced foods  

¶ to lower maximum levels for salt, sugar and fats in line with FSA recommendations.  
 
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 licensing policy.71  
 

Warner Brothers 
According to a report by Which?Σ ²ŀǊƴŜǊ .ǊƻǘƘŜǊǎ ƭƛŎŜƴǎŜǎ Ψƴƻƴ-ǘǊŜŀǘΩ ǇǊƻŘǳŎǘǎ ǘƘŀǘ ƳŜŜǘ ǘƘŜ 
hŦŎƻƳ bǳǘǊƛŜƴǘ tǊƻŦƛƭƛƴƎ aƻŘŜƭΦ Ψ¢ǊŜŀǘΩ ǇǊƻŘǳŎǘǎ ŀǊŜ ŜŦŦŜŎǘƛǾŜƭȅ ŜȄŜƳǇǘΣ ōǳǘ ƭƛŎŜƴǎŜŜǎ Řƻ ƴƻǘ 
advertise these products on TV and in many cases include portion control messages on the 
packaging.4  
 

Twentieth Century Fox 
According to the Which? research, Fox does not apply any specific criteria but works with licensees 
Ψǘƻ ŘŜǾŜƭƻǇ ǇǊƻŘǳŎǘǎ ǘƘŀǘ ŀǊŜ ŀǎ ƘŜŀƭǘƘȅ ŀǎ ǘƘŜȅ Ŏŀƴ ōŜ ǘƻ ƎƛǾŜ ǇŀǊŜƴǘǎ ƳƻǊŜ ŎƘƻƛŎŜΦΩ 
 

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. The association is 
reported to have boosted sales of grocery store sales of the products by 30%.72  
 

LƴǘŜǊƴŀǘƛƻƴŀƭ [ƛŎŜƴǎƛƴƎ LƴŘǳǎǘǊȅ aŜǊŎƘŀƴŘƛǎŜǊǎΩ !ǎǎƻŎƛŀǘƛƻƴ ό[La!ύ 
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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 2009, but the work has not been 
progressed. LIMA is awaiting developments from the Department of Health before proceeding 
further.68  
 

1.5.4 Retailer policies in the UK 
 

Sources of information 
The former National Consumer Council (now Consumer Focus) surveyed the major UK retailers 
ŀƎŀƛƴǎǘ ŀ ƴǳƳōŜǊ ƻŦ ŎǊƛǘŜǊƛŀ ƻǊ ΨƘŜŀƭǘƘ ƛƴŘƛŎŀǘƻǊǎΩΦ ¢ƘŜǎŜ ƛƴŎƭǳŘŜŘ ǘƘŜ ǘȅǇŜǎ ƻŦ ŦƻƻŘǎ ǘȅǇƛŎŀƭƭȅ 
featured in in-ǎǘƻǊŜ ǇǊƻƳƻǘƛƻƴǎΣ ŀƴŘ ŎƻƳǇŀƴȅ ǇƻƭƛŎȅ ŀōƻǳǘ ǎǿŜŜǘǎ ŀƴŘ ΨƭŜǎǎ ƘŜŀƭǘƘȅ ǇǊƻŘǳŎǘǎΩ ŀǘ ǘƘŜ 
checkout.73 Company CSR reports were checked for information on relevant policies. Supplementary 
information about The Co-ƻǇŜǊŀǘƛǾŜ DǊƻǳǇΩǎ ǇƻƭƛŎƛŜǎ ǿŜǊŜ ǎǳǇǇƭƛŜŘ Ǿƛŀ ǇŜǊǎƻƴŀƭ ŎƻƳƳǳƴƛŎŀǘƛƻƴΦ  
 

Summary 
The picture among UK retailers is mixed. Only the Co-op has a specific policy on marketing to 
ŎƘƛƭŘǊŜƴΦ hǘƘŜǊǎ ƘŀǾŜ Ǉƻǎƛǘƛƻƴǎ ƻƴ ǘŀƪƛƴƎ ǎǿŜŜǘǎ όƻǊ ŎƘƛƭŘǊŜƴΩǎ ǎǿŜŜǘǎύ ƻŦŦ ŎƘŜŎƪƻǳǘǎ ǎƻƳŜΣ ƛŦ ƴƻǘ ŀƭƭ 
of the time. Only the Co-op has a policy limiting in-store promotions for HFSS foods and not using 
cartooƴ ŎƘŀǊŀŎǘŜǊǎ ƻƴ IC{{ ǇǊƻŘǳŎǘ ǇŀŎƪŀƎƛƴƎΦ {ŀƛƴǎōǳǊȅΩǎ Ƙŀǎ ŀ ǇƻƭƛŎȅ ǊŜƭŀǘƛƴƎ ǘƻ ƛǘǎ ŎƻƭƭŜŎǘƛƻƴ 
scheme in schools. 
 

Company positions 
{ŀƛƴǎōǳǊȅΩǎ  

¶ {ŀƛƴǎōǳǊȅΩǎ Ƙŀǎ ŀ ǇƻƭƛŎȅ ƴƻǘ ǘƻ ƘŀǾŜ ŀƴȅ ǎǿŜŜǘǎ ŀǘ ǘƘŜ ŎƘŜŎƪƻǳǘǎ ŀǇŀǊǘ ŦǊƻƳ ŀǘ 9ŀǎǘŜǊ ŀƴŘ 
Christmas.74  

¶  SainsburyΩǎ ǘƻƪŜƴ ŎƻƭƭŜŎǘƛƻƴ ǎŎƘŜƳŜǎ ƛƴ ǎŎƘƻƻƭǎ ŀǿŀǊŘ ŘƻǳōƭŜ Ǉƻƛƴǘǎ ŦƻǊ ŦǊǳƛǘ ŀƴŘ ǾŜƎŜǘŀōƭŜǎΦ75 
 
The Co-operative Group 
The Co-op has a policy on marketing to children under which the company is committed to avoiding 
direct marketing and advertising of HFSS products ǘƻ ŎƘƛƭŘǊŜƴ ŀƴŘ ǊŜŘǳŎƛƴƎ ƭŜǾŜƭǎ ƻŦ ΨǇŜǎǘŜǊƛƴƎΩΦ ¢ƘŜ 
Co-op uses the Ofcom Nutrient Profiling Model to determine HFSS foods. The company implements 
its policy in four ways: 

¶ In-store promotions: on average at least 30% of promotions must be for non-HFSS products. 

¶ Packaging: No cartoon characters on Co-op own-brand products for children (except on some 
seasonal occasion products such as Easter and Christmas products). 

¶ Checkouts: No HFSS foods and drinks on checkout lines or kiosk stands.  

¶ Promotional bins: No HFSS products for children in promotional bins. However, the Co-op allows 
HFSS foods which are not child-targeted76 in promotional bins at the front of some checkout 
lines. 

 
Morrisons  
Morrisons does not appear to have any relevant policies.  
 
Tesco 
¢ŜǎŎƻΩǎ ǇƻƭƛŎȅ Ψƛǎ ƴƻǘ ǘƻ ƘŀǾŜ ŎƻƴŦŜŎǘƛƻƴŜǊȅ ǇǊƻŘǳŎǘǎ ŀǘ ŎƘŜŎƪƻǳǘǎ ƛƴ ƭŀǊƎŜǊ ŦƻǊƳŀǘ ¢ŜǎŎƻ ǎǳǇŜǊǎǘƻǊŜǎ 
ŀƴŘ 9ȄǘǊŀǎΦΩ73  
 
ASDA 
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ASDA does not appear to have any relevant policies, but in 2005 was conducting trials of sweet-free 
checkouts to inform any possible policy in the future. According to Paul Kelly, CEO of ASDA, sweets 
ƻƴ ŎƘŜŎƪƻǳǘǎ ΨƘŀǎ ǊŜŘǳŎŜŘ ǘƻ ǇǊƻōŀōƭȅ ƻƴŜ ƛƴ ǘƘǊŜŜΣ ƻƴŜ ƛƴ ŦƻǳǊ ƛƴ ǘƘŜ ƭŀǊƎŜǊ ǎǘƻǊŜǎΦΩ77 
 
Marks & Spencer 
aŀǊƪǎ ϧ {ǇŜƴŎŜǊΩǎ ǇƻƭƛŎȅ ǎǘŀǘŜǎ ǘƘŀǘ ƛǘ ŀƛƳǎ ǘƻ ǊŜƳƻǾŜ ŎƘƛƭŘǊŜƴΩǎ ǎǿŜŜǘǎ ŦǊƻƳ ŎƘŜŎƪƻǳǘǎ ōȅ нлмлΦ Lƴ 
ƛǘǎ ǇǊƻƎǊŜǎǎ ǊŜǇƻǊǘΣ ƛǘ ǎǘŀǘŜǎ ǘƘŀǘ ƛǘ ǊŜƳƻǾŜŘ ŀƭƭ ŎƻƴŦŜŎǘƛƻƴŜǊȅ όƴƻǘ Ƨǳǎǘ ŎƘƛƭŘǊŜƴΩǎ ǎǿŜŜǘǎύ ŦǊƻƳ рл҈ 
of their belted till points in 2009 and that it will remove all confectionery from all belted till points by 
the end of 2011.78  
 
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 checkouts.73  
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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 from non-commercial 
sources, both 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 on food marketing to children from NGOs worldwide. 
 
