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Comparison: 10 years ago...
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7,

\

Quebec Consumer
Protection Act —
bans all M2K (1980)

. Regulation in place

Regulation under discussion

Norway bans all ads
in and around

children’s programs
(1992)

UK OfCom
restrictions ban

HFSS ads to U16
on TV (2006) >‘i

South Africa draft
regulation banning
HFSS ads to U16
(2007)

With the exception of UK and South Africa, the focus of regulators
was on protecting children from commercial exploitation — not
public health concerns. Restrictions were focused primarily on TV.

Sweden Radio & TV
Act bans all ads to
U12 (1990)




S years ago...

Norway bans all ads
in and around

children’s programs
(1992)

UK OfCom
restrictions ban
HFSS ads to U16
// on TV (2006) ~ ';
/

Quebec Consumer
Protection Act —
bans all M2K (1980)

Sweden Radio & TV
Act bans all ads to
U12 (1990)

South Korea
HFSS M2K ban

» applieson TV
; (2010)

\\‘*

Mexico ‘HFSS’
food ad restrictions
apply on TV (2014)

‘ South Africa draft
regulation banning
HFSS ads to U16
(2007)

@ Regulation in place Focus remains on

Regulation under discussion restricting children’s
programming on TV.



Today: pressures for food
marketing restrictions
globally

Ireland MoH launched voluntary CoP
(not yet endorsed by industry)

EU28: AVMSD transposition
2019-2020: Member States to
consider HFSS ad restrictions ?

Norway bans all ads
in and around

children’s programs
1992

HFSS ads to U16. Gov.
plans for 9 PM watershed.

Canada $-228 to ban

Quebec Consumer France M2K banned
Protection Act bans all on public TV
M2K (1980)

UK CAP/BCAP ban on

HFSS food ads to U13 Spain MoH wants PAQS
- still no Senate to ban HFSS ads to U16
concurrence L\ o
Portugal HFSS ad ban (U16) ;7
comes into force June “19 (?)
Mexico ‘HFSS’ food Albania to
ad restrictions to U12 Colombia proposal ban SSB ads
for HFSS M2K ban to U18
Guatemala HFSS M2K U18 ban and and FOP octagons
Egﬁgﬁggnc:gzg[oposed, based on Bolivia proposal for Israel MoH

Ecuador Characters banned
on HFSS packs

—

FOP octagons

Peru HFSS ad
restrictions to
U16, octagons
FOP andin

ads, Chile NC

Uruguay FOP

. Regulation in place

Regulation under discussion

for HFSS restric

Chile Ban on HFSS M2K

U14, octagons FOP and

and FOP octagon

HFSS M2K ban and

Argentina Proposal
for HFSS ban to U14

assessing need
for HFSS M2K
ban

octagons and PAHO
NP adopted. Proposal

tions | gouth Africa DoH

drafting regulation
on HFSS M2K
restrictions

s

Sweden Radio & TV
Act bans all ads to

U12 (1990)

Germany Regional
ministers called for HFSS
ad ban

Poland Parl. Petition
Committee calls for M2K
ban

Bulgaria Draft Food

Act bans HFSS M2K HFSS ad watershed

Romania Draft bill bans promotions
in schools and high schools

Turkey TV & Radio
board M2K
regulation (WHO
EURO NP)

India FSSAI
recommends
HFSS M2K ban

Malaysia Govt

ve

Russia TV watershed of
HFSS M2K proposed

Kazakhstan: Proposal for 10 PM

South Korea
HFSS M2K ban
applieson TV

to children on TV

Taiwan Ban on junk food ads

Philippines SSB TV
watershed
proposed

Indonesia debate

proposal to on fooq ad
regulate HFSS regulation
M2K based on
WHO NP

Singapore

Gov. consults

on SSB ad ban Australia Senate

recommended
HFSS ad ban to U16.

New Zealand New
government more favourable
to HFSS ad restrictions. MoH
led obesity inquiry



M2K bans applicable to toy ads

Only Quebec has a complete ban on
marketing to kids that applies on all
media. However, several markets have
similar rules for children’s programs on

TV.

Quebec: Consumer
Protection Act bans all
M2K U13 (1980)

Sweden’s Radio & TV Act
bans all ads to U12 (1990)

b~

Norway bans all ads in
and around children’s
programs (1992)

Denmark allows ads to
children only during
certain time slots

Belgium bans all ads in
and around kids’
programmes

France bans all ads
during children’s
programmes on public

UK and Ireland:
Mandatory price
indication for toys >30£
(UK) >30€ (IE) in ads

Greece bans toy
advertising on
television between 7am
and 10pm

@ Complete ban on M2K

. Ban applies to children’s programmes (TV)

. Regulation under discussion

@ No M2k bans

China: Children U10
cannot be used as
endorsers




Licensed characters

Most countries ban licensed characters as a marketing
technique to promote HFSS products to children (or in
Spain, all food and beverage products). In France, Italy,
Sweden and Denmark the use of cartoons are restricted
also beyond HFSS ads.

Canada: No promotion

of products via

celebrities or licensed

characters

Ecuador: No licensed
characters on FOP of
‘HFSS’ products

—

Peru: No features
appealing to >16s in
‘HFSS’ food ads

Chile: No licensed
characters in ‘HFSS’ food
ads, incl. FOP & POS

N -

£Z

—

. Regulation in place
. Regulation under discussion

. No regulatory activity

Denmark: No children’s
programmes characters
in ads aimed at U14s

Sweden: No licensed characters in

UK: No licensed characters
in HFSS ads aimed at
children U6

Ireland: No licensed
characters with ‘HFSS’ foods

adverts for U12s

NL: Self-regulatory restrictions on
use of licensed characters in ads, on

to U18s (TV)
A ~

pack and POS for HFSS products

France: No licensed
characters in ads around
children’s programmes
(not just HFSS ads)

!

LA
o
Se-

')

?tcv

Spain: No licensed
characters famous with
children in food ads

Italy: No adverts with
cartoon characters
before, after and
during children’s
programme in which
they are featured




. Regulation in place
TOVS/giftS & HFSS . Regulation under discussion

. No regulatory activity

Only Chile bans the practice of giving toys as part of
HFSS product, but Turkey may be following suit with
strict language on ‘gifts’. Other countries (Peru, Norway,
South Korea and Taiwan) restricts the way HFSS is
marketed using toys. Proposals pending in Mexico,
Guatemala, Uruguay and Malaysia,‘

K

Norway: Code bans to children
of ‘HFSS’ food, incl. use of toys

-

South Korea: No advertising of
non-food items, incl. toys, as
give-away with HFSS foods

Taiwan: No ‘HFSS’ advertising in
'\ children’s programming, incl.
2 using toys as gifts

Turkey: new
advertising law

v Guatemala: proposed
— Z Senate decree would ban

bans marketing
techniques,

“such as gifts”,
to market HFSS

s use of toys to market
::Irce;)::;dss :gts(-);/lgal(sban HFSS products to children
to U18, including ban on
use of toys

' Malaysia: MoH draft
regulation banning HFSS
ads directed to children,
incl. ads featuring toys

%

Peru toys can be given as
part of HFSS products but
cannot be shown in ads or on
pack

Singapore code bans toys used

Uruguay: Proposal as premiums to market HFSS

to ban gifts,
competitions and
games to promote

HFSS products @

Chile bans use of toys to
promote HFSS products to
children



http://www.mfu.as/44549-Retningslinjer-for-markedsforing-oppdatert-1-9-2016
https://republica.gt/wp-content/uploads/2018/10/ley-de-promoci%C3%B3n-de-alimentaci%C3%B3n-saludable.pdf
https://asas.org.sg/Portals/0/Images/ASAS/news/Children_Code/Final%20ASAS%20Advisory%20on%20Children_s%20Code%20for%20Advertising%20Food%20and%20Beverage%20_01082016_.pdf?ver=2016-08-22-114140-553

Voluntary food marketing pledges cover 55 markets

Norway Code on | EU Pledge, 2007, 22 pygsjan Pledge

Denmark Code on food M2K, 2013, members (28 MS} | 12010, 9 members

food M2K, 2008, applies to all
applies to all
- 3 Singapore,
ganada C:cljldretr? s Fﬂoig:q NL FNLI code, Code on food
everage Advertising Initiative, P M2K, 2015
CAl, 2007, 18 members 2015, applies to all Poland Broadca§ters Thai Pledge,
Belgian Pledge, Code, 2015, applies to 2008, 6
all members

2012, 56 members
US Children’s Food and
Beverage Advertising

Romania Ethical code

Swiss Pledge, on food M2K, 2009, Indian

Initiative (CFBAI), 2006, 2011, 14 members anolies to all Pledge, 2011,
18 members . 9 members
Children’s Confection Portugal Food Industry Bulgaria Pledge,
Advertising Initiative Comrgntment, 2010, 26 = 7 reflects EU Pledge China Pledge
CCBAI), 2016, 12 members ungarian discussions
gnembe)rs Caribb led Pledge, 2012, Greek Pledge stalled
aribbean pledge | .,  1ors | under discussion
under discussion Turkish |
Mexico “Commitment to . Cypriot Pledge Pledge, 2011 Malaysian
. Colombian edge, ,
» i i Pledge, 2013,
ﬁ:;‘lﬁggrgf Mexicans”, Guatemalan pledge Pledge, 2016, under discussion |11 members 10 mgmbers
under discussion 20 members Israeli Pledge
. Peruvian Pledge, under discussion " Philippines
Pledge in place 2011 18 membgers Paraguay pledge Is,?eudd'e 2018 Pledge,
under discussion GCCFood | g me?nl;ers 1 2013, 10
ntron aritent in development Brazil - Public and members
P Commitment on Food Beverage
. ) Advertising to South Africa Pledge Australia New Zealand
Pledge under discussion Children, 2016, 10 Pledge 2009, 2010, 9 RCMI, 16 Children’s
- members 24 members members (6|| members, advertising
Argentine markets) QSRI, 7 Code 2017, @
Pledge, 2018, members applies to all

13 members 2009



Past decade has seen constant calls to reduce children’s HFSS ad
exposure — but also recognized a role for industry

2007

EU calls for industry
action as part of
nutrition strategy and
AVMS framework

( EC Strategy on
nutrition,
overweight and
obesity-related
health issues

EU Audiovisual
Media Services
Directive

2010

WHO addresses
impact of
marketing:
exposure and power

~N

&), World Health
2 Organization

WHO recommendations
on the marketing of
foods to children

J

\_ J

2014

EU childhood obesity
strategy sets priority to

limit children’s exposure
to HFSS ads

4 )