Figure 22: Non-governmental organisation proposals mapped for this project 
 

 

¶ Recommendations for an International Code on Marketing of Food and Non-alcoholic Beverages 
to Children: Consumers International and the International Obesity Task Force (CI/IOTF) 

¶ tǊƻǘŜŎǘƛƴƎ /ƘƛƭŘǊŜƴ ŦǊƻƳ ¦ƴƘŜŀƭǘƘȅ CƻƻŘ aŀǊƪŜǘƛƴƎΥ /ƘƛƭŘǊŜƴΩǎ CƻƻŘ /ŀƳǇŀƛƎƴ ŀƴŘ .ǊƛǘƛǎƘ IŜŀǊǘ 
Foundation (CFC/BHF) 

¶ Guidelines for Responsible Food Marketing to Children: Centre for Science in the Public Interest 
(CSPI) 

¶ Healthy Schools Program Framework: American Heart Association (AHA) 

¶ The Marketing of Unhealthy Food to Children: European Heart Network (EHN) 

¶ /ƘƛƭŘǊŜƴΩǎ IŜŀƭǘƘ ƻǊ /ƻǊǇƻǊŀǘŜ ²ŜŀƭǘƘΚ /ƻŀƭƛǘƛƻƴ ƻƴ CƻƻŘ !ŘǾŜǊǘƛǎƛƴƎ ǘƻ /ƘƛƭŘǊŜƴ ό/C!/ύ 

¶ Marketing of Low-Nutrition Food and Beverages in Schools (CSPI) 

¶ ¢ƘǊƻǳƎƘ ǘƘŜ .ŀŎƪ 5ƻƻǊΥ /ƘƛƭŘǊŜƴΩǎ CƻƻŘ /ŀƳǇŀƛƎƴ ό/C/ύ 
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1.6.2 Analysis 
 

Scope and coverage 
¶ The NGO proposals are intended to inform national, pan-European or global policy-making. The 

AHA Program is intended to encourage best practice. 

¶ 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 
¶ Three of the NGO documents specifically address marketing in schools (CSPI, AHA and CFC). One 

focuses on non-broadcast 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 retail stores. 

¶ ¢ƘŜ /LκLh¢C ǇǊƻǇƻǎŀƭǎ ǎǇŜŎƛŦȅ ǘƘŀǘ ǎŜǘǘƛƴƎǎ ΨǿƘŜǊŜ ŎƘƛƭŘǊŜƴ ƎŀǘƘŜǊΩ ǎƘƻǳƭŘ ōŜ ŎƻǾŜǊŜŘΣ ƛƴŎƭǳŘƛƴƎ 
nurseries and playgrounds, and sporting and cultural activities. 

 

Marketing techniques covered 
¶ ²ƛǘƘ ǘƘŜ ŜȄŎŜǇǘƛƻƴ ƻŦ ǘƘŜ /ƘƛƭŘǊŜƴΩǎ CƻƻŘ /ŀƳǇŀƛƎƴ ǇǊoposals which focus solely on schools 

resources, all the NGO proposals cover all forms of food and drink marketing and promotion. 
¢ƘŜ !I! ǎǇŜŎƛŦƛŜǎ ΨǇǊƻŘǳŎǘ ŀƴŘ ōǊŀƴŘ ǇƭŀŎŜƳŜƴǘ ŀƴŘ ǇǊƻƳƻǘƛƻƴΩΦ 

 

Age definitions 
¶ The majority of NGO proposals define children as under 16. None set the age lower. CSPI sets it 

at under 18 for the US.  
 

Audience definitions 
¶ None of the NGO recommendations set percentage values for defining a child audience.  

¶ ¢ƘŜ /C/κ.IC ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ǇǊƻǇƻǎŜ ƳŜŎƘŀƴƛǎƳǎ ŦƻǊ ŘŜŦƛƴƛƴƎ ΨŎƻƴǘŜƴǘ ŀƴŘ promotion 
ƳŜŎƘŀƴƛǎƳǎ ŘŜŜƳŜŘ ǘƻ ōŜ ǘŀǊƎŜǘŜŘ ŀǘ ŎƘƛƭŘǊŜƴΩ ŀŎŎƻǊŘƛƴƎ ǘƻ ŘŜŦƛƴŜŘ ŎǊƛǘŜǊƛŀ ŦƻǊ ǘŜŎƘƴƛǉǳŜǎ ŀƴŘ 
channels used.  

¶ CSPI and CI/IOTF proposals both include additional requirements that adults should not be 
targeted with inappropriate marketing techniques for specified foods and drinks.  

 

Categorisation of foods 
¶ ¢ƘŜ bDh ǇǊƻǇƻǎŀƭǎ ŎŀǘŜƎƻǊƛǎŜ ŦƻƻŘǎ ƘƛƎƘ ƛƴ ŦŀǘΣ ǎǳƎŀǊǎ ŀƴŘκƻǊ ǎŀƭǘ ŀǎ ΨƭŜǎǎ ƘŜŀƭǘƘȅΩΦ  

¶ Some specify that categorisation should be based on established dietary guidelines (CSPI, 
CI/IOTF, CFC/BHF). 

¶ Some additionally specify that categorisation should be based on a nutrient-profiling approach 
(CFC/BHF, CI/IOTF, AHA). 

¶ The European Heart Network (EHN) calls for a common EU definition of an unhealthy food to be 
determined. 

 

Compliance and monitoring 
¶ 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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¶ All recommendations and codes 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 (EHN). In addition, some call on commercial operators to honour 
restrictions (CI/IOTF).  

¶ Effective monitoring of compliance 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 Standards Agency (2004 and 2007) by 
the British Heart Foundation Health Promotion Research Group on nutrient profiles used in relation 
ǘƻ ŦƻƻŘ ǇǊƻƳƻǘƛƻƴ ŀƴŘ ŎƘƛƭŘǊŜƴΩǎ ŘƛŜǘǎΦ5 Information was also drawn from an unpublished 
international review, prepared for Health Canada in 2009 by Dr Corinna Hawkes, which looked at 
ŜȄŀƳǇƭŜǎ ƻŦ ǇŀǊŀƳŜǘŜǊǎ ƛƴ ǳǎŜ ŦƻǊ ŘŜŦƛƴƛƴƎ ΨƘŜŀƭǘƘȅΩ ŀƴŘ ΨǳƴƘŜŀƭǘƘȅΩ ŦƻƻŘǎΦ {ǳǇǇƭŜƳŜƴǘŀǊȅ 
information was gathered from company and government websites and 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 variety of purposes including promotion of 
foods to children, front-of-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: 

¶ controls on TV advertising to children (by governments in the UK, New Zealand, Malaysia and 
South Korea) 

¶ all forms of marketing to children (by the government in Brazil [proposed], NGO in US) 

¶ food in schools (by governments in many countries including England, Scotland, US and some 
European countries) 

¶ co-sponsorship arrangements (government-funded agency in Western Australia) 
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¶ character licensing (by both licensing and food companies) 

¶ other food promotions and 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, Stockley et al5 ƴƻǘŜ ǘƘŀǘΥ ΨǎƻƳŜ ƻŦ ǘƘŜǎŜ ŦŜŀǘǳǊŜǎ ǎŜŜƳ ǊŜƭŀǘŜŘ ǘƻ ǘƘŜ ǇǳǊǇƻǎŜ ƻŦ 
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 say whether the features of a model are 
ŀǇǇǊƻǇǊƛŀǘŜ ǘƻ ƛǘǎ ǇǳǊǇƻǎŜΦΩ  
 
The mapping exercise noted the following features:  

¶ ǿƘŜǘƘŜǊ ŀ ƳƻŘŜƭ ƛǎ ΨŀŎǊƻǎǎ ǘƘŜ ōƻŀǊŘΩ ƻǊ ΨŎŀǘŜƎƻǊȅ-ǎǇŜŎƛŦƛŎΩ  

¶ which nutrients or food components were included 

¶ what measurement base is used: per 100g, per 100kcal or per serving 

¶ ǿƘŜǘƘŜǊ ǘƘŜ ƳƻŘŜƭ ƛƴǾƻƭǾŜǎ ŀ ΨǘƘǊŜǎƘƻƭŘΩ ƻǊ ΨǎŎƻǊƛƴƎΩ ǎȅǎǘŜƳΣ ƻǊ ŀ ŎƻƳōƛƴŀǘƛƻƴ ƻŦ ōƻǘƘΦ 
 

Type of criteria 
¢ƘŜ ƳŀƧƻǊƛǘȅ ƻŦ ƳƻŘŜƭǎ ŦƻǳƴŘ ŀǊŜ ΨŎŀǘŜƎƻǊȅ-ǎǇŜŎƛŦƛŎΩ όƛΦŜΦ ŎƻƳǇŀǊƛƴƎ ōŜǘǿŜŜƴ ŦƻƻŘ ŎŀǘŜƎƻǊƛŜǎ ƻǊ 
within food categories), 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 model also vary. Some specify a short list of nutrients, others a 
long list, and some include foods as well as nutrients. 
 
aƻǎǘ ƛƴŎƭǳŘŜ ΨƴŜƎŀǘƛǾŜΩ ƴǳǘǊƛŜƴǘǎ ƻŦ ŜƴŜǊƎȅκŎŀƭƻǊƛŜǎΣ ǎŀǘǳǊŀǘŜŘ ŦŀǘΣ ǎǳƎŀǊ ŀƴŘ ǎƻŘƛǳƳΣ ǎƻƳŜ ŀƭǎƻ 
include total fat, and some specify trans fat. A few mention cholesterol. 
 
{ƻƳŜ ƳƻŘŜƭǎΣ ǎǳŎƘ ŀǎ ǘƘƻǎŜ ōŀǎŜŘ ƻƴ ǘƘŜ C{!κhŦŎƻƳ ƳƻŘŜƭΣ ƛƴŎƭǳŘŜ ΨǇƻǎƛǘƛǾŜΩ ƴǳǘǊƛŜƴǘǎ ǎǳŎƘ ŀǎ 
protein, fibre, fruit, vegetables and nuts. The Kraft Sensible Solution model also includes minerals 
and vitamins, as does the US Department of Agriculture (USDA) criteria 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 generally standardised. Some 
models allow for more than one base to be applied (e.g. per serving or per 100g). 
 