EU Action Plan on
Childhood Obesity
2014-2020

- J

2018

UN and EU support
industry SR to reduce
children’s HFSS ad
exposure

4 )

- UN Political
( declaration on the
!ﬂ g¥ Prevention and
Control of NCDs
Revised AVMSD

(“effectively
reduce the
exposure”) +

\ extends to VSFy




... but language is getting more and more critical towards SR

XY World Health

\f'?%' Y Organization
/su HEFnElIpoe \
WHO EURO monitoring tool for MS to GlOb.al benchma.rking study (Boyland’
measure children’s online exposure to ads Potvin-Kent, Swinburn...) on children’s
for unhealthy products (alcohol, tobacco, exposure to HFSS TV ads across 22
HFSS). Claims the programmatic countries concluded:
ecosystem “leaves brands unable to . s
comply with their own voluntary codes of ‘ HFSS. (WHO EURO) was pr.omOte.d
\conduct such as the EU Pledge” ) four times more than healthier options
- and this rate was 35% higher during
C G e e e s “Digital marketing happens children’s peak viewing hours
h twh
S e e « Industry codes and other regulatory
are-and we can’t seeit. We need arrangements have been ineffective in
...... e to find away to get access to the .
l experience children are having.” reducmg exposures

e, Univeretyof the g « Of all ads using “promotional
DrMark Grindle, University of the Highlands
and Islands, United Kingdom CharacterS” 73% were fOI‘ HFSS @



http://www.euro.who.int/__data/assets/pdf_file/0008/396764/Online-version_Digital-Mktg_March2019.pdf?ua=1
https://onlinelibrary.wiley.com/doi/epdf/10.1111/obr.12840

More coming up

") World Health
%7 Organization

WHO guidance on effective policy
measures to support Member States in
developing an enabling food environment
to promote healthy diets and good
nutrition - including M2K.

WHO Nutrition Guidance Expert Advisory
Group (NUGAG) calls for evidence (M2K
and labelling) closed in April.

MZ2K restrictions becoming “Best

Ecorys study (commissioned by EC DG

SANTE) on children’s exposure to HFSS F&B
marketing.

Two age groups will be analyzed: U12 and 12-
18.

Focus on online advertising:
1. online survey of users in 9 MS
2. interviews with advertisers

3. online monitoring via passive metering,
online captures of food advertisements,
and avatar studies in 3 MS

What impact on AVMSD transposition
and/or new EC?




WHO timeline: HFSS marketing & kids

WHO EURO releases nutrient profile model to restrict M2K (2015)

WHO PAHO releases new nutrient profile model to restrict M2K (Feb 2016)
WHO EMRO releases policy statement that calls for M2K restrictions to curb
sugar intake (April 2016)

WHO EURO publishes new NCD Action Plan (Sep 2016)

WHO EURO releases report that calls for urgent action to protect children from

digital food marketing (Nov 2016)

WHO WPRO releases nutrient profile model based on WHO EURO criteria (Dec Coming soon:
2016) WHO global report
WHO SEARO releases new nutrient profile model (Dec 2016) on Nutrient

WHO EURO launched monitoring tool to help MS measure HFSS M2K on TV and Profiling

online (March 2017)

WHO EURO released evaluation report of 2010 recommendations on food and
beverage M2K (2018)

WHO EURO launched monitoring tool for MS to measure children’s online
exposure to ads for unhealthy products (alcohol, tobacco, HFSS) (April 2019)
WHO WPRO launched Draft Regional Action Framework on Protecting Children
from the Harmful Impact of Food Marketing (2019)



http://www.euro.who.int/en/health-topics/disease-prevention/nutrition/publications/2015/who-regional-office-for-europe-nutrient-profile-model-2015
http://iris.paho.org/xmlui/bitstream/handle/123456789/18621/9789275118733_eng.pdf?sequence=9
http://www.emro.who.int/nutrition/strategy/policy-statement-and-recommended-actions-for-lowering-sugar-intake-and-reducing-prevalence-of-type-2-diabetes-and-obesity-in-the-eastern-mediterranean-region.html?mc_cid=44b6040843&mc_eid=2c0130a5f1
http://www.euro.who.int/__data/assets/pdf_file/0011/315398/66wd11e_NCDActionPlan_160522.pdf?ua=1&mc_cid=483faa49b7&mc_eid=2c0130a5f1
http://www.euro.who.int/en/media-centre/sections/press-releases/2016/11/new-whoeurope-report-calls-for-urgent-action-to-protect-children-from-digital-marketing-of-food?mc_cid=abedc4548c&mc_eid=2c0130a5f1
http://iris.wpro.who.int/bitstream/handle/10665.1/13525/9789290617853-eng.pdf?ua=1
http://apps.who.int/iris/bitstream/10665/253459/1/9789290225447-eng.pdf
http://www.euro.who.int/en/health-topics/disease-prevention/nutrition/publications/2017/monitoring-food-and-beverage-marketing-to-children-via-television-and-the-internet-2017
http://www.euro.who.int/__data/assets/pdf_file/0003/384015/food-marketing-kids-eng.pdf
http://www.euro.who.int/__data/assets/pdf_file/0008/396764/Online-version_Digital-Mktg_March2019.pdf?ua=1
https://apps.who.int/iris/bitstream/handle/10665/260040/WPR-RC068-Res03-2017-en.pdf

OECD: Economics of Prevention programme

2015: Expert Group on the Economics of Prevention mandated
secretariat to collect the evidence on the effectiveness of various
public health interventions in tackling obesity, and to discuss policy
priorities for the next biennium.

Document “Tackling obesity, unhealthy diets and physical inactivity”
summarises the latest evidence on food and menu labelling;
prescribing physical activity in the primary care; smartphone
applications promoting physical activity; mass media campaigns
promoting physical activity; restrictions on food and beverage
advertising targeting children.

Making the case for marketing restrictions, the paper refers to
Boyland’s systematic review and meta-analysis (2016), and Kelly, B.,
J. C. Halford, et al. study on TV advertising and children (2010) to
show a causal link between ad bans and reduction in calorie intake.

The OECD is recommending similar measures as the WHO when it
comes to tackling obesity: regulatory and fiscal policies, as well as ~ More than one in two adults and nearly one

. . . . . . - in six children are overweight or obese in
communication policies (incl. marketing restrictions). OECD countries, according to the 2017
$ —®

obesity update.

Obesity Update 2017



https://www.ncbi.nlm.nih.gov/pubmed/26791177
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC2920955/
http://www.oecd.org/health/health-systems/Obesity-Update-2017.pdf
http://www.oecd.org/health/health-systems/Obesity-Update-2017.pdf
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unicef

Children’s Rights and Business in a Digital World €s)

Children and Digital Marketing:
Rights, risks and opportunities

» Series of discussion papers that explore relationship between children’s rights,
business and the Internet

» Papers published to date include Children and Digital Marketing: Rights, Risks
and Opportunities



Children and Digital Marketing: Industry Toolkit

Contents

Ky dossions.
Introduction o the twolkit ..
Pt 1. Means ol advertisin (timing, plaseesies,
Aarisars and wanising agansas

[ R

P s o it

santest.form

Part 2, Mihods of vectining (une of perssmeldata)

e s acisog ageves
et toch corvperdes and deiabrobers.
Fublsfrs and o etk

Means of adverti

9
(timing, placement, context, form)

and perstions. thvs mears
s e
context and form of digital marketrg.
stes and. W =
stall tmes. On sies ard

not drocted at or usad by chidran,
‘partcula core should be taken durg

reture of the eavioem

tha hours when chicren are mor ikaly
10 be online 1o avoxd acvertsing thet s

ot appeopiats for chikhien.

1y e s pson
v et 43

fuse of personal data)

e

B
e ekcarars e e St

Advertisers and advertising agencies

Ad tech companies and data brokers

Publishers and ad networks

Does your pany Digital mark g di d at children should be transparent, truthful and identified clearly Advertisars need to ensure that children are not misled
produce or procure as advertising. The use of influencers - individuals with a considerable online presence, or deceived when viewing influencer content. Advertising
digital marketing that such as thosa who create video channels that have millions of subscribers - to promote featuring influencers should always be identified as advartising
involves influencers? a product, brand or service in exchange for financial or in-kind compansation, can ba in a means that is recognizable and understandable by children
Means of advertising particularly persuasive for children Advertisers should consider images, logos or pop-up boxes to
" Recognizable faces are also influential, given that children respond strongly to familiar signal influencer ontent and should educate children about the
(tlmlng' placemﬂnt, context, forml characters from their favourite books, television series or movies, as well as celsbrities commercial underpinnings of influencer marketing. Influencers
and sports stars. with under-18 audiences should not be used for products that
are not suitable for children, are unhealthy for children, or are
harmfulfillegal for children to consume or access.
Methods of advertising
(use of personal data)
Does your company use targeted Behavioural or targeted marketing incentivizes corporate surveillance of Internet users Companies should refrain from using
and/or behavioural marketing to and consumers in order to serve individuals with tailored advertising based on their targeted or behavioural marketing to
advertise to children? web activity. This type of marketing involves the collection of both personal data and advertise to children — and should generally
non-personal data to generate a profile of the user and make inferences about their avoid profiling children for marketing
purchasing preferences. purposes. Companies should also inform

Such technigues raise numerous concems from the perspective of children's rights, mi\drar_\ of their right to Ohm to direct
For example, obtaining genuinely informed and unambiguous consent from children marketing ?"d educate children on how to
is difficult, given the obscure nature of behavioural targeting and the difficulty in protect their personal data.
‘communicating it in simple language. Even for older children, and even for parents,

there remains a power imbalance between content providers and advertisers, and the

«consumers who may not have the information or capacities to make informed decisions.

Access toolkit here.


https://www.unicef.org/csr/css/industry-toolkit-children-digital-marketing.pdf

Statutory marketing restrictions — definitions of

é G b4
children
Quebec
U13
Mexico
U12
Peru
U16
Chile
‘ u18 u14
U16

@® v

U12 / U13 / “children’s programmes”

UK
u16

Ireland
U18

France
U12

Portugal
U16

Sweden
U112

Norway
U12

h

South Korea
U18

Taiwan
U18




Definitions of ‘children’ for marketing restrictions in

the EU

Type of regulation

Pledges / codified pledges

Industry codes (qualitative rules)

Statutory
restrictions

Pressures

Explanation

Rules prohibiting the
marketing of HFSS products
to this age group. Use of
common nutrition criteria to
define HFSS.

Rules on how to advertise to this age
group. Generally no nutrition criteria
because applies to all (food) M2K.

Ex: no use of pester power, no display of
sedentary behaviour, mandatory health
messages in ads etc.

National laws and
regulations
prohibiting
marketing to this
age group.

Regulatory pressures
for increased age
thresholds

Member States

EU Pledge — U12
Netherlands — U13
Denmark — U13 (own NC)

Belgium — U12
Portugal: U12
Romania — U12

Hungary — U12

Poland (TV) — U12
Ireland (TV) — U18 (50%
audience composition
threshold)

(Norway — U13)
(Switzerland — U12)

Germany - tiered approach: U12 / 12-18
(“kinder” / “jugendliche personen™)
France — charte alimentaire 2009:

U12 (health messages)

Ireland (TV): tiered approach U13 / U15 /
uU18

Spain, food M2K (PAOS) - U13 on
“traditional media” and U15 on digital
media

Italy: U12

Netherlands, all products — U13 (minors:
U18)

Greece, all products — U14

Slovenia, HFSS, TV: U15 (public channels),
U12 (commercial channels)

UK, HFSS - U16
Portugal, HFSS —
U16

Sweden, all
products, TV- U12
Norway, all
products, TV — U12
France, all

products, public TV
channels — U12
Bulgaria, HFSS —
no definition

Spanish MoH wants
PAOS to ban HFSS
ads to U16

Ages remain lower for pledge rules but tend qualitative rules (or content rules) usually extend to the teenage space. UK and Portugal are the strictest precedents for

statutory restrictions.



FIRST SCHEDULE
and 9(1))
RED FOOD SYMBOLS

ALTO EN
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ALTO EN ALTO EN
Sopio AZUCARES SUGAR SODIUM SATURATED FAT

IN HIGH QUANTITY IN HIGH QUANTITY IN HIGH QUANTITY

2. Proliferation of different FOP
labelling schemes globally

“Chilean” FOP labelling now adopted in Uruguay,
Peru, Israel. Will colour-coding gain traction in
Mercosur, Central America?

Belgium and Spain following French example in
introducing NutriScore labelling scheme? A new MRS e e o b e 30
standard for the EU?

South Africa, Canada, India still to make up their
minds... what are the regional implications? et NUTRI-SCORE NUTRI-SCORE

0o ¢)'te @ B

NUTRI-SCORE NUTRI-SCORE

@ 06 650

Each grilled burger (94g) contains




@ Coverage of national pledges * EU Pledge common nutrition criteria (or similar) apply

@ Statutory — co-regulatory rules in place * Different common nutrition criteria apply

...and in the EU

Sweden: Ban

on advertising
Denmark: 5R to <125, 1991
Code on food
MAZK, 2008, —
applies to all W - ;:Jr:;;h Pl;dge
3 —_—
4 different NP models are used in the EU for ?DZ;FEEK‘ZT,E:“ L
: peli 1l
M2K purposes: — sl |
*  WHO EU NP used in Slovenian broadcast |css/ecar codes, (z010) poland -l soaccasers e,
code apply to all * : Eﬂ

« UK and Ireland use « OfCom » criteria irefand: BAI

| Hungarian Fledgs, *

Codes, 2013, * B
2z, 12 members

* EU Pledge NC applied in NL, BE, PT, RO, 2pply to 3l

HU, PL (and NO)

+  Denmark has own model belgfan ledgs, 2012, —— J;‘o“n":::d'uf:‘:;'eﬁfn;‘”
* = targeting children, 2009, *
" applies to all since 2016
|

Will Portugal become the first EU country to :ﬂﬂus;F:tudmdumL ~
adopt WHO EURO NPM in national law? advertising to Childran, | )

2010, 25 members
NutriScore gaining ground - but not applied * Mo N o
to M2K restrictions yet... % codes, 2017 e N\

Spain — PADS . 2005 "

Coming soon: European Commission report on Greek & Cyprus
food labelling + WHO global report — what D %

link between FOP and M2K?



Spread of GDPR and effect on use of children’s data

Russia
Personal Data Protection Act 2006,
revision launched 2078

Canada - Digital

. .
. .
California: 13-16 Privacy Act 2015 i
S +:::::::“+
A
13 H e i
SaaaRala i iy i
5
3

SR

i

- Personal Information

bt

EU - GDPR Security

May 2018

bl

order for
businesses to sell
their personal
information

i

S

/ T
e e LR e
A
feiieieisionsies
et

South Korea -

Personal Information

Protection Act (PIPA)
Q11

e

e

&

US - california Consumer
Privacy Act, expected
adoption 2020

India: parental
consent needed
for under 18 + no

Japan - Act on the
Protection of Personal
Information (amended
Singapore - 2017)

Personal Data
Protection Act

India - proposal
expected in 2018/9

OBA to under 18

2013, revisions
expected 2018

New Zealand - privacy Act
2011, revision launched 20718

Brazil - Data Protection
Bill, expected adoption 2078

GDPR level (or similar)
Towards GDPR

Australia - Privacy Act (amended
2014) w

South Africa -
Protection of Personal
Information Act,
expected to apply 2078

£ Rules in place or under
development, but not
GDPR-level yet

Chile - New Data Protection
Act, proposed April 2018




UK DPA releases draft code on “age-appropriate
design”

* UK Data Protection Act (2018) tasked the ICO with drafting a
CoP for GDPR compliance

* 16 standards of age-appropriate design for information
society services (websites, apps, games or connected toys)
likely to be accessed by children

* High privacy by default, no sharing of data, age-
gating

* beyond privacy: avoiding “reward loops” aimed at
encouraging children to stay actively engaged with
the service

*  Children = U18 (UNCRC)

* to all businesses operating in the UK, or outside the EU
targeting UK citizens

* Consultation closes 31 May.
Precedent for other DPAs?



https://ico.org.uk/about-the-ico/ico-and-stakeholder-consultations/age-appropriate-design-a-code-of-practice-for-online-services/?utm_source=POLITICO.EU&utm_campaign=0735cbf6ff-EMAIL_CAMPAIGN_2019_04_15_08_31&utm_medium=email&utm_term=0_10959edeb5-0735cbf6ff-190074117

Albania

Regulation Industry initiative

* No statutory restrictions in place. Soft drinks pledge under discussion.

Latest developments:

November 2018: Albanian Parliament has approved a ban on soft-drinks and energy drinks to minors (18 years old). The

ban is an enlargement of a previous law on commercialization and advertising on alcohol to minors. Industry is concerned
with the setting of a precedent of U18 and also treating this food category as alcohol.

The Law Amendment lacks a defining for “minors” and the Albanian Civil Code defines persons aged 14-18 as “minors”,
hence there might be room to bring down the ban to the age of 14 years from initial proposal of 18 years. The authorities
designated by the amendment for overseeing the implementation of the law (Authority for Visual Media and Municipality :
Police) still do not have the necessary staff and tools to implement it. The soft drinks industry is drafting a proactive self- :
regulation mirroring the Unesda commitment (14 years instead of 12 years).



Argentina ——
Regulation Industry initiative
* No statutory restrictions in place. * December 2016: Framework agreement

between COPAL (food industry), Ministry
of Health and Ministry of Agriculture

* Pledge: Argentinian M2K pledge
bbb bbb bbb bbb bbb bbb bbb bbbt ; Iaunched on 10 October 2018.
P ments: ; Signatories: Coca-Cola, Danone, Ferrero,

i « Pressure from NGOs, in particular FIC (Inter- : , . .
:  American Heart Foundation), to adopt regulation : Mondelez, Nestlé, PepsiCo and Unilever,

2 similar to the Chilean model. Arcor, Baggio, Grupo Cepas, Mastellone,
: « Proposal for M2K restrictions to <14s in Molinos.

Congress (2017) : ,
: + Ministry of Health expected to be releasing a & saggio C @t &) ronzmo

labelling and marketing proposals by end 2018 : EED D" Mondelez, LIINGHE © persico b



https://ifballiance.org/wp/wp-content/uploads/2016/12/ConvenioMSALMINAGRO.pdf?mc_cid=17cfbd9813&mc_eid=2c0130a5f1
https://ifballiance.org/uploads/regional/COPAL-2018-10.pdf
http://info.wfa.be/IFBA/LATAM/Dic-Alimentacion-Saludable-Argentina.doc

Australia

Regulation
No statutory restrictions in place, but Australian
Association of National Advertisers (AANA) Code on
Food & Beverages applies to all industry:
* No pester power
*  No premiums in ads unless integral element of
product
* Not impose group and social pressure on
owning the product
*  Not undermine the role and education of carers

*  Not misleading

: Latest developments:

: »  Parliamentary inquiry into obesity: final report

i recommends HFSS advertising restrictions
based on Health Star Rating model, as well as
9PM watershed (December 2018). However the
report did not get full backing of Senators. :

Industry initiative

Responsible Children’s Marketing Initiative
(RCMI), 2009. 16 members:

@J‘m«/ % cpw FERRERO @9

@D /Mqﬂ MARS JMondeléz, %45 Nestis

George Weston Foods
2 i
@PEPSIGO Simplot

Quick Service Restaurant Initiative (QSRI),
2009

7 members:

op@rto. pizZ% J 4|
R =10 B e

NO COMMON NUTRITION CRITERIA

Sanitarium



http://www.afgc.org.au/download/1054/
http://www.afgc.org.au/download/1056/
https://www.aph.gov.au/Parliamentary_Business/Committees/Senate/Obesity_epidemic_in_Australia/Obesity/Final_Report

Belgium

Regulation

 Act on Radio and Television
Broadcasting, Flemish community
(updated 2017): Ads for children cannot
encourage excessive intake of HFSS
products. Toothbrush logo displayed on
confectionery adverts.

* Code of Ethics on Audiovisual
Advertising to Children, French-
speaking community (2016): No
advertising in children’s programmes
(applies also to toys). Health message
displayed on confectionery adverts.