Type of model ς threshold or scoring 
Most of the models apply a threshold approach to categorising products. For example, foods may be 
served or advertƛǎŜŘ ƻƴƭȅ ƛŦ ǘƘŜȅ Ǉŀǎǎ ŀ ŎŜǊǘŀƛƴ ǘƘǊŜǎƘƻƭŘ ŦƻǊ ŦŀǘΣ ǎǳƎŀǊ ƻǊ ǎŀƭǘΦ {ŎƻǊƛƴƎ ƳƻŘŜƭǎ ΨǎŎƻǊŜΩ 
Ǉƻƛƴǘǎ ŦƻǊ ΨƴŜƎŀǘƛǾŜΩ ŀƴŘκƻǊ ΨǇƻǎƛǘƛǾŜΩ ƴǳǘǊƛŜƴǘǎ ƻǊ ŦƻƻŘǎΦ ¢ƘŜ ǎŎƻǊŜ ƛǎ ǳǎǳŀƭƭȅ ǘƘŜƴ ŀǇǇƭƛŜŘ ǘƻ ŀ 
pass/fail threshold to define a particular product (e.g. as one which may or may not be advertised). A 
nutrient-by-nutrient threshold approach supports simple category-specific models, and scoring 
systems generally support more complex across-the-board models.  
 

External validation 
The mixed picture of models and their parameters deserves careful consideration. It does not make 
ǘƘŜ ŎŀǎŜ ǘƘŀǘ ΨƻƴŜ ǎƛȊŜ Ŧƛǘǎ ŀƭƭΩ ǎƛƴŎŜ ŘƛŦŦŜǊŜƴǘ ƳƻŘŜƭǎ ŀǊŜ ŀƛƳƛƴƎ ǘƻ ƳŜŜǘ ŘƛŦŦŜǊŜƴǘ ƻōƧŜŎǘƛǾŜǎΦ hƴ ǘƘŜ 
other hand, it is important that models are developed using a systematic process. Stockley et al5 
observe that relatively few models are developed using a transparent and systematic approach. If 
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ŎƻƳƳŜǊŎƛŀƭ ŎƻƳǇŀƴƛŜǎ ŘŜǾŜƭƻǇ ŀ ΨǇŀǘŜƴǘŜŘΩ ƻǊ ΨŎƻǇȅǊƛƎƘǘŜŘΩ ŀǇǇǊƻŀŎƘ ǘƻ ƴǳǘǊƛŜƴǘ ǇǊƻŦƛƭƛƴƎΣ ǘƘƛǎ 
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 by comparing the way the model scores foods and drink products with assessments of 
those products by a panel of nutrition experts. 
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Section 2  
Engagement with 
stakeholders 
 
 
 
 

 

A summary of this section is given in the Executive summary, on page 19. 
 

 





99 

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 
ς mapping of the current position on national and international food marketing to children, including 
policies, codes, nutrient profiling, regulations and company pledges. The consultation sessions took 
ǇƭŀŎŜ ƻƴ му aŀǊŎƘ нлмл ŀǘ L.[CΩǎ ƻŦŦƛŎŜǎ ƛƴ ŎŜƴǘǊŀƭ [ƻƴŘƻƴ ŀƴŘ ǿŜǊŜ ŦŀŎƛƭƛǘŀǘŜŘ ōȅ L.[C under 
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. See Appendix 1 for the detailed attendance list.  
 

2.1.3 Stakeholder feedback 
 
The following stakeholder feedback was provided during the two half-day sessions: 
 

¶ {ǘŀƪŜƘƻƭŘŜǊǎ ŦŜƭǘ ǘƘŀǘ ǘƘŜ ǇǳǊǇƻǎŜ ƻŦ ǘƘŜ ǇǊƻƧŜŎǘ ŀƴŘ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ŘŜǎƛǊŜŘ ƻǳǘŎƻƳŜǎ ǿŜǊŜ ƴƻǘ 
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.  

 

¶ Stakeholders suggested that the mapping exercise should include a gap analysis indicating what 
kind of marketing is covered by the existing self-regulatory 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 the Council of the Advertising 
Association had proposed that the current CAP Code be extended to cover areas of non-paid-for 
ǎǇŀŎŜ ƻƴƭƛƴŜΣ ǎǳŎƘ ŀǎ ŀŘǾŜǊǘƛǎŜǊǎΩ ƻǿƴ ǿŜōǎƛǘŜǎ ŀƴŘ ƛƴ ǎƻŎƛŀƭ ƳŜŘƛŀΦ ό¢ƘŜ ŘƛƎƛǘŀƭ ǊŜƳƛǘ ŜȄǘŜƴǎƛƻƴ 
to the CAP Code came into force in March 2011.) 

 

¶ Stakeholders commented that definitions of the terms used were needed for this project.  
 

¶ Stakeholders mentioned that companies might be constrained in their ability to sign up to 
collective voluntary principles because of competition law. 

 

¶ Stakeholders explained that some brands/ companies have set their own marketing principles 
addressing corporate behaviour and reflecting corporate values. These internal marketing 
guidelines are more principle- than issue-related in order to guarantee consistency and 
continuity across markets. These marketing guidelines are also given to third-party marketing 
agencies to provide a framework of reference to which advertising activity needs to adhere. 
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¶ It was mentioned that, in addition to these internal marketing principles, some 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. However, 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 transparency 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 March and May нлмлΣ ǘƘŜ bŀǘƛƻƴŀƭ /ƘƛƭŘǊŜƴΩǎ .ǳǊŜŀǳ όb/.ύ ŎƻƴŘǳŎǘŜŘ ƛƴƛǘƛŀƭ Ŏƻƴǎǳƭǘŀǘƛƻƴǎ 
with children, young people and parents, exploring their awareness of different types of non-
ōǊƻŀŘŎŀǎǘ ŦƻƻŘ ƳŀǊƪŜǘƛƴƎ ǘŜŎƘƴƛǉǳŜǎΣ ŀƴŘ ǘƘŜƛǊ ƛƴŦƭǳŜƴŎŜ ƻƴ ŎƘƛƭŘǊŜƴΩǎ ŦƻƻŘ ŀƴŘ ŘǊƛƴƪ ŎƘoices.  
 
This consultation process was intentionally conducted on a limited scale. It included two one-hour 
participatory workshops for groups of primary school children, two one-hour participatory 
workshops for groups of secondary school students (young people) and three parent focus groups, 
as well as a self-completion survey for children and young people and a self-completion survey for 
parents. The methods used would be replicable to a larger, more representative sample if required. 
 
In total, 104 children 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 current nature 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 tools, 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. The purpose of this core list was to provide a structure and some initial 
definitions of the areas of interest.  
 
The following marketing techniques were considered. (Only those highlighted by asterisks were 
included in both the survey and school consultations, to control length and complexity.) 

¶ Competitions advertised on the package* 

¶ Free gifts in the package* 

¶ In-store displays that are easy to spot* 

¶ aƻƴŜȅ ƻŦŦ ƻǊ Ψōǳȅ ƻƴŜ ƎŜǘ ƻƴŜ ŦǊŜŜΩ ƻŦŦŜǊǎ 

¶ 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 colours or shapes* 

¶ Packaging and wrappers with famous film or TV characters on them* 
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¶ Information on wrappers or adverts from famous sports celebrities* 

¶ Information on wrappers or adverts from music and fashion celebrities*. 
 
For further details on methodology, see page 27 in Methodology.  
 

2.2.2 Key findings 
 
The following key themes emerged from this initial consultation with children, young people and 
parents.  
 

Awareness of marketing 
¶ Children and young people demonstrated a high awareness of different marketing techniques 

used to promote food products. The most common types of marketing techniques listed by the 
ŎƘƛƭŘǊŜƴ ǿŜǊŜ ǘƘƻǎŜ ǊŜƭŀǘƛƴƎ ǘƻ ǘƘŜ ǘȅǇŜǎ ƻŦ ǇŀŎƪŀƎƛƴƎ ƛƴŎƭǳŘƛƴƎ Ψǿƻǿ ǿƻǊŘǎΩΣ ΨƴƛŎŜ ŎƻƭƻǳǊǎΩΣ 
ΨƧƻƪŜǎΩΣ ǘƘŜ ΨǎƘŀǇŜΩ ƻŦ ǘƘŜ ǇŀŎƪŀƎƛƴƎ ŀƴŘ ΨŜȅŜ-catching tƛǘƭŜǎΩΦ hǘƘŜǊ ŦǊŜǉǳŜƴǘƭȅ ǊŜŎƻƎƴƛǎŜŘ 
techniques included free gifts, competitions, links to celebrities and TV characters. Several 
ŎƘƛƭŘǊŜƴ ƳŜƴǘƛƻƴŜŘ ǘƘŜ ƛƳǇƻǊǘŀƴŎŜ ƻŦ ǇǊƛŎŜΣ ŀƴŘ ƭƛǎǘŜŘ ŦŜŀǘǳǊŜǎ ǎǳŎƘ ŀǎ ŘƛǎŎƻǳƴǘǎ ŀƴŘ Ψōǳȅ ƻƴŜ 
ƎŜǘ ƻƴŜ ŦǊŜŜΩ ƻŦŦŜǊǎΦ ¢ƘŜȅ ǿŜǊŜ able to distinguish between a variety of techniques 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 the core list 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 wider range of 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, including 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 influences on eating choices 
¶ 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, the secondary 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 have a strong 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 brand name or title of the food product is an 
important marketing technique in itself. 
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¶ Both the children and young people and the parents tended to associate the various food 
marketing techniques with food they regarded as the less healthy options. However, the parents 
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 healthier eating choices 
¶ 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 people. Parents were keen to have the 
support of the food industry to enable them to promote healthy choices with their children. 