Industry initiative

Belgian Pledge: launched in 2012, renewed
commitments in June 2017. 42 memberS'

Gl nleyises Belgium colruyt' _,’c OMPASS DANONe . A&QN i ﬁ @
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L
€55 Nestle neuhaus ,;w,,,,,gwm pusse“du[g BPFPS'CO sodexo SP“‘(d
D tom [ @
’”ﬁ
?%b@ vandemoortele
Unilever

: Latest developments:
: + Country representatives referred to Belgian

Pledge as one of the ‘most successful’ poI|C|es
in mid-term childhood obesity report @



http://www.belgianpledge.be/Home%20NL.html
https://www.belgianpledge.be/fr?mc_cid=e676e62f98&mc_eid=5dabbf8edc
https://www.vlaamseregulatormedia.be/sites/default/files/act_on_radio_and_television_broadcasting.pdf
%22http:/csa.be/documents/1703
http://www.efad.org/media/1611/d4_final-report_childhood-obesity-study.pdf

Brazil

Regulation

* No statutory restrictions in place.

«  CONANDA - an official body composed
of members of the federal government
and civil society organizations — adopted
recommendations banning all
advertising to children <12 but the legal
status of the recommendation is
controversial.

Latest developments:

: « Multiple proposals to restrict marketing to

¢  children pending in Congress, including
proposals for Chile-style “high-in” FOP warning
labels, but public health priorities of new
government led by far-right Bolsonaro still
unknown.

Industry initiative
Brazilian Pledge in place since 2009. 24 members:

ambev euo Eimoo Bobs @%Q%

DANONe Elege, FERRERO Guarotg & f-g;_';. BiviBo
|SCHINCARIOL/ /é%y;d MARS ou!t‘gs!..eanz‘

s oy
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%51 Nestie parmalat Ypepsico @ Qadia éc%?
Unilewer

PERDIGAO
An enhanced |IFBA Brazilian Pledge was launched
in 2016, with NC based on the EU Pledge common
nutrition criteria. 12 F&B companies, including 11
IFBA members, launched a National Movement for
Health and Wellbeing on 15 May 2017. Three main
pillars: information, engagement and innovation.
Letter of Agreement was signed by the 12 CEOs
and the 2 associations.



https://ifballiance.org/sites/default/files/Combined%20Pledge.pdf
https://ifballiance.org/wp/wp-content/uploads/2016/12/Termo-documento-base-do-compromisso.pdf
https://ifballiance.org/wp/wp-content/uploads/2016/12/Documento-T%C3%A9cnico-Crit%C3%A9rios-Nutricionais-IFBA-Brasil-draft-final-versi...-004.docx
http://info.wfa.be/IFBA/LATAM/CARTA-english_version_final.docx

Bulgaria

Regulation
No statutory restrictions in place.

Latest developments:

October 2017: the Bulgarian parliament passed the draft
Food Act, which amongst others stipulates that the
advertising of HFSS foods will be prohibited if the ad
contains child actors OR is intended for a children’s
audience. The law was criticized and amended — see new
version currently under EU “TRIS procedure”.

Bulgarian legislation has no definition of HFSS foods and
could therefore resort to WHO EURO NP. The definition of a
“child” (cut-off age) and of “children’s audience” (audience
composition threshold, rules for online marketing) are also
yet to be defined.

Next steps: the Committee for food and agriculture will
discuss the draft in a second hearing. The draft then goes to
the Parliament’s plenary.

Industry initiative

The Bulgarian pledge reflects the EU
Pledge but is not yet supported by
local companies.

WFA member association BAA and a
recently created food industry
association are working together to
raise awareness of, and promote,
the Bulgarian Pledge locally.



http://ec.europa.eu/growth/tools-databases/tris/en/index.cfm/search/?trisaction=search.detail&year=2018&num=529&mLang=EN

Canada

™

Regulation

1980 Consumer Protection Act prohibits
advertising targeting children <13 in Quebec.

Latest developments:

i+ 2016: President Trudeau mandated Health Minister

3 Jane Philpott to evaluate the potential of rolling out
Québec-style restrictions on M2K to the whole of

: Canada

«  Senator Greene Raine introduced a Senate bill :
(S228) to ban HFSS marketing to kids <17. S228 was
amended on second reading to define children as :
: under 13.

* Health Canada outlined plans for regulation in white
papers on FOP and M2K, but Senate still hasn’t

: concurred the bill. :
- »  Elections in October 2019 (Parliament dissolves mid-
3 June).

Industry initiative

Canadian Children’s Food & Beverage
Advertising Initiative, 2007. Currently 16
members:

Camptils. el
Canada

Helloggs m MARS  |:
PEPsm @
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HERSHEYS Y
Mondelez,

inets Gl

CAl announced the adoption of common nutrition
criteria for advertising products to children <12
in October 2015.



http://www.adstandards.com/en/childrensinitiative/
http://www.adstandards.com/en/childrensInitiative/uniformNutritionCriteria.html
https://na01.safelinks.protection.outlook.com/?url=https://www.canada.ca/en/health-canada/programs/consultation-front-of-package-nutrition-labelling-cgi/summary-of-proposed-amendments.html&data=02|01|nmetrakos@coca-cola.com|2d6830007dfa4dd027a408d5fd3b7e62|548d26ab8caa49e197c2a1b1a06cc39c|0|0|636693355415648358&sdata=zA3l2%2BedIkWKLvQDvZY3QHqn%2Bz9C37Oyn7A2VpXKG0A%3D&reserved=0
https://na01.safelinks.protection.outlook.com/?url=https://www.canada.ca/en/health-canada/programs/consultation-restricting-unhealthy-food-and-beverage-marketing-to-children/update-proposed-regulations.html&data=02|01|nmetrakos@coca-cola.com|2d6830007dfa4dd027a408d5fd3b7e62|548d26ab8caa49e197c2a1b1a06cc39c|0|0|636693355415648358&sdata=NasKDJb2Ti/qn5%2BcWFbEGnEl9HvCQZWbn8KuApizp3g%3D&reserved=0

China

Regulation

* New Chinese ad law was adopted in April
2015 (see analysis of the new law here.)

¢ Children <10 cannot be employed as
endorsers.

* Marketing campaigns at or near schools
and kindergartens are also forbidden, as
well as placing ads on school uniforms,

school buses and children’s stationery.

: Latest developments: :
¢ The State Administration for Industry and :
: Commerce (SAIC) expects some industry :
. action to self control M2K. '
: » China has the biggest childhood obesity

i problem in the region.

Industry initiative

Company engagement with SAIC has highlighted
the need for industry to consider taking
advantage of the new Chinese ad law to progress
self regulation of M2K.

In December 2015, the China Association of
National Advertisers (CANA) officially launched
its Responsible Marketing Committee, which in
part aims to reach an industry consensus on M2K
in China.

On 22 October 2016, the “2016 China Advertisers
Commitment” was signed by CANA and the
China Advertising Association (CAA). The text is
largely inspired by the core ICC codes.

Preparatory groundwork to set up a China Pledge
has been put on hold as the CAA, a co-regulatory
body, expressed reservations about an initiative
that would only apply to a number of companies.



http://www.wfanet.org/blog/industry-news/5-takeouts-from-chinas-cannes-festival-and-ad-standards-seminar/
http://www.wfanet.org/blog/public-affairs/china-encourages-more-responsible-advertising/
https://edition.cnn.com/2019/02/13/health/child-obesity-parenting-without-borders-intl/index.html

Chile

Regulation
Strict M2K and labelling restrictions in place
since 2016 (law and technical decree). Measures
include ban on HFSS F&B advertising to children
<14, “high-in” FOP warning labels and ban on
sales and advertising of ‘unhealthy’ food in
schools. No promotion to kids, involving toys or
licensed / brand characters of non-compliant
foods.
Watershed ban on television of HFSS food ads
and de facto bans on sponsorship of such
products during sport and cultural events, to
enter into force-mid 2018.
11 December 2017: Decree of the Chilean MoH
requiring food ads to include a message from the
Ministry encouraging to “favour foods with less
warning signs”

Industry initiative

No local pledge.

Latest developments

Re-election of industry-friendly President
Sebastian Pifiera in December sparked some
hope of mobilising opposition to watershed TV
ban but no concrete steps have been taken.
Studies show that despite strong public support
for the measures, and short-term effect on 3
purchasing behaviour, sales were normalised 2 :
years after FOP labelling scheme was 3
introduced.

Nonetheless, Senator Guido Girardi, initiator of
the Chilean national labelling law, remains
active spokesperson for M2K restrictions in
WHO and FAO circles. @



http://abchile.cl/uploads/images/Normativa_Nacional_Minsal/publicidad%20de%20los%20alimentos%20Diario%20Oficial%2013-11-2015.pdf
https://www.leychile.cl/Navegar?idNorma=71271
http://www.puntofocal.gov.ar/notific_otros_miembros/chl379a2_t.pdf

Colombia -

Regulation Industry initiative
No statutory restrictions.

IFBA M2K policy-based pledges:
CLaneisaneisansisaniaeniiienieni “Compromiso bebidas” has been signed by all

: Latest developments the companies in the beverage chamber of
: »  Draft bill 022/2017 on M2K restrictions of  : ANDI, the food industry association.

i HFSS foods was defeated (June 2018).

: «  Draft bill 019./2017C on both FOP labelling

:  (art. 6,7) and M2K (Art. 9) of HFSS food
labelling, was adopted with amendments

: (June 2018), and will proceed to senate.

: * Legislative elections in March 2018

i confirmed the position of former President
Alvaro Uribe’s industry-friendly Democratic

: Centre as the biggest party in Colombia. :

: «  Election of lvan Duque Marquez as President :

' in June 2018 was yet another victory for the
Democratic Centre. (wrs)

: | “Compromiso alimentos” doesn’t have the
: backing of the full chamber but covers a
significant part of food ad spend in Colombia.



https://ifballiance.org/uploads/regional/Compromiso_bebidas.pdf
https://ifballiance.org/uploads/regional/Compromiso_alimentos.pdf
http://www.camara.gov.co/control-de-la-obesidad
http://www.camara.gov.co/control-de-la-obesidad

i{;

Croatia L]

Regulation Industry initiative
No statutory restrictions in place, but
advertising law currently under review. There have been pledge discussions but no

agreement yet.

: Latest developments:

: * The MoH has launched a new project

3 under the banner “living healthy
initiative”, which encourages
consumption of healthy foods based on

3 the Norwegian Keyhole model.

: «  The publication of the WHO Europe NP

has increased pressure on industry. 3

: « 2018 Childhood obesity report indicated :

: plans to introduce M2K restrictions E



http://www.efad.org/media/1611/d4_final-report_childhood-obesity-study.pdf

Czech Republic

Regulation
Restrictions on advertising and sale of foods
in schools. The MoH to define the restricted

foods in a separate Decree

Latest developments:

* The MoH is discussing the development of a
nutrient profile and there are fears that it will
use the WHO Europe NP as a basis.

* MoH is simultaneously trying to implement the
WHO Europe NCD Action Plan.

* AVMSD transposition coming up.

No pledge.

Industry initiative




H
Denmark I e

Regulation Industry initiative

Executive Orders issued in 2013 and 2014
restricts marketing to children (not F&B Industry-wide Code on Responsible Food
marketing specifically): Marketing Communications to Children

* No children <14 in adverts if not a natural (2008) sets specific category-based nutritional
element of the depicted environment, or criteria to determine which products can and
necessary to explain/demonstrate the cannot be advertised to children <13. Based on
use of the product. EU Pledge model.

 Norecommendations or testimonials of
children <14 endorsing the product.

*  OnTV2, children’s advertising allowed
from 6am-12pm (weekend) and
weekdays 6.30am-7am (weekdays).

* No children’s programme characters in
adverts.



http://kodeksforfoedevarereklamer.di.dk/SiteCollectionDocuments/Foreningssites/kodeksforfoedevarereklamer.di.dk/Downloadboks/Kodeks%20eng%20sep%202008%20samlet.pdf
https://www.retsinformation.dk/Forms/R0710.aspx?id=152695
https://www.retsinformation.dk/Forms/R0710.aspx?id=161625

Estonia

Regulation

No statutory restrictions.

: Latest developments:

: » Estonian First Lady, WHO Europe NCD

:  spokesperson, vowed in 2014 to strengthen
regulation of food marketing to children

No pledge.

Industry initiative



http://www.euro.who.int/en/health-topics/disease-prevention/nutrition/news/news/2014/03/estonian-first-lady-becomes-champion-of-health

Ecuador

Regulation Industry initiative

* Establishes prior authorization requirements
regarding food advertising and advertising in
children’s channels (censorship).

No local pledge.

* No children and adolescents to appear on front
of pack (FOP) of all processed foods.

: Latest developments:

«  No celebrities, real or fictional characters and : * Awaiting implementing act to determine which
animals on FOP of ‘HFSS’ products (with high :  products are covered by the Communication law —
or medium concentration of total fat, sugar, E Ecuadorian President claimed all HFSS food could be
and/or salt) (entry into force May 2014). :  covered.
- *+ The government is considering the Chilean model with
*  Nutritional traffic light system applied front- :  warning labels on packages

of-pack since 2015




France

Regulation Industry initiative
The French Public Health Act (2004, updated in
2017): The Charte Alimantaire, which dates from 2014, was signed by
* Adverts for drinks with added sugars, salt or advertisers, producers, broadcasters, and Ministers from the
synthetic sweeteners, and processed food previous government and is endorsed by the French
products must include health message. broadcast authority (CSA). It includes the promotion of
* Advertising ban on state-owned channels after healthy eating and lifestyle messages on TV spots, a set
8pm and during and around children’s period for programming promoting a healthy lifestyle. The
programmes. Charter currently applies to broadcast media, internet and
* No adverts with cartoon characters catch-up TV services.
placed first or Iast during a Children’s B EEaiiiiEsssrssniiaanEssRRseiiiannmsssRsssiiannmsssrsssiiannssssseeses .
programme break. E Latest developments: .
- 2017: French Haut conseil de la santé publique recommended far-
In December 2016, French Parliament adopted ban reaching marketing restrictions win context of national food law
in children’s programmes (incl. 15 min. before and - review. On 21 December 2017, French Prime Minister Edouard
after) on public channels. Law entered into force on Philippe aimnou.nced that the s.cope of the ‘Food Charter’ (Charte
1 January 2018. : Alimentaire) will be extend.ed in 201§ as part of the broader
Government’s strategy to improve diets.

2018: Amendments to ban HFSS M2K by law were rejected in

National Assembly.

2019: French Assembly adopted an amendment to the Public Health
Code to make ”Nutri-score” mandatory in all ads by 1 January 2021 :
Still needs to go through Senate. Government is opposed. ®:


https://www.csa.fr/Proteger/Actions-du-CSA-pour-la-sante-publique/La-charte-alimentaire
%22https:/www.legifrance.gouv.fr/affichTexte.do?cidTexte=JORFTEXT000000787078&categorieLien=id
file://dc1/CompanyData/Public Affairs/Food & kids/IFBA/IFBA M2K UPDATES/IFBA M2K devts/"https:/www.legifrance.gouv.fr/affichTexte.do?cidTexte=JORFTEXT000000787078&categorieLien=id
http://www.senat.fr/petite-loi-ameli/2016-2017/163.html
https://wfanet.us1.list-manage.com/track/click?u=964b640864bbe803668818263&id=100e3c2cab&e=5dabbf8edc
https://wfanet.us1.list-manage.com/track/click?u=964b640864bbe803668818263&id=3bd98786eb&e=5dabbf8edc
http://www.assemblee-nationale.fr/15/amendements/1561/AN/44.asp

Germany

Regulation Industry initiative

* No statutory restrictions.

* Self-regulatory F&B advertising code of
conduct from 2009 reflects ICC

Latest developments:
- » On 15 June 2018, state consumer protection ministers

framework.

The Media Broadcasting Agreement
prohibits interruption of children’s
programmes by advertisement, product
placement and the placement of logos
of sponsors in children’s programmes.

Codes on marketing to children and
young people revised in March 2017, to
also cover online advertising.

agreed that Germany’s federal government should
examine what legislative measures could be taken to ban
the advertising of ‘unhealthy’ food to children and
adolescents. In particular, the ministers agreed that
current regulatory—and voluntary industry initiatives— :
were not enough to effectively protect children from ‘junk
food’ advertising.

The consumer organization Foodwatch has welcomed the :
call, with Oliver Huizinga, head of research and campaigns :
saying “The consumer protection ministers are slowly 3
recognizing, albeit still too hesitantly, that they have to
make decisions against the interests of the industry”. :
The German government has not yet responded to the call,
but state-level discussions can influence future decision- _:
making on the federal level. @


https://www.werberat.de/sites/default/files/uploads/media/dw_commercial_communication_on_foods_2009.pdf
http://www.artikel5.de/gesetze/rstv.html
https://www.werberat.de/kinder-und-jugendliche
https://www.foodnavigator.com/Article/2018/06/21/Calls-mount-for-Germany-to-act-on-junk-advertising-to-kids?utm_source=copyright&utm_medium=OnSite&utm_campaign=copyright
https://www.zeit.de/news/2018-06/15/kinder-sollen-besser-vor-dickmacher-werbung-geschuetzt-werden-180615-99-740118

Greece

i

Regulation

No statutory restrictions (only toy
advertising prohibited on TV between 7
AM and 10 PM).

Industry initiative

Efforts to revive Greek Pledge discussions that were
initiated in 2016 (identical to EU Pledge).




Guatemala

@

Regulation

No statutory restrictions.

AN EEEEEEEEEEEEEEEEEEEEEEEENEEEENEEEENNEENNNEENNEEENNEEEENEEEENEEEEEEEEERE u

Latest developments:

A decree banning the promotion of HFSS foods to
children and adolescents, was introduced in ;

Congress (October 2018)

Chilean warning labels would be mandatory if the

PAHO nutrient profile model limits are exceeded.

Advertisements and promotions to children and :
adolescents under the age of 18 will be prohibited :
on all media for all food and beverages containing :

four or more health warnings.

Industry initiative

Pledge under discussion.



https://republica.gt/wp-content/uploads/2018/10/ley-de-promoci%C3%B3n-de-alimentaci%C3%B3n-saludable.pdf

Gulf Cooperation Council (GCC)

Regulation

No statutory restrictions.

Latest developments:

UAE NCD Action Plan addresses M2K, and regulation to
: restrict M2K is under development

Industry initiative

GCC Food and Beverage Pledge on Responsible
Marketing and Advertising to children, 2010
9 members:

Cettity 2. Netloggs

MARS Mondelez, &5 Nestis
o

ﬁpepsmo UNIKAS ‘Z,gj%@%,%
Unlener

Pledge launched in Saudi Arabia in September 2018
covers core IFBA commitments (goes beyond
advertising).



https://www.ifballiance.org/sites/default/files/IFBA%20GCC%20-%20Marketing%20to%20Children%20Pledge%20-final%20%20signed.pdf

—
Hungary E—

Regulation Industry initiative

*_No statutory restrictions. Hungarian Pledge, 2012, 12 members:

@ (Gulil;

BONBONETTI
1868

Latest developments: ; L eg

: + Adraft proposal submitted by representatives of the : . 2o VS ad MARS

! majority Fidesz party (the Hungarian Civic Alliance) FERRERO /g icompnase Intersnack
seeks to introduce a tax on advertising. The Minister of B o
§tate for the Prime M|r'1|ster’s Offlce'sald the tax was Mds .Mq!}gaeh!glz‘ Nestie @iﬁ%
intended to protect children from being overly exposed : 2 Unilovor

¢ to advertising.

¢ The Hungarian competition authority has called for

:  restriction on M2K.

* According to OECD 2017 figures, Hungary ranks

:  amongst the top 3 countries with highest levels of
obesity.



http://www.oecd.org/health/health-systems/Obesity-Update-2017.pdf

Ireland

Regulation

Children’s Communication Code (updated in 2017) covers
broadcast only. A maximum of 25% of sold advertising time
and only one in four ads for HFSS products are permissible
across the broadcast day.

Food advertising to <18 regulated on the basis of the UK
Food Standards’ Agency’s nutrient profiling system

Advertising to <18 for fast food products, outlets and./or
brands must feature an acoustic or visual message
stating ‘should be eaten in moderation and as part of a
balanced diet’

Advertising to <18 for confectionery must feature an
acoustic or visual message stating ‘snacking on sugary
foods and drinks can damage teeth’

BAI’s Children’s Advertising Code (2013) also covers only
broadcast and includes content rules on food advertising
to children aged <6, <13, <15 and <18, incl. restrictions
on programme and license characters, celebrities, sports
stars, etc. to advertise such food products.

Industry initiative

No pledge.

Latest developments:

* February 2018: the MoH launched a voluntary

- Code of Practice on marketing to children in
non-broadcast media. Advertisers have not
endorsed the code due to lack of details on its
enforcement.