 

¶ There were calls from parents, children and young people to restrict the use of marketing 
techniques on foods they considered to be the less healthy options. 
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Section 3  
How principles are 
developed ς learning 
from a case study  
 
 
 
 

 

A summary of this section is given in the Executive summary, on page 20. 
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3.1 Introduction 
 
A case study of the Marine Stewardship Council (MSC) development 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 Marketing at the University of Stirling. The case study report is given in Appendix 3.  
 
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 accountable practices in food 
marketing impacting children is presented below.  
 
The limitations of the project allowed for only one case study to be examined in depth ς although it 
would have been desirable to carry out more than one. Other potential case studies with useful 
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 ISO involves 160 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 legislation and to address consumer 
need for global consistency and compatibility of technologies and for good practice. There are many 
potential strengths to exploring the concept of third-party verified standards for food marketing in a 
further piece of work. The ISO process involves science-based standards that are consensus-driven 
and measured against defined objectives, performance levels and indicators. Standards developed in 
this way are an influential non-statutory policy lever as established incentives become essential 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 address trans-border issues. 
 
The MSC example was chosen because it had its origins in a joint initiative between an NGO (WWF ς 
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 critiqued.  
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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 worldwide standard for sustainable fisheries and fisheries practices by linking scientific, 
objectively verifiable standards to markets and marketing practice.79 
 
Start-up was championed by the non-profit organisation, the WWF, and Unilever, an international 
company selling frozen foods. Early 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 sessions, and over 300 organisations 
was held over a two-year period. This involved fisheries, scientists, environmentalists and many 
ƻǘƘŜǊ ǎǘŀƪŜƘƻƭŘŜǊǎΦ ¢ƘŜ ¦ƴƛǘŜŘ bŀǘƛƻƴǎ CƻƻŘ ŀƴŘ !ƎǊƛŎǳƭǘǳǊŜ hǊƎŀƴƛȊŀǘƛƻƴΩǎ όC!hύ /ƻŘŜ ƻŦ /ƻƴŘǳŎǘ 
for Responsible Fisheries formed the nucleus of early discussions. Both codes (MSC and FAO) have 
evolved, exchanged critique and evidence, and subsequently acted as benchmark reference points 
for one another.80  
 
It is noteworthy that the Aquaculture Stewardship Council (ASC), which will cover 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 two-year consultation process 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 ideologically.81 79 The principles 
ǇǊƻǾƛŘŜ ŀƴ ƻǾŜǊŀǊŎƘƛƴƎ ŦǊŀƳŜǿƻǊƪ ŦƻǊ ŦƛǎƘŜǊƛŜǎΩ ǎǳǎǘŀƛƴŀōƛƭƛǘȅΦ ¢ƘŜǎŜ ŀǊŜ ǳǎŜŘ ǘƻ ǎƘŀǇŜ ŎŀǎŜ-specific, 
but nevertheless objectively verifiable, indicators of compliance. 
 
Transparent demonstration of consistency 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. 
 
¢ƘŜ ŎƻǊŜ ǇǊƛƴŎƛǇƭŜǎ ŀǊŜ ŘŜǎŎǊƛōŜŘ ŀǎ ΨƭƛǾŜΩ ŀƴŘ ŀǊŜ ǎǳōƧŜŎǘ ǘƻ review and refinement. However, they 
have remained largely unchanged, reflecting very careful, evidence-based and strategic goal 
definition from the beginning.80  
 

Transferable learning for the development of food marketing principles  

¶ 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 sufficiently 
robust to ensure credibility, viability and relevance across a range of operational practices and 
indicators of compliance. 

¶ Building broad (albeit, unlikely to be universal) consensus on core goals early helps to create 
community and common purpose. 

¶ Champions in the early stages of the process act as visionaries and catalysts and generate 
momentum, but in the longer term may not generate broad-based support or trust among 
multiple stakeholders. 
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¶ Broad stakeholder engagement is resource-intensive, iterative and without proactive measures 
is likely to be self-selecting and therefore not fully inclusive. Considerable investment in time 
and other resources is essential. 

¶ Over time, more focused problem-solving review of interpretation and application is very likely 
to be needed. This may be sequentially and flexibly 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 concerns about some aspects of fisheries, such as the inadvertent capture of 
dolphins, turtles and tuna, a number of single-species eco-labels and seafood ranking guides had 
been developed and launched. However, there was recognition among the stakeholder community 
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-
productive ς for example, creating delays and hurdles to more sector-wide approaches.82 81  
 
Hernes and Mikalsen83 also describe how simultaneous shifts in the goals and practices of key 
stakeholders created conditions more conducive to multi-stakeholder cooperation. 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 historically separate interest and activity forum and an 
increased pragmatism in goal-setting and goal parameters. 
 
For example, environmental groups began to look at working with established institutions and 
management systems in addition to existing strategies of 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 
decision-making, largely driven 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 
resources. 
 
A series of policy dialogue and scientific events, such as the North Sea Conferences (a round of 
meetings of national environment ministers), and a pre-existing international code of conduct, the 
FAO Code of Conduct for Responsible Fisheries, formed the foundations for an extensive 
consultation process on purpose and scope of a multi-stakeholder 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 monitored. 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. Testing highlighted many limitations to the applicability of parameters and 
ŎǊƛǘŜǊƛŀΦ όCƻǊ ŜȄŀƳǇƭŜΣ ΨŘŀǘŀ-ŘŜŦƛŎƛŜƴǘΩ ŦƛǎƘŜǊƛŜǎ ƛƴ ƭƻǿ-income countries cannot provide sufficient 
information to be assessed.) Such limitations were openly recognised and many remain ongoing 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 
environment ς as well as social and development parameters ς should also be included. The MSC 
decided to restrict parameters to original core objectives, perhaps 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  

¶ Opportunities for new working relationships and goals may arise as a result of socio-economic 
and/or cultural environmental shifts. Linking to these brings momentum and access to an 
international body and interpretation of evidence. 

¶ Parameters that incorporate the ambition of the initiative, the most salient scientific evidence, 
and a pragmatic appraisal of what can be achieved provide strategic direction and pace. 

¶ Supporting criteria and guidance on the interpretation of principles may act as adaptive 
parameters as new evidence, practices, technologies, and socio-economic conditions emerge. 
Core principles and the 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 
2005.84 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 many other 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 process.85 Opposition was also 
apparent from many other sources. Ponte84 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 well as 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 initiative as an 
example of the way forward ς 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 and it became an independently run non-profit 
organization.84  
 
In response to concerns that the governance structure of the MSC was not inclusive enough, a 
number of additional governance structures were formed. A Technical Advisory Board was created 
in 2000. Membership consists mainly of fisheries scientists and provides advice on technical, 
scientific and quasi-judicial issues. A Stakeholder Council, ensuring representation of specific 
interests, was also created in 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 decision-making 
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authority, and is supported in this by the various sub-groups and the international Secretariat 
office.79  
 
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 MSC project continued.82  
 
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 added.82 Criticism 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 engagement in 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 methods. Neither 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 science-based methodology, objectives and vision.79  
 
The MSC adjusted its assessment model after the development of FAO Guidelines for the Eco-
labelling of Fish and Fishery Products.86 This ensured continuing alignment with international 
standards and goals. The MSC conducts regular audits to ensure that it continues to comply with 
these guidelines. More recently it has been conducting trials on a risk-based assessment model 
ǿƘƛŎƘ ǿƻǳƭŘ ƳŀƪŜ ƛǘ ŜŀǎƛŜǊ ǘƻ ŀǎǎŜǎǎ ΨŘŀǘŀ ŘŜŦƛŎƛŜƴǘΩ όǳǎǳŀƭƭȅ ŘŜǾŜƭƻǇƛƴƎ ŎƻǳƴǘǊȅύ Ŧisheries.87  
 
Greenpeace has stated its view that the MSC and market-based incentives for sustainability can 
make a useful contribution to the sustainability of marine environments and fishery stocks. 
Greenpeace, however, withdrew its support for the MSC in the early 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 recently re-stated.88 Greenpeace 
also advocates for 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 MSC financial model. 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)89 suggest that eco-labelling and third-party certification can facilitate 
international trade by providing common standards and a framework for transnational cooperation, 
based on agreed parameters. The MSC programme has throughout its development explicitly sought 
to comply with World Trade Organization (WTO) rules, and thus pre-emptively ensured certification 
does not act as a trade barrier.  
 
Clearly, universal consensus and full participation of all stakeholders are unlikely. Exactly what level 
of critical mass is required for a voluntary scheme to become viable and achieve real impact is 
unclear. The scheme has become established ς ŎǳǊǊŜƴǘƭȅ у҈ ƻŦ ǘƘŜ ǿƻǊƭŘΩǎ ŜŘƛōƭŜ ǿƛƭŘ ŎŀǳƎƘǘ ŦƛǎƘ ƛǎ 
engaged in the scheme80 ς and in March 2006 there were 332 MSC-labelled products available in 25 
countries and 50 fisheries either certified or undergoing certification. However, its long-term 
viability and impact are not yet assured. 
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The MSC has invested considerable resources into developing and demonstrating an open, inclusive 
and transparent constituency of stakeholders. Owens82 suggests that this responsiveness to criticism 
and the flexibility of the organisation has boosted the credibility of the MSC. 
 

Transferable learning for the development of food marketing principles 

¶ Stakeholders have multiple motivations. Each brings and advocates for a unique package of 
objectives. A key challenge is to find mechanisms ǘƘŀǘ ŀǎǎŜǎǎ ǘƘŜ ƛƳǇŀŎǘ ƻŦ ǎǘŀƪŜƘƻƭŘŜǊǎΩ 
objectives on core objectives, and accommodate as many as possible which are benign, or which 
enhance the core objectives. 

¶ {ǘŀƪŜƘƻƭŘŜǊǎΩ ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ Ǌƛǎƪ ŀǎǎƻŎƛŀǘŜŘ ǿƛǘƘ ŜƴƎŀƎƛƴƎ ƛƴ ǘƘŜ ǇǊƻŎŜǎǎ ŀǊŜ ǎƛƳƛƭŀǊƭȅ ƭƛkely to 
be varied. For example, both corporate and non-commercial stakeholders may have concerns 
over the impact of their participation on brand image/ positioning. Relationship-building and 
operational adjustments may help to overcome some of these barriers to participation. 

¶ Conflicts of interests are inevitable and may be best managed openly and transparently in a 
process of ongoing development and refinement informed by the evidence base. 

¶ Early in the process, scoping the breadth, purpose and balance of stakeholder representation is 
important for building trust, cohesion and a management system that supports open, 
accountable debate and decision-making.  

¶ As a primer in building a community of stakeholders, agreement on who can and should be 
classed as legitimate stakeholders and the nature of their contribution will help to maintain 
focus on shared outcome objectives, and counter-balance tensions arising from (conflicting) sub-
agendas, motivations and ideologies. 

¶ Best-in-class/ least damaging concepts may be divisive both ideologically and in scientific 
interpretation, unless there is substantial investment in developing the rationale, a process of 
dialogue and a structure for conflict resolution.  

¶ Financial support for marginalised stakeholders may be necessary to reduce entry barriers and 
build inclusivity. 

¶ Intergovernmental bodies, such as the UN (FAO, WHO) can act as brokers for international 
scientific evidence, cross-national interests, and cross-cultural rules and norms. 

¶ An independent body (i.e. FAO and WTO in the case of the MSC) can provide practical support 
on trading, economic and governance considerations, such as compliance with international 
trade rules, and strategies for inclusiveness.  

¶ Independent expertise in standard setting and measurement methodologies is critical for 
transparency and building consensus. 

¶ Independent third-party involvement in assessment and verification is critical for credibility and 
quality assurance of the certification scheme. 
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3.2.4 How issues of commercial confidentiality are managed  
 
The process of certification is carried out by independent, third-party Certification Bodies (CBs) that 
are deemed competent and capable by the MSC and the associated company, Accreditation Services 
International (ASI). Checks on assessment 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 out a pre-
assessment. This provides the client with a brief, provisional evaluation on whether the fishery will 
meet the standard.  
 
Confidentiality agreements mean that this pre-assessment information is not made available in the 
public domain. The confidential pre-assessment enables fisheries to conduct a pre-feasibility 
assessment without risking commercial reputation. It also means that they can act on the 
recommendations of the pre-assessment and return to the process at a later date. Only one fishery 
has been failed after passing the pre-assessment.82 Gulbrandsen81 has reported that up to half of 
potential applicants withdraw at this stage. 
 
After pre-assessment, the fisheries client undergoes a full assessment by a CB, including peer review 
ƻŦ ǘƘŜ /.Ωǎ ŦƛƴŘƛƴƎǎ ōȅ ƻǘƘŜǊ ŦƛǎƘŜǊƛŜǎ ǎŎƛŜƴǘƛǎǘǎΦ hƴŎŜ ŀ ŦƛǎƘŜǊȅ Ƙŀǎ ŜƴǘŜǊŜŘ ǘƘŜ ŀǎǎŜǎǎƳŜƴǘ ǇƘŀǎŜΣ ŀ 
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: 

¶ 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 can be withheld 
from the assessment process. 

¶ 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 and therefore the assessment and final decision.90 

 
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 must be assessed before the MSC logo can be used. The entire process averages around 12-
14 months (range 5-48 months), and is made available in the public domain, both through the 
process of assessment and in post-decision-making. Annual renewal is subject to limited audit and 
the full assessment must be repeated every five years. 
 

Transferable learning for the development of food marketing principles  
¶ Commercial confidentiality is balanced with an operational ethos of transparency, public 

interest, demonstrable impartiality, and inclusivity.  

¶ An early stage pre-assessment offers commercially sensitive guidance, offering direction in 
ŘŜǾŜƭƻǇƳŜƴǘ ŀƴŘ ƛƳǇǊƻǾŜƳŜƴǘ ΨƻŦŦƭƛƴŜΩ ŀƴŘ ǊŜŘǳŎƛƴƎ Ǌƛǎƪ ǘƻ ŎƻǊǇƻǊŀǘŜ ǊŜǇǳǘŀǘƛƻƴ ŀƴŘ 
performance. 

¶ Third-party certification agents are 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 the centre of the MSC scheme.  
 
There are three science-based 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 and international 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 basis of the detailed criteria used to evaluate each fishery applying for certification. 
 
The three core MSC principles are: 
1  A fishery must be conducted in a manner that does not lead to over-fishing or depletion of 

the exploited populations. For those populations 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 the ecosystem (including habitat and associated dependent and ecologically 
related species) on which the fishery depends.  

3 The fishery is subject to an effective management system that respects local, national and 
international institutional and operational frameworks that require 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 productive capacity of 
a fish stock is not sacrificed in favour of short-term 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 composition and thus impair reproductive capacity. Principle 2 is 
underpinned by three criteria, and Principle 3 is underpinned by 17 criteria.91  
 
It is the responsibility of the expert panel to set case-specific, relevant indicators of compliance with 
technical criteria. 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 principles.82  
 
The full assessment is overseen 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 involves collecting data 
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 stakeholder input 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 stakeholders who have been involved in the assessment process have an 
ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ ŎƘŀƭƭŜƴƎŜ ǘƘŜ ŎŜǊǘƛŦƛŜǊǎΩ ǇǊƻǾƛǎƛƻƴŀƭ ŘŜŎƛǎƛƻƴΦ 
 
If certification is awarded, it is valid for five years, subject to annual review. After this period a full-
scale re-assessment is required 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 often very challenging and time-consuming, and may involve a disproportionate 
cost burden for smaller operators. It is nevertheless acknowledged as absolutely essential to 
traceability and monitoring.81  
 

Transferable learning for the development of food marketing principles  

¶ Principles are science-based and supported by an extensive international evidence base. 

¶ Principles span multiple levels ς in the case of the MSC, the three principles are commodity-
specific, context-specific (i.e. marine environment) and practice-specific (i.e. governance 
management systems). For food marketing, parallel levels might be, for example: the nutritional 
content of the portfolio of food product marketed (commodity-specific); impact assessment of 
ƳŀǊƪŜǘƛƴƎ ŀŎǘƛǾƛǘȅ ƻƴ ŎƘƛƭŘǊŜƴΩǎ ŀƴŘ ŦŀƳƛƭƛŜǎΩ ŎƻƴǎǳƳǇǘƛƻƴ ōŜƘŀǾƛƻǳǊǎ όŎƻƴǘŜȄǘύΤ ŀƴŘ ǘƘŜ ƴŜǿ 
product development and reformulations strategy of the company (management and 
governance).  

¶ Objectively verifiable indicators are identified in the underpinning criteria. The combined 
principles, intent and criteria provide consistency in guidance for case-by-case assessment which 
is further strengthened by scientific panel oversight of the approved assessment agents. 

 

 

3.2.6 How the MSC assesses the impact of its principles 
 
{ŜǾŜǊŀƭ ǊŜŎŜƴǘ ǊŜǇƻǊǘǎ ƘŀǾŜ ŎƻƳǇŀǊŜŘ ǘƘŜ a{/ ǎŎƘŜƳŜ ǿƛǘƘ ƻǘƘŜǊ ŦƛǎƘŜǊƛŜǎΩ ŜŎƻ-labelling schemes 
and seafood recommendation lists. The FAO Round Table Report87 ǎǘŀǘŜǎΥ Ψ¢ƘŜǊŜ ǿŀǎ ǎƻƳŜ 
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 
ƳŀƴŀƎŜŘΩΦ IƻǿŜǾŜǊΣ ǘƘƛǎ ŀƴŘ ƻǘƘŜǊ ǊŜǾƛŜǿǎ ŦƻŎǳǎ ƻƴ ǘƘŜ ŘŜǘŀƛƭŜŘ ǿƻrkings of each scheme ς relative 
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 allocations by governments which have led to real changes in the way 
fisheries are managed,82 81 80 but provide little or no information about whether the scheme has to 
date achieved its primary goal, which is improving the sustainability and environmental impact of 
ǘƘŜ ŎŜǊǘƛŦƛŜŘ ŦƛǎƘŜǊƛŜǎΦ Ψ¢ƘŜǊŜ Ƙŀǎ ōŜŜƴ ƭƛǘǘƭŜ ŎƻƴŎǊŜǘŜ ŜǾƛŘŜƴŎŜ ƻŦ ǘƘŜ ƛƳǇŀŎǘ ƻŦ ŜŎƻ-labelling and 
certification schemes on improvements in fisheries ƳŀƴŀƎŜƳŜƴǘ ŀƴŘ ǎǳǎǘŀƛƴŀōƛƭƛǘȅΩΦ82 This is not 
surprising, as the MSC is a relatively recent initiative, and fisheries impacts take many years to 
become apparent. Furthermore, the scheme is considered by experts to be 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 
ς the accreditation process has resulted in new working practices, 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 has followed changes in practice which would have been implemented irrespective of 
a{/ ŀŎŎǊŜŘƛǘŀǘƛƻƴΦ ¢ƘŜ C!h wƻǳƴŘ ¢ŀōƭŜ όƛƴ нллфύΣ ŦƻǊ ŜȄŀƳǇƭŜΣ ƴƻǘŜŘΥ Ψ¢ƘŜǊŜ ǿŀǎ ƛƴƛǘƛŀƭ 
speculation that the first fisheries to be certified were those that were already well mŀƴŀƎŜŘΩΦ87 
 