* November 2018: A poll commissioned by the

- Irish Heart Foundation revealed that 71% of :
parents are in favour of a ban on the advertising :
of sugary drinks, snacks, confectionery and E
crisps to children and teenagers under the age
of 16. The IHF has called on the government to
regulate digital marketing aimed at children
and to close loopholes in broadcast

:  restrictions. @


http://www.bai.ie/en/download/131870/
http://www.bai.ie/en/download/130364/

India —

Regulation Industry initiative
The New Delhi High Court has prohibited the marketing of | | India Pledge, 2011, 8 members:
HFSS products within 50m of the radius of schools. T
1
E———————————— | e e, . E. /é%;,a
: Latest developments: :
: + In May 2017, an FSSAI (Food Standards and Safety MARS M".ﬁﬂ'ﬁ!ﬁlz‘ 255 Nestie Ypepsico
:  Authority of India) expert group recommended :
banning the advertising of HFSS foods on children’s In 2016, new pledge commitments have been signed off
channels and children’s TV programmes as part of a : by local CEO and CNC have been established. The
¢ broader set of measures to tackle obesity Food and Beverage Alliance of India (FBAI) is now in
* The document refers to “a need to progress towards a : the process of gathering wider support for the
total advertising ban, similar to the one implemented Pledge amongst local companies.
in Chile” :

« May 2018: The Food Safety and Standards Authority of
. India (FSSAI) has proposed a ban on all forms of :
advertising to children and colour-coded front-of-
pack labelling of packaged food products high in fat,
sugar and salt (‘HFSS”). Both initiatives are part of a
single draft regulation.



https://ifballiance.org/uploads/regional/IndiaPledge.pdf
http://www.pledge-india.in/about.html
https://clicktime.symantec.com/a/1/_pAf_PteKkAZJXt5zJfC62KeXweB70eYOE3bzGZ3Zu0=?d=-_xKH_amCQdHj2pvDVEANqqTVg6Vhe2rgsD1Z-DGuob4amU5fFpTpSQ3MzkCkIQDGt1rCerP8vAyDTgGhE0yGz0AbWDYBQ2RZJPk04wWwaGq6DIpYPJB8N2-bMDBNe6nDGEV1FGEorKM_MG1fmSaRXaU4msLjJEcXuIFcohI4pBDxCVIOapSQpkiJU5TvrvTJDycPjOnycTUq0702zggfdeQ2G4s_DSSltAFikz4o2DccKQAzIZun8jnaf5NGK1ry0swrSrNbQtRTMfdvytJEPTbsULs-4ZKU7w8lV9riquyNmpw4d8FCB8E-zBlQet3ZkD2tyBquZoWEMEDO9giymf04aq--po5Jbzd4IC0UyV9do_gvD3a5cApi-vxd4zDl4s6xyC27tqmjHgtGWA44RUiqULlbHKPqvhRvO_34FsDBbCp6TKaHzgOvXkFKLbPqaFIukI1R0Xn40TnzZJQ3R0_VEmhcFWDz5nsTv_FQKS4_s75TkRq7BtwK4J708neRbYS&u=http://webcache.googleusercontent.com/search?q%3Dcache:bC1ldEZlaX4J:www.fssai.gov.in/dam/jcr:50df4e7c-44a7-438e-a460-9582490799f2/Draft_Notice_Comments_Labelling_Display_11_04_2018.pdf%2B%26cd%3D2%26hl%3Dsv%26ct%3Dclnk%26gl%3Dbe%26client%3Dsafari

I
Israel i

Regulation Industry initiative

No statutory restrictions. Under development.

The local food industry association, supported by the
Chambers of Commerce and the Israeli Marketing
Association, are presenting the Israeli pledge and
enforcement mechanism to the Ministry of Health
on 24 June 2019.

- Latest developments:

* November 2016: the Israeli Health Ministry’s Regulatory Committee for Promotion of Healthy Nutrition submitted a series of
recommendations to the Health Minister that calls for restrictions on marketing of ‘harmful’ food to children. One of its key :
recommendations was to restrict the advertising of harmful food products to children under the age of 16 (local industry commitment only :
covers children under 12). 1

*  November 2017: the Israeli Health Minister Yaakov Litzman has presented to the Knesset Labor, Welfare and Health Committee his
proposal for new rules on FOP food labelling. The proposals mandates products containing more than 800 milligrams of sodium, 22.5
grams of sugar or 6 grams of saturated fats per 100 grams to have to carry red labels. There is also a requirement that sugar content be
illustrated by teaspoon icons.

* Since the FOP regulation was adopted in 2017, the MoH has set up a regulatory committee, consisting of Ministry officials, civil society,
academia and trade associations, to discuss way forward for M2K restrictions. At its final meeting on 22 October 2018, the regulatory
committee adopted a recommendation in favour of regulation. The recommendation is to ban advertising to kids based on the same
nutrition criteria as the FOP labelling scheme (comes close to WHO EURO), and includes ban on the use of celebrities, games, cartoon
characters, sponsorships and a 22h watershed ban. Not much expected to happen before 2019 elections. @



https://www.haaretz.com/israel-news/business/1.821234

Italy

Regulation Industry initiative

Commercial Communications Guidelines relating to No pledge.

food products and beverages, for the protection
of children and their proper nutrition

: Latest developments:
* The 2018 WHO report sparked some debate in

the media around need for further HFSS M2K
restrictions in Italy.


http://www.salute.gov.it/imgs/C_17_pubblicazioni_2427_ulterioriallegati_ulterioreallegato_0_alleg.pdf
https://www.repubblica.it/economia/diritti-e-consumi/diritti-consumatori/2018/10/30/news/cibo_spazzatura_e_marketing_per_bambini_l_oms_bacchetta_anche_l_italia-210296511/

Kazakhstan

Regulation

No statutory restrictions in place.

No pledge.

Industry initiative

Latest developments:

* November 2018: Ministry of health of Kazakhstan is
considering amending the local Health code to
introduce a ban on advertising of HFSS foods from
7am to 10pm, on radio and TV. The proposal singles
out deep fried products; carbonated, sweet non-

alcoholic drinks, non-alcoholic energy (tonic) drinks,

concentrated diffusion juices, fast foods:
hamburgers, hot dogs, chips, crackers and kirieshki.




Latvia

Regulation Industry initiative
No statutory restrictions.

Discussions ongoing. On 15 June 2015,
n-u-----uu----...................................................................E industry made an OutreaCh tO the

Latest developments: NERT
© + In 2014, a draft “Public Health Guidelines 2014-2020” government to highlight the use of self
] regulation to manage marketing issues

released by Ministry of Health include VAT incentives for :

non-HFSS foods, excise taxes on HFSS foods, advertising : (linked to a proposal on caffeinated

and marketing restrictions in schools and sports facilities content).

and a ban on energy drink advertising. :

Locally, soft drink manufactures have
discussed developing a specific
commitment.

* MoH is reviewing its nutrition regulation in order to
i restrict the sale of foods in schools.

* MoH has published a draft law banning the sale and
. marketing of energy drinks to children below 18 years.




Malaysia

Regulation

No fast food adverts in children’s programmes (<9 years old,
according to Nielsen)

Adverts should not encourage unhealthy eating habits under

Malaysian Code of Advertising Practice.

: Latest developments: E
* 2016: Marketing restrictions part of “enabling strategies” :
. within National Plan of Action for Nutrition of Malaysia lll
¢ (NPANM III).
: « December 2018: Ministry of Health puts forward new
:  WHO inspired NP model to regulate TV, radio, billboard
and cinema M2K. Industry is putting forward the EU
Pledge / Singapore nutrition criteria as alternative.

Industry initiative

Malaysian Pledge, 2012, 12 members:
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WFA supports the Federation of Malaysian
Manufacturers (FMM) in helping to launch a
monitoring mechanism as mandated by MoH. A
nutrition group has also been set up with a view to
developing CNC.



http://foodindustry.asia/documentdownload.axd?documentresourceid=799

Malta

s

Regulation

No statutory restrictions.

: Latest developments:
In December 2014, Malta launched a Food and Nutrition
Action Plan 2015-2020, which encloses 15 priority areas to
improve the health of the population, including: “to
evaluate, reduce and monitor the impact of negative
marketing pressure on children”. The Action Plan insists on
the need to develop a regulatory system to reduce

marketing pressure on consumers and children in particular. :

It is supported by WHO Europe.

AVMSD transposition coming up.

No pledge.

Industry initiative




Mexico
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Regulation

Restrictions on advertising of pre-packed F&B that do not
meet nutrition criteria developed by COFEPRIS &
inspired by EU Pledge criteria.

Products not meeting nutritional criteria will not be
advertised during specific day parts if audience is
composed of 235% of children aged 4-12 years old.

Application of nutritional criteria during following day times:
Weekdays 2:30PM and 7:30PM; weekend 7:00AM-
7:30PM

Latest developments: E
* PAHO and NGOs putting pressure on further regulation of :
i M2K marketing and the establishment of common :
:  nutrition criteria.
: « Chilean model for labelling under discussion.
* New leftist government to take office in December 2018.
Expected to consider FOP labelling and potentially
further marketing restrictions in Q3 2019.

Industry initiative

Mexico Pledge, 2011, 14 members:

BIMBO % FERRERO &3
&

o )
Woy;d _kraftfoods MARS /MD_
o

g’g

Unilover

.Mondelez @PEPSICO Kabritas

IFBA companies launched a broader
“Commitment to the Health of Mexicans” in
September 2017.



https://www.ifballiance.org/sites/default/files/Mexican%20Marketing%20to%20Children%20Pledge.pdf
https://www.gob.mx/tramites/ficha/aviso-de-publicidad-de-alimentos-y-bebidas-no-alcoholicas/COFEPRIS4958

New Zealand

Regulation
Free-to-Air Television broadcasters Code: no advertising,
sponsorship or prize packs allowed during pre-school television
programming. Limited advertising in school-age children’s (aged
5-13) programme times

Children and Young People’s Advertising Code (adopted 1
March 2017): bans “occasional” food and beverage
advertisements and sponsorship advertisements to target children
or to be placed in media where children under 14 represent more
than 25% of the audience. The Food and Beverage Classification
System (FBCS) has been endorsed by the ASA as an interim
nutrient profiling system.

Industry initiative

Pledge rules integrated in code (applies to all).

: Latest developments:
New Zealand continues to rank among the highest in terms of obesity (see OECD report) ;
New labour-led government (since October 2017) may challenge status quo. Labour has been calling for more ambitious public :

health measures when in opposition.

» Study found 10% of adolescents potentially reached by ‘unhealthy’ food advertising on Facebook

the Minister of Health has two meetings with industry with the intent of establishing an industry taskforce to address factors

leading to obesity. ANZA has been asked to take the lead on behalf of the taskforce on “food and beverage marketing”



http://www.asa.co.nz/codes/codes/new-children-young-peoples-advertising-code/
http://www.oecd.org/health/health-systems/Obesity-Update-2017.pdf
https://www.nzma.org.nz/journal/read-the-journal/all-issues/2010-2019/2018/vol-131-no-1473-13-april-2018/7539

I
The Netherlands I

Regulation Industry initiative
Dutch Advertising Code bans food advertising to children <7.
For advertising targeting children aged 7-13, an advertising
code states that only products that meet common nutrition On 1 January 2015, EU pledge-based rules were
criteria (similar to EU Pledge) are eligible. integrated into the new advertising code
Toothbrush logo to feature on press and TV adverts for restricting food and beverage advertising to
confectionery aimed at children <14. children was adopted by the Dutch Federation
No food product adverts associated with a certain television of the Food and Groceries Industries (FNLI). It
programme specifically intended for children broadcast thereby applies to the entire industry.

during and directly after that programme.
Strict rules on use of “kids idols” in food ads.
In January 2019 the code was updated to restrict the use of
licensed media characters on pack and in-store marketing (see
page 70).

In September 2017 Amsterdam announced a ban on ‘unhealthy’
food advertising aimed at children and adolescents in metro
stations as of 1 January 2018.

Latest developments: :
: « Rumors of Rotterdam going the same way as Amsterdam in banning HFSS M2K in metro stations. @


https://www.reclamecode.nl/nrc/
https://www.reclamecode.nl/wp-content/uploads/2018/10/SRCNRCENboekje_oktober2017.pdf
http://wfanet.us1.list-manage1.com/track/click?u=964b640864bbe803668818263&id=ca279ae9e9&e=70c079e267

Norway

Regulation Industry initiative

No adverts in connection with children’s programmes or 10

minutes before or after a children’s programme. Since 1 January 2014: F&B industry commits not to
advertise to children under 13 products that
don’t meet nutrition criteria. This covers all
marketing except packaging, ordinary display
in stores and sponsorship where only
corporate or brand logo is used.

No individuals or characters popular with children to feature
in children’s products’ adverts.

Health Ministry temporarily dropped proposal to ban “HFSS”
food (based on stringent nutritional criteria) advertising
to children <16 and gave industry two years to prove that

SR works.

: Latest developments:

e 2016: The Food and Drink Industry Professional Practices Committee (MFU) is under tight scrutiny of the Government Health
Directorate which would like to see children defined as <16 or even <18. There is also greater interest from the MoH on the
use of brand mascots following BEUC’s report.

* Norway’s Consumer Council has called for regulations to protect 12-18 year olds against influencer marketing of ‘HFSS’ food
products following an investigation which revealed that such products are promoted on popular YouTube channels aimed at
young audiences. .

e The Ministry of Health will carry out a second evaluation of the MFU in 2019. @



http://www.mfu.as/44552-Code-for-marketing-of-food-and-drink-aimed-at-children-updated-1-9-2016
http://www.mfu.as/37544-Complete-product-list
http://www.beuc.eu/publications/beuc-x-2017-065_eca_position_paper_on_the_use_of_brand_mascots_and_licensed_media_characters_in_marketing_to_children.pdf
https://fil.forbrukerradet.no/wp-content/uploads/2019/02/young-and-exposed-to-unhealthy-marketing-digital-food-marketing-using-influencers-report-february-2019.pdf

Peru

Regulation

Law 30021 regulating HFSS marketing was approved in
May 2013 and its accompanying implementation rules in
June 2017. The restricted age range is under 16. The law
mandates that, by 17 June 2019, products not meeting
the criteria (Chilean nutrition criteria used) bear the
“ghilean” black octagons front-of-pack and in visual
ads.

Advertising restrictions have been in effect since Feb.
17, 2018. These restrictions prohibit messages or
testimonials that entice consumption, but not
characters themselves, provided that they cannot be
interpreted as incentivizing consumption. Likewise,
products exceeding the nutrient limits cannot be
promoted through the use of prizes, gifts or promotions.
Gifts themselves can be given as long as they are not
promoted in ads or front-of-pack.

WFA member association ANDA, and the self-regulatory
ad standards body CONAR, have developed a set of
guidelines and CONAR also provides copy advice service.

Industry initiative

Peru commitment on food and beverage advertising

applies since 2013 (16 signatories).



https://ifballiance.org/uploads/regional/Peru_Pledge_English_2011_.pdf
http://www.leyes.congreso.gob.pe/Documentos/Leyes/30021.pdf?mc_cid=0a0dfd0f40&mc_eid=7a460dd4b1
https://fr.scribd.com/document/351550817/Reglamento-de-la-Ley-de-Alimentacion-Saludable

Philippines

Regulation

No statutory restrictions.

Latest developments:
: : 2017 House of Commons Bill suggests TV watershed
ban for sugar-sweetened beverages (SSBs)

Industry initiative

Philippines Pledge, 2011, 13 members:
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https://ifballiance.org/sites/default/files/IFBA_-_PH_Advertising_to_Children_Pledge_(1_2011).pdf
http://www.congress.gov.ph/legisdocs/basic_17/HB05957.pdf

Poland R

Regulation Industry initiative
On 9 January 2015, an amendment to the Law on Food Code Governing Food Advertisements Addressed to
Safety and Nutrition banning the advertising and the sale Children, 2010, industry-wide, equivalent to EU
of “unhealthy foods” in school premises in Poland was Pledge. Signatories:
published in the Official Journal. The law entered into : m
y AP DL E) FERRER MARS

force 1 September 2015. MoH to determine the Cettely B g )
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...................................................................................... Since 1 January 2015, under a voluntary agreement

Latest developments: signed with the National Broadcasting Council
: » Despite both regulation and self regulatory : (NBC), the 7 major Polish broadcasters restrict
: initiatives, some officials in the Ministry of Health and the advertising of products that do not meet
Ministry of Culture are in favour of further limiting HFSS nutrition criteria during programmes primarily
foods advertising as well as children’s participation in : targeting children. The criteria are based on
¢ (any) advertising. the EU Pledge nutrition criteria and there is
* In November 2017 Polish industry agreed to develop : also a monitoring system in place.
common advertising standards, including on advertising :
to children.


https://www.twobirds.com/en/news/articles/2010/poland-new-code-childrens-ads
https://www.radareklamy.pl/aktualnosci/biznes-tworzy-wsp%C3%B3lne-standardy-samoregulacji-w-komunikacji?mc_cid=2d152aa4eb&mc_eid=5dabbf8edc

Portugal

Regulation

No statutory restrictions in place.

Latest developments

* April 2018: Revised proposal banning HFSS food
marketing to children in Portugal, to go through
legislative process. Children defined as under 16s and :
a 20% audience composition threshold would be
applied for TV. Reference to WHO EURO remains

* May 2018: the centre-right group tabled yet another :
version of the bill, which would apply to under 14s and :
also recognises the role of self-regulation.

* March 2019: Plenary adopted draft bill with
unanimity. The MPs suggest banning HFSS
marketing to U16s, including the use of characters.
Nutrition criteria would be set based on WHO and EU
recommendations. Enters into force on 16 June
2019 — but nutrition criteria still not set.

.
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Industry initiative

Portuguese Pledge, 2009

27 members:
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https://www.alimentacaosaudavel.dgs.pt/activeapp/wp-content/files_mf/1444949786Compromissos_reformulacaonutricionaleinformacaoaosconsumidores.pdf
http://app.parlamento.pt/webutils/docs/doc.pdf?path=6148523063446f764c324679626d56304c334e706447567a4c31684a53556c4d5a5763765130394e4c7a5a4452556c505543394562324e31625756756447397a5357357059326c6864476c3259554e7662576c7a633246764c325135596a59314d324a6c4c545a685a6a4d744e4446684d79303559544e684c544535597a55324d7a51784f5751344f4335775a47593d&fich=d9b653be-6af3-41a3-9a3a-19c563419d88.pdf&Inline=true

Romania

Regulation Industry initiative

2017 Audiovisual Code bans year forbids child actors
aged 3-15 from “interacting with food products” in
TV commercials.

Ethical Code for Food Product Advertising Targeting
Children, 2009, 50 members (applies to all)

Latest developments

Audiovisual Code sets out rules on child actors that
have been difficult to interpret and apply coherently.
Code is to be reviewed already in 2018 (?).


https://www.rac.ro/en/cod/the-ethical-code-for-food-product-advertising-targeting-children

Russia

Regulation

No advertising on school materials.

Length of advertising breaks during children’s and
educational programmes proportionate to the length
of the programme (e.g. 15-minute programme:
advertising break limited to Imin before and 1min
after).

Industry initiative

Russian Pledge, 2010, 9 members:
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Latest developments:

regulation.

2015 Draft “Vasily Shestakov” bill proposes ban on HFSS product marketing between 7am and 10pm. The issue has E
been raised with the PM in October 2015 who has confirmed that such a proposal is not seen as needed. However, they :
would still like to see industry offer a solution. Routes to deliver such a proposal are currently being explored (e.g.

FIAC). WFA supporting RAA (and collaboration with RusBrand). There is also discussion on wider efforts on self


https://ifballiance.org/uploads/regional/Russia_Pledge.pdf

Singapore

* %
* *

Regulation

Singapore adopted a new self-regulatory code of
conduct in 2014, which includes interpretative

guidelines.

: Latest developments:

: December 2018: Government opened consultation on
measures targeting sugar-sweetened beverages (SSBs)
as part of strategy to fight diabetes. These included
FOP labelling, marketing ban, sales ban and taxes.

Industry initiative

Responsible Advertising to Children initiative, 2012, 13
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NB: The Pledge formed the basis of the 2014 SCAP code
of conduct.



https://foodindustry.asia/leading-companies-announce-singapores-first-advertising-pledge
https://asas.org.sg/Portals/0/Images/ASAS/news/Children_Code/Children_Code_for_Advertising_Food_and_Beverage_Products.pdf
https://asas.org.sg/LinkClick.aspx?fileticket=qqpRwGHyvhQ%3d&portalid=0

Slovenia

Regulation Industry initiative

In July 2016, Slovenian Health Ministry released dietary No pledge.
guidelines based on WHO Europe NP to restrict food
and beverage advertising during children’s
programmes, but self-regulatory codes of conduct
are developed by media service providers.

The MoH WHO NP uses WHO EURO NP but with
adaptations to allow for 100% fruit and vegetable
juices and more flexibility for dairy products.