The MSC scheme is reported to be well recognised among stakeholders in the supply chain. MSC has 
ƘŀŘ ŀ ƳŜŀǎǳǊŀōƭŜ ƛƳǇŀŎǘ ŀǘ ǘƘŜ ŦƛǎƘ ōǳȅŜǊ ƭŜǾŜƭΦ aƻǎǘ ƻŦ ǘƘŜ ¦YΩǎ ǎŜŀŦƻƻŘ ƛǎ ǎƻƭŘ ǘƘǊƻǳƎƘ ƳǳƭǘƛǇƭŜǎ 
or food service companies, and buyers are crucial links in the chain between the producer and 
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consumer. The FAO Round Table87 commented that eco-ƭŀōŜƭǎ ŘŜƳŀƴŘ ŀ ΨōǳǊŘŜƴ ƻŦ ǇǊƻƻŦΩ ǘƘŀǘ 
products have been sourced ŜǘƘƛŎŀƭƭȅΦ Lǘ ŎƻƴŎƭǳŘŜŘ ǘƘŀǘ ǘƘŜ ǊŜǘŀƛƭŜǊǎΣ ǘƘǊƻǳƎƘ ΨŜƴƭƛƎƘǘŜƴŜŘ ǎŜƭŦ-
ƛƴǘŜǊŜǎǘΩ ŀǊŜ ƴƻǿ ŘǊƛǾƛƴƎ ŘŜƳŀƴŘǎ ŦƻǊ ǎǳǇǇƭƛŜǊǎ ǘƻ ōŜ ŎŜǊǘƛŦƛŜŘΦ aǳƭǘƛǇƭŜ ǊŜǘŀƛƭŜǊǎ ǎƻǳǊŎŜ ǳƴŎŜǊǘƛŦƛŜŘ 
product if there is a shortfall in supply against demand or stocking policy, using their own 
assessments of sustainability.87  
 
Some supply chain operators have adopted alternative, self-regulated and monitored sourcing and 
certification strategies.  
 
Consumer recognition of the brand is low and the sustainability and quality assurance messages 
appear to have been undermined by the wide range of eco-ƭŀōŜƭǎ όǎǳŎƘ ŀǎ ¸ƻǳƴƎΩǎ {ŜŀŦƻƻŘύ ŀƴŘ 
recommendation lists (such as those of the Marine Conservation Society and Greenpeace) applied to 
seafood.80  
 
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, there is evidence of market/ supply-side impact ς ŎƘŀƴƎŜǎ ƛƴ ŎƻƳƳŜǊŎƛŀƭ ōǳȅŜǊǎΩ ǇǊŀŎǘƛŎŜ 
are credited with encouraging changes in fishing practices and management of fisheries.80 The FAO 
ǊŜŎƻƳƳŜƴŘǎ ǘƘŀǘ ΨŀŦŦƻǊŘŀōƛƭƛǘȅΩ ǎƘƻǳƭŘ ōŜ ōǳƛƭǘ ƛƴǘƻ ǘƘŜ ƻǇŜǊŀǘƛƻƴŀƭ ƳƻŘŜƭΦ87  
 

Transferable learning for the development of food marketing principles  

¶ The complexity of the issues and the supply chain requires multiple methods to evaluate impact. 
These should be built into the strategy, with clear rationale for indicators from the outset. 

¶ The existence of multiple schemes and messages may benefit from MSC communications but 
dilute its impact. Future schemes may wish to pre-empt the undermining of the impact on 
consumers through a more focused and high-impact communications strategy and controls on 
self-regulatory, self-monitored standards and labels.  

¶ Retail fish buying activity has accelerated adoption and has also, conversely, bypassed the 
scheme and therefore contributed to the proliferation of standards and criteria being promoted. 
Closer retail engagement might have helped to avoid this. 

¶ Market-based incentives such as corporate reputation and positioning may be stronger drivers 
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 general rule of thumb, where marketing techniques come under a regulatory or self-regulatory 
regime, definitions are provided by the relevant regulatory bodies or trade associations. Other 
marketing techniques have been defined in some cases by civil society organisations or government 
bodies. Techniques, definitions ς where available ς and sources are shown below, based on desk 
research and consultation with the Advisory Group.  
 

Advergames 
Ψ!ŘǾŜǊƎŀƳŜǎ ŀǊŜ ǘȅǇƛŎŀƭƭȅ ǾƛŘŜƻ ƎŀƳŜǎ ǘƘŀǘ ŀǊŜ ǳǎŜŘ ǘƻ ǇǊƻƳƻǘŜ ŀ ǇǊƻŘǳŎǘ ƻǊ ƻǊƎŀƴƛǎŀǘƛƻƴΦΩ 43  
 

Advertising 
Ψ¢ƘŜ ǇǊƻƳƻǘƛƻƴ ƻŦ ŀ ǇǊƻŘǳŎǘΣ ǎŜǊǾƛŎŜΣ ƻǊ ƳŜǎǎŀƎŜ ōȅ ŀƴ ƛŘŜƴǘƛŦƛŜŘ ǎǇƻƴǎƻǊ ǳǎƛƴƎ ǇŀƛŘ-ŦƻǊ ƳŜŘƛŀΦΩ 92 
 

Advertorial 
Ψ!ƴ ŀŘǾŜǊǘƛǎŜƳŜƴǘ ŦŜŀǘǳǊŜΣ ŀƴƴƻǳƴŎŜƳŜƴǘ ƻǊ ǇǊƻƳƻǘƛƻƴΣ ǘƘŜ content of which is controlled by the 
marketer, not the publisher, and which is disseminated in exchange for a payment or other 
ǊŜŎƛǇǊƻŎŀƭ ŀǊǊŀƴƎŜƳŜƴǘΦΩ93 
 

Automatic vending  
See Point-of-sale marketing. 

 
Buzz marketing 
Ψ.ǳȊȊ ƳŀǊƪŜǘƛƴƎ ǳǎŜǎ ΨǿƻǊŘ-of-ƳƻǳǘƘΩ advertising: potential customers pass round information 
ŀōƻǳǘ ŀ ǇǊƻŘǳŎǘΦΩ 92 (See also Word-of-mouth marketing and Peer to peer marketing.) 
 

Company-owned websites 
Also known as advertiser-owned websites or company-sponsored websites. Websites which are 
owned or sponsored by a company to promote its products and/or brands. 
 

Equity-brand characters 
Ψ¢ƘƻǎŜ ŎƘŀǊŀŎǘŜǊǎ ǿƘƛŎƘ ƘŀǾŜ ōŜŜƴ ŎǊŜŀǘŜŘ ōȅ ǘƘŜ ŀŘǾŜǊǘƛǎŜǊǎ ŀƴŘ ƘŀǾŜ ƴƻ ǎŜǇŀǊŀǘŜ ƛŘŜƴǘƛǘȅΦΩ 39  
 

Fundraising schemes  
See In-school marketing. 

 
Give-aways  
See Point-of-sale marketing. 
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Immersive marketing 
Immersive marketing collapses the boundaries between content and commercial message and has 
ōŜŜƴ ŘŜŦƛƴŜŘ ŀǎ Ψŀ ŎƻƘŜǎƛve and all-encompassing experience across any channel where the 
ŎǳǎǘƻƳŜǊ ƛǎΩΦ94 
 

In-game advertising 
Ψ¢ƘŜ ǳǎŜ ƻŦ ŎƻƳǇǳǘŜǊ ŀƴŘ ǾƛŘŜƻ ƎŀƳŜǎ ŀǎ ŀ ƳŜŘƛǳƳ ƛƴ ǿƘƛŎƘ ǘƻ ŘŜƭƛǾŜǊ ŀŘǾŜǊǘƛǎƛƴƎΦΩ 95 (See also 
Advergames.) 
 

In-kind sponsorship  
See In-school marketing. 

 
In-school marketing 
ΨLƴŎƭǳŘŜǎ ǘƘŜ ǳǎŜ ƻŦ ǘǊŀŘŜ ƴŀƳŜǎΣ ƭƻƎƻǎΣ ǎƛƎƴǎΣ ŘƛǎǇƭŀȅǎΣ ƻǊ ƻǘƘŜǊ ōǊŀƴŘŜŘ ƳŀǘŜǊƛŀƭǎ ƛƴ ƻǊ ŀǊƻǳƴŘ 
school cafeterias, vending machines, or gymnasiums; at school events, youth athletic events, athletic 
fields or areas; and on school buses or closed-ŎƛǊŎǳƛǘ ǘŜƭŜǾƛǎƛƻƴ ŎƘŀƴƴŜƭǎΦΩ 96 Activities classed as in-
school marketing include: 
 

Financial sponsorship  
²ƘŜǊŜ ΨǎǇƻƴǎƻǊǎ ǇǊƻǾƛŘŜ ǘƘŜ ǎŎƘƻƻƭ ǿƛǘƘ ŎŀǎƘ ǊŜǎƻǳǊŎŜǎ ǘƻ ƳŜŜǘ ŀ ǎǘŀǘŜŘ ŀƛƳΦ CƻǊ ŜȄŀƳǇƭŜΣ 
schools might hold open days or school discos and 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 
ǇǊƻƎǊŀƳƳŜ ƻǊ ōŀƴƴŜǊΦΩ 97 
 
Fundraising schemes 
No formal definition found. It is understood to be commercially-supported 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 
¢Ƙƛǎ ΨƳƛƎƘǘ ƛƴŎƭǳŘŜ ǘƘŜ ŘƛǊŜŎǘ ǇǊƻǾƛǎƛƻƴ ƻŦ ǊŜǎƻǳǊŎŜǎ ǿƘŜǊŜ ŀ ŎƻƳǇŀƴȅ ƳƛƎƘt provide 
educational materials, such as free software, books or posters. Prizes at events would also be 
classed as in-kind sponsorship, where the company is able to advertise their product or 
ǎŜǊǾƛŎŜǎ ŀǘ ǘƘŜ ŜǾŜƴǘΦΩ 97  
 
Promotions and collection schemes 
Loyalty schemes and reward schemesΥ Ψ/ƻƴǎǳƳŜǊǎ ŎƻƭƭŜŎǘ ǇƻƛƴǘǎΤ ƛƴ ǎƻƳŜ ŎŀǎŜǎ ǎŎƘƻƻƭǎ 
provide points for choosing healthy lunch options. Pupils and young people can then exchange 
them for goods and products that ŀǊŜ ǇŀǊǘ ƻŦ ǘƘŜ ǎŎƘŜƳŜΦΩ 97  
 
Voucher schemesΥ Ψ/ƻƴǎǳƳŜǊǎ ŎƻƭƭŜŎǘ ǾƻǳŎƘŜǊǎ ōȅ ǇǳǊŎƘŀǎƛƴƎ ŀ ŎƻƳǇŀƴȅΩǎ ǇǊƻŘǳŎǘΦ {ŎƘƻƻƭǎ 
Ŏŀƴ ǘƘŜƴ ŜȄŎƘŀƴƎŜ ǘƘŜ ǾƻǳŎƘŜǊǎ ŦƻǊ ƛǘŜƳǎ ǎǳŎƘ ŀǎ ōƻƻƪǎΣ ŎƻƳǇǳǘŜǊǎ ƻǊ ƻǘƘŜǊ ǊŜǎƻǳǊŎŜǎΦΩ 97  
 
Tasting schemes 
No formal definition found. It is understood to be arrangements between schools and food 
companies to run product-tasting sessions with pupils in school premises. It may involve 
rewards in kind to the school and/or pupils. 
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Integrated marketing 
Ψ! ǇƭŀƴƴƛƴƎ ǇǊƻŎŜǎǎ ŘŜǎƛƎƴŜŘ ǘƻ ŜƴǎǳǊŜ ǘƘŀǘ ŀƭƭ ǇǊƻƳƻǘƛƻƴŀƭ ŀŎǘƛǾƛǘƛŜǎΣ ƛƴŎƭǳŘƛƴƎ ƳŜŘƛŀ ŀŘǾŜǊǘƛǎƛƴƎΣ 
direct mail, sales promotion, and public relations, produce a unified, customer-focused promotion 
messŀƎŜ ǘƘŀǘ ƛǎ ǊŜƭŜǾŀƴǘ ǘƻ ŀ ŎǳǎǘƻƳŜǊ ŀƴŘ ŎƻƴǎƛǎǘŜƴǘ ƻǾŜǊ ǘƛƳŜΦΩ98 
 

Labelling  
See Point-of-sale marketing. 

 
Licensed characters 
Ψ¢ƘƻǎŜ ŎƘŀǊŀŎǘŜǊǎ ǘƘŀǘ ŀǊŜ ōƻǊǊƻǿŜŘ ŜǉǳƛǘƛŜǎ ŀƴŘ ƘŀǾŜ ƴƻ ƘƛǎǘƻǊƛŎŀƭ ŀǎǎƻŎƛŀǘƛƻƴ ǿƛǘƘ ǘƘŜ ǇǊƻŘǳŎǘΦΩ 99 

Their use includes licensing onto packaging, cross-promotions and toy co-branding.100 
 

Loyalty schemes  
See In-school marketing. 

 
Marketing communications 
Ψ¢ƘŜ ǘŜǊƳ άƳŀǊƪŜǘƛƴƎ ŎƻƳƳǳƴƛŎŀǘƛƻƴέ ƛƴŎƭǳŘŜǎ ŀŘǾŜǊǘƛǎƛƴƎ ŀǎ ǿŜƭƭ ŀǎ ƻǘƘŜǊ ǘŜŎƘƴƛǉǳŜǎΣ ǎǳŎƘ ŀǎ 
promotions, sponsorships, and direct marketing, and should be interpreted broadly to mean any 
form of communication produced directly by or on behalf of marketers intended primarily to 
ǇǊƻƳƻǘŜ ǇǊƻŘǳŎǘǎ ƻǊ ǘƻ ƛƴŦƭǳŜƴŎŜ ŎƻƴǎǳƳŜǊ ōŜƘŀǾƛƻǳǊΦΩ101 
 

MMS marketing  
See Mobile marketing. 

 
Mobile marketing  
Ψ¢ƘŜ ǳǎŜ ƻŦ ǿƛǊŜƭŜǎǎ ƳŜŘƛŀ ŀǎ ŀƴ ƛƴǘŜƎǊŀǘŜŘ ŎƻƴǘŜƴǘ ŘŜƭƛǾŜǊȅ ŀƴŘ ŘƛǊŜŎǘ ǊŜǎǇƻƴǎŜ ǾŜƘƛŎƭŜ ǿƛǘƘƛƴ ŀ 
cross media or stand-ŀƭƻƴŜ ƳŀǊƪŜǘƛƴƎ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ǇǊƻƎǊŀƳƳŜΦΩ 102 Specific techniques defined 
by EASA103 are: 
 

MMS marketing  
Stands for Multimedia Messaging Service. Ψ! standard 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 
networks along with other messaging systems like SMS, Mobile Instant Messaging and Mobile 
E-ƳŀƛƭΦΩ 
 
ΨvǳƛŎƪ ǊŜǎǇƻƴǎŜΩ όvwύ ƳŀǊƪŜǘƛƴƎ ǘƻƻƭ  
Ψvw όǉǳƛŎƪ ǊŜǎǇƻƴǎŜύ ŎƻŘŜǎ ƭƛƴƪ ŎƻƴǎǳƳŜǊǎ ŘƛǊŜŎǘƭȅ ǘƻ ƳƻōƛƭŜ ǎƛǘŜǎ ǿƘŜƴ ǎŎŀƴƴŜŘ ōȅ ŀ ƘŀƴŘǎŜǘΩǎ 
camera. Once consumers download the 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 
ǊŀƴƎŜ ƻŦ ƳƻōƛƭŜ ŎƻƴǘŜƴǘ ƛƴŎƭǳŘƛƴƎ ŘƻǿƴƭƻŀŘǎΣ ŦƛƭƳǎ ŀƴŘ ǊƛƴƎǘƻƴŜǎΦΩ104 
 
SMS marketing  
Short message service (SMS) is a standard for a telephony messaging system that allows for 
sending text messages.  

 

Outdoor advertising 
ΨtƻǎǘŜǊǎ ŀƴŘ ƻǘƘŜǊ ǇǊƻƳƻǘƛƻƴŀƭ ƳŀǘŜǊƛŀƭ ƛƴ ǇǳōƭƛŎ ǇƭŀŎŜǎΦΩ 105  This includes moving and non-moving 
images, on both static and mobile displays (e.g. billboards and buses). 
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Packaging  
See Point-of-sale marketing. 
 

Peer to peer (P2P) marketing 
Ψ¢ŜŎƘƴƛǉǳŜ ƻŦ ŜƴŎƻǳǊŀƎƛƴƎ ŎǳǎǘƻƳŜǊǎ ǘƻ ǇǊƻƳƻǘŜ ȅƻǳǊ ǇǊƻŘǳŎǘ ǘƻ ƻƴŜ ŀƴƻǘƘŜǊΣ ǇŀǊǘƛŎǳƭŀǊƭȅ ƻƴ ǘƘŜ 
internet. An example might be a website that offers users a discount on products in return for 
ǊŜŎǊǳƛǘƛƴƎ ƴŜǿ ŎǳǎǘƻƳŜǊǎ ŦƻǊ ǘƘŜ ǎƛǘŜΦΩ 92 (See also Word-of-mouth marketing and Buzz marketing.) 
 

Point-of-sale marketing 
Ψtƻƛƴǘ ƻŦ ǎŀƭŜ όth{ύΥ ¢ƘŜ ƭƻŎŀǘƛƻƴΣ ǳǎǳŀƭƭȅ ǿƛǘhin a retail outlet, where the customer decides whether 
ǘƻ ƳŀƪŜ ŀ ǇǳǊŎƘŀǎŜΦΩ 92 It is understood to include: sales promotions via shelf ticketing, product 
display, positioning in store, bins and sampling. Also known as in-ǎǘƻǊŜ ƳŀǊƪŜǘƛƴƎΦ ΨLƴ-store 
marketing includes advertising displays, and promotions at a retail site, including the offering of free 
ǎŀƳǇƭŜǎ ŀƴŘ ŀƭƭƻǿŀƴŎŜǎ ǇŀƛŘ ǘƻ ŦŀŎƛƭƛǘŀǘŜ ǎƘŜƭŦ ǇƭŀŎŜƳŜƴǘ ƻǊ ƳŜǊŎƘŀƴŘƛǎŜ ŘƛǎǇƭŀȅǎΦΩ 96 POS marketing 
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. 

 

Give-aways 
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 purchase 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 on-pack promotions and claims. 

 

Premium offers  
See Point-of-sale marketing. 
 

Product labelling  
See Point-of-sale marketing. 
 

Product packaging  
See Point-of-sale marketing.  
 

Product placement 
Ψ¢ƘŜ ƛƴŎƭǳǎƛƻƴ ƻŦΣ ƻǊ ŀ ǊŜŦŜǊŜƴŎŜ ǘƻΣ ŀ ǇǊƻŘǳŎǘ ƻǊ ǎŜǊǾƛŎŜ ǿƛǘƘƛƴ ŀ ǇǊƻƎǊŀƳƳŜ ƛƴ ǊŜǘǳǊƴ ŦƻǊ ǇŀȅƳŜƴǘ 
or other valuable consideration to the programme maker or broadcaster (or any representative or 
ŀǎǎƻŎƛŀǘŜ ƻŦ ŜƛǘƘŜǊύΦΩ 106 
 

Promotions and collection schemes  
See In-school marketing. 
 

Quick response (QR) marketing tool  
See Mobile marketing. 
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Reward schemes  
See In-school marketing. 

 
Sales promotions 
Ψ!ƴ ƛƴŎŜƴǘƛǾŜ ŦƻǊ ǘƘŜ ŎƻƴǎǳƳŜǊ ǘƻ ōǳȅ ōȅ ǳǎƛƴƎ ŀ ǊŀƴƎŜ ƻŦ ŀŘŘŜŘ ŘƛǊŜŎǘ ƻǊ ƛƴŘƛǊŜŎǘ ōŜƴŜŦƛǘǎΣ ǳǎǳŀƭƭȅ 
ƻƴ ŀ ǘŜƳǇƻǊŀǊȅ ōŀǎƛǎΣ ǘƻ ƳŀƪŜ ǘƘŜ ǇǊƻŘǳŎǘ ƳƻǊŜ ŀǘǘǊŀŎǘƛǾŜΦ Lǘ ƛƴŎƭǳŘŜǎΥ ƛƴǎǘŀƴǘ ǿƛƴǎΣ Ψǘǿƻ ŦƻǊ ǘƘŜ 
ǇǊƛŎŜ ƻŦ ƻƴŜΩ ƻŦŦŜǊǎΣ ƳƻƴŜȅ-off offers, text-to-win offers, instant wins, competitions and prize 
ŘǊŀǿǎΦΩ40    

 

SMS marketing  
See Mobile marketing. 

 
Social media 
{ƻŎƛŀƭ ƳŜŘƛŀ ƛƴ ŀ ŎƻƳƳŜǊŎƛŀƭ ǎŜƴǎŜ ƛǎ ΨǘƘŜ ŎǊŜŀǘƛƻƴ ƻŦ ǳǎŜŦǳƭΣ ǾŀƭǳŀōƭŜ ŀƴŘ ǊŜƭŜǾŀƴǘ Ŏƻƴǘent and 
applications by brands, or by consumers with specific reference to brands, that can be shared online, 
ŦŀŎƛƭƛǘŀǘŜŘ ōȅ ǿŜō нΦл ǘŜŎƘƴƻƭƻƎȅΦΩ 40  
 

Sponsorship 
! ΨǎǇŜŎƛŀƭƛǎŜŘ ŦƻǊƳ ƻŦ ǎŀƭŜǎ ǇǊƻƳƻǘƛƻƴ ǿƘŜǊŜ ŀ company will help fund an event or support a 
ōǳǎƛƴŜǎǎ ǾŜƴǘǳǊŜ ƛƴ ǊŜǘǳǊƴ ŦƻǊ ǇǳōƭƛŎƛǘȅΦΩ 107 Sponsorship might include cultural, social, sporting or 
business events. 
 

Sports sponsorship 
No formal definition found. Sports sponsorship is understood to mean a form of 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, naming rights, advertisements, or exclusive, discounted or free provision of the 
ǎǇƻƴǎƻǊƛƴƎ ŎƻƳǇŀƴȅΩǎ ǇǊƻŘǳŎǘǎΦ  
 

Tasting schemes  
See In-school marketing. 

 
User-generated marketing 
ΨaŀǊƪŜǘƛƴƎ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎΣ ƛƴŎƭǳŘƛƴƎ ŀŘǾŜǊǘƛǎŜƳŜƴǘǎ ƎŜƴŜǊŀǘŜŘ ōȅ ǘƘƛǊŘ ǇŀǊǘƛŜs, often in response 
to competitions run by brand owners, and which are communicated by the brand owners and/or via 
ǎƻŎƛŀƭ ƴŜǘǿƻǊƪǎΦΩ 20  
 

Viral advertising  
Ψ!ƴ ŜƳŀƛƭΣ ǘŜȄǘ ƻǊ ƻǘƘŜǊ ƴƻƴ-broadcast marketing communication designed 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 implicit, 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 campaignΦΩ 93  

 

Viral marketing  
Any advertising that propagates itself. In a digital media context it can be defined as a marketing 
technique that seeks to use pre-existing social networks to produce increases in brand awareness.103  
 

Voucher schemes  
See In-school marketing. 
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Word-of-mouth marketing 
Ψ²ƻǊŘ-of-mouth marketing occurs when companies provide financial or product incentives to non-
ŜƳǇƭƻȅŜŜǎ ǘƻ ŜƴŎƻǳǊŀƎŜ ǘƘŜƳ ǘƻ ǇǊƻƳƻǘŜ ŀ ŦƻƻŘ ƻǊ ōǊŀƴŘ ǘƻ ƻǘƘŜǊ ŎƻƴǎǳƳŜǊǎΦΩ 96 (See also Buzz 
marketing and Peer to peer marketing.) 
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Acronyms  
 
ACMA  Australian Communications and Media Authority 

ACS   Aquaculture Stewardship Council 

AHA  American Heart Association 

ASA   Advertising Standards Authority 

ASI  Accreditation Services International 

ATVOD  Authority for Television on Demand 

AVMS  Audio Visual Media Services 

BARB  .ǊƻŀŘŎŀǎǘŜǊǎΩ !ǳŘƛŜƴŎŜ wŜǎŜŀǊŎƘ .ƻŀǊŘ 

BCAP  Broadcast Committee of Advertising Practice  

BHF  British Heart Foundation 

BRC  British Retail Consortium 

CAP  Committee of Advertising Practice 

CB  Certification body 

CBBB  Council of Better Business Bureaus (US) 

CCFBAI  /ŀƴŀŘƛŀƴ /ƘƛƭŘǊŜƴΩǎ CƻƻŘ ŀƴŘ .ŜǾŜǊŀƎŜ !ŘǾŜǊǘƛǎƛƴƎ LƴƛǘƛŀǘƛǾŜ  

CFAC  Coalition on Food Advertising to Children (Australia) 

CFAI  Canadian Food Inspection Agency 

CFBAI  /ƘƛƭŘǊŜƴΩǎ CƻƻŘ ŀƴŘ .ŜǾŜǊŀƎŜ !ŘǾŜǊǘƛǎƛƴƎ LƴƛǘƛŀǘƛǾŜ ό¦{ύ 

CFC  /ƘƛƭŘǊŜƴΩǎ CƻƻŘ /ŀƳǇŀƛƎƴ ό{ǳǎǘŀƛƴύ 

CGCSA   Consumer Goods Council of South Africa 

CHECK  /ƘƛƭŘǊŜƴΩǎ 9ǘƘƛŎŀƭ /ƻƳƳǳƴƛŎŀǘƛƻƴ Yƛǘ ό!ŘǾŜǊǘƛǎƛƴƎ !ǎǎƻŎƛŀǘƛƻƴύ 

CI  Consumers International  

CIAA  Confederation of the Food and Drink Industries of the EU 

COPPA  /ƘƛƭŘǊŜƴΩǎ hƴƭƛƴŜ tǊƛǾŀŎȅ tǊƻǘŜŎǘƛƻƴ !Ŏǘ  

CSPI  Centre for Science in the Public Interest 

CSR  Corporate social responsibility 

DCMS  Department for Culture, Media and Sport 

DCSF  Department for Children, Schools and Families (now the Department for Education) 

DH   Department of Health 

DMA  Direct Marketing Association 

DV  Daily Value 

EACA  European Association of Communications Agencies 

EASA  European Advertising Standards Alliance 
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EC  European Commission 

EHN  European Heart Network 

ESOMAR European Society for Opinion and Marketing Research 

EU  European Union 

FA  Football Association 

FAO  Food and Agriculture Organization 

FDF  Food and Drink Federation 

FSA  Food Standards Agency 

FTC  Federal Trade Commission (US) 

HFCS  High-fructose corn syrup  

HFSS  High fat, sugar and/or salt 

IAB  Internet Advertising Bureau 

IASO  International Association for the Study of Obesity 

IBLF  International Business Leaders Forum 

ICBA  International Council of Beverages Associations 

ICC  International Chamber of Commerce  

IFBA  International Food and Beverage Alliance 

IOTF  International Obesity Task Force 

ISBA  Incorporated Society of British Advertisers 

ISM   Institute for Social Marketing 

ISO  International Organization for Standardization  

LIMA  International [ƛŎŜƴǎƛƴƎ LƴŘǳǎǘǊȅ aŜǊŎƘŀƴŘƛǎŜǊǎΩ !ǎǎƻŎƛŀǘƛƻƴ 

MRS   Market Research Society 

MSC  Marine Stewardship Council 

NCB  bŀǘƛƻƴŀƭ /ƘƛƭŘǊŜƴΩǎ .ǳǊŜŀǳ 

NCC  National Consumer Council 

NGO  Non-governmental organisation 

NHF  National Heart Forum 

NPM  Nutrient Profiling Model 

Ofcom  Office of Communications 

Ofsted  Office for Standards in Education 

OFT   Office of Fair Trading 

ONS  Office for National Statistics 

PAOS  Publicidad, Actividad, Obesidad y Salud (Spain) 

PolMark Policies on Marketing to Children Project 

PSB  Public service broadcaster  
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RAC  Responsible Advertising and Children 

RACC  Radio Advertising Clearance Centre 

SRO  Self-regulatory organisation 

TVR  Television rating  

UAE  United Arab Emirates 

UN  United Nations 

UNESDA Union of European Soft Drinks Associations (formerly the Union of European 
Beverage Associations) 

USDA  United States Department of Agriculture  

WARC  World Advertising Research Center  

WFA  World Federation of Advertisers  

WHO  World Health Organization 

WTO  World Trade Organization 

WWF  World Wide Fund for Nature 
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