Latest developments:

Government considering adopting WHO Europe NP for
the purpose of implementing the EU AVMS Directive
into law (NB Slovenia was part of the working group
which led their development).


http://www.mz.gov.si/fileadmin/mz.gov.si/pageuploads/javno_zdravje_2015/prehrana/prehranske_smernice-oglasevanje_072016.pdf

South Africa } S

Regulation Industry initiative
Singapore adopted a new self-regulatory code of Pledge on Marketing to Children, 2009, 31 members.
conduct in 2014, which includes interpretative
guidelines.

: Latest developments:

: Department of Health’s proposal (May 2014, R429) to ban
: the advertising of “unhealthy” products targeting children
and to introduce a watershed ban (6am-9pm) on TV and

¢ radio for “unhealthy” food advertising.

: Although initially shelved thanks to a concerted effort by ;
industry to rally around a more proportionate food marketing :
: code, the MoH has made clear their intention to propose :
¢ statutory laws on both FOP and M2K (2017).

- October 2018: Advertising Standards Body (ASASA) went

. into liquidation. ]

- November 2019: Advertising Regulatory Board (ARB) took

: over the role of enforcing advertising standards. . @



https://ifballiance.org/uploads/regional/South_african_marketing_to_children_pledge.pdf
https://asas.org.sg/Portals/0/Images/ASAS/news/Children_Code/Children_Code_for_Advertising_Food_and_Beverage_Products.pdf
https://asas.org.sg/LinkClick.aspx?fileticket=qqpRwGHyvhQ%3d&portalid=0

South Korea
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Regulation

“Energy dense and nutrition poor food” adverts banned
between 5-7pm and during and after children’s
(aged 4 to 18) programmes.

EDNP foods subject to the regulation included food
products that did not satisfy the nutritional
standards of Korean Food & Drug Administration.

The specific nutrition standards applying to snacks and
to meals are available here.

The law has been renewed twice, first in 2013 and again
in 2015. In 2017 the law was amended to no longer
include an expiration date.

No pledge.

Industry initiative



https://wfanet.us1.list-manage.com/track/click?u=964b640864bbe803668818263&id=e834cf167d&e=5dabbf8edc

Spain

Regulation

Regulation forbids adverts on state-owned public
channels since 2010, No children’s testimonials, no
characters popular with children.

Specifically on food marketing, Co-regulatory PAOS
Code: no advertising to <15 online and <13 on other
media platforms (“ads directed at children”
determined on basis of product, placement &
advertising content).

No TV-promotions for F&B products during programmes
directed at children <1#.

No pledge but discussions ongoing to codify EU Pledge by
introducing EU Pledge rules into PAOS.

Industry initiative

Latest developments:

In November 2016, Health & Social Services Committee :
of the Spanish Congress approved a non-binding
resolution calling on the labelling & marketing of HFSS
products.

In October 2016, the Andalusian government approved
a draft bill that includes restrictions to F&B advertising
to children <15.

November 2018: Minister of Health Spanish Health
Minister has now announced a new package to
tackle obesity problem, incl. PAOS revision and
Nutriscore.

Elections April 2019


http://www.aecosan.msssi.gob.es/AECOSAN/docs/documentos/nutricion/Nuevo_Codigo_PAOS_2012_espanol.pdf
http://www.congreso.es/public_oficiales/L12/CONG/BOCG/D/BOCG-12-D-38-C1.PDF
http://www.juntadeandalucia.es/presidencia/portavoz/salud/115959/consejo/gobierno/anteproyecto/ley/promocion/vida/activa/alimentacion/equilibrada/andalucia/junta
https://www.xataka.com/medicina-y-salud/gobierno-le-declara-guerra-a-obesidad-propone-etiquetado-especial-comida-poco-saludable

d
Sweden - -

Regulation Industry initiative

No pledge.

No terrestrial TV and radio advertising to children <12
(TV4).

No individuals or characters playing a prominent role in
children’s programmes to feature in adverts.

No adverts immediately before or after a programme (or
part of a programme) primarily addressed to children
<12.

Latest developments:

+ 2018 Childhood obesity report indicated plans to
introduce M2K restrictions



http://www.efad.org/media/1611/d4_final-report_childhood-obesity-study.pdf

Switzerland

Regulation Industry initiative

No advertising break during children’s programmes. Swiss Pledge, 2010, 13 members:
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No advertising in and around schools.



http://swiss-pledge.ch/

Taiwan

Regulation Industry initiative

Effective 1 January 2016, ban on ‘unhealthy’ food
(snacks, candies, beverages, frozen treats, fast food
exceeding set thresholds for fat, saturated fat,
sodium and added sugar) adverts on children’s
channels between 5pm and 9pm.

No pledge.

Ban on use of toys as giveaways to market HFSS foods in
children’s programming (local criteria define HFSS).

Latest developments:
* Pressure from FDA to extend restrictions to all HFSS advertising.
* FDA requested DoH to increase inspections and supervision of marketing activities of F&B industry.



Thailand

Regulation Industry initiative

No statutory restrictions. Thai Pledge, 2008, 6 members:
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CNC under development.

Latest developments:

* Pressure from FDA to extend restrictions to all HFSS advertising.

« FDA requested DoH to increase inspections and supervision of marketing activities of F&B
industry.


https://ifballiance.org/uploads/regional/Thai_Pledge_Fact_sheet_Eng_21_05_08.pdf

Cx

Turkey

Regulation Industry initiative
2018 Radio and TV Board (RTUK) regulation restricts Turkish Pledge, 2011 (renewal 2017)
durkisn riedage, :

‘HFSS’ ads to children on TV and on radio based on
WHO EURO NP model, and makes health messages
obligatory in all TV for ‘HFSS’ products.

Pepsico, Coca-Cola, Nestlé, Unilever, Danone, Mondelez,
Ferrero, Mars, Eti, Uludag, Ulker

: Latest developments:

: January 2019: There is a new advertising law introducing

: stricter rules on marketing to kids, complementing RTUK
restrictions. Technical specifications (interpretative

: guidelines?) must still be given but changes are threefold:

1. HFSS ads should not be placed in and around
children’s media or content (goes for all media)

2. health messages encouraging a balanced diet to
appear on all TV ads for HFSS foods, and to be
drafted by MoH

3. some restrictions on marketing techniques
appalling to children: “no gifts can be given for  :
the interests and tastes of the children,andno
other marketing techniques can be applied” : @


https://ifballiance.org/uploads/regional/turkeypledgeboth.pdf
https://www.dailysabah.com/turkey/2018/03/28/turkish-tv-watchdog-restricts-junk-food-ads-on-childrens-programs?platform=hootsuite
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Regulation Industry initiative
Ofcom rules on tel.evision adv-ertising of food and drink The Advertising Association (AA) has pledged not to
products to children (<16): employ children <16 to act as brand ambassadors or in
- HFSS (defined by FSA Nutrient Profiling peer-to-peer marketing campaigns.
Scheme) F&B adverts banned in and around :l lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll :
programmes of particular appeal to children : Latest developments ]
under 16 (on the basis of 120 index) > On 24 June 2018 the UK government revealed plans to begin

- talks on a potential ban of ‘HFSS’ food advertising on TV before :
- 9pm and will consider similar protection for children viewing 1

- No celebrities, licensed characters, promotional | : g
: adverts online. See full text of the government’s plan

offers in adverts aimed at primary school
children or younger

: On 2 July 2018, Scottish ministers outlined similar plans for

- strict restrictions on the advertising, promotion and sale of
unhealthy foods, in support of measures proposed by the UK
: government.

. CAP rules restricting broadcast advertising of HESS
foods to children <16 was extended to all non-
broadcast media in 1 July 2017 (see new guidance).

January - March 2019: UK government launch consultations on
: both food promotions in retail sector and @ PM watershed ban.



https://www.cap.org.uk/News-reports/Consultations/Closed-consultations/~/media/Files/CAP/Consultations/CAP%20Food%20consultation%202016/Annex_A.ashx
https://www.asa.org.uk/resource/hfss-product-ads-and-brand-tv-ads-differentiation.html#.WEkxPfkrKUk
https://www.asa.org.uk/resource/hfss-product-ads-and-brand-ads-identification.html
https://www.gov.uk/government/news/new-measures-announced-to-halve-childhood-obesity-by-2030
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/718903/childhood-obesity-a-plan-for-action-chapter-2.pdf
http://www.gov.scot/Resource/0053/00537708.pdf
food promotions in the retail sector
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/786553/hfss-advertising-consultation.pdf

Ukraine

Regulation Industry initiative

No statutory restrictions. No pledge

: Latest developments:
: The Cabinet of Minister’s Action Plan on NCDs aims at reducing the HFSS food consumption. The Cabinet has

instructed relevant bodies to develop regulation on HFSS foodstuff’s content control, ad restrictions, taxation and :
: accessibility limitation in schools and school zones, etc. The Cabinet’s made public its resolution on NCD in August, on

the eve of the UN meeting on NCDs.

Proposals expected in 2019-2020.



Uruguay

Regulation Industry initiative

29 August 2018: Decree on Front-of-Pack labelling, No pledge.
along with a proposal to restrict the promotion of

such products to children.

The labels will be mandatory for products exceeding 3 Latest developments:

nutrient limits set by PAHO, (which are stricter than
Chilean nutrition criteria, notably for sweeteners)
and are to be placed in the front, preferably

upper side of the packaging. They will take the form
of a black octagon with a white border with the
words “Excess of [nutrient]” in white capital letters,
written above the logo of the Ministry of Health.

The Government also forwarded a Draft Law restricting
the promotion of such products to the Upper Chamber of
- the Parliament. Products bearing a label would not be

: allowed to feature elements attracting children’s

- attention, such as gifts, competitions and games (article
4). No definition of a child is provided. According to this

- law, the black octagons would need to appear not only on
the packaging but also on ads and promotions for
products exceeding the nutrient limits (article 3). This

- draft law still needs to go through the full legislative
Deadline for implementation: February 2020. : process.

- November 2018: 8 Uruguayan companies are challenging
: the new labelling law. @

A label will have to be included for each nutrient that
exceeds the values set in the draft Decree.



https://medios.presidencia.gub.uy/legal/2018/decretos/08/cons_min_705.pdf
https://www.paho.org/hq/index.php?option=com_content&view=article&id=11662:paho-nutrient-profile-model&Itemid=41739&lang=en
https://medios.presidencia.gub.uy/legal/2018/proyectos/08/cons_min_706.pdf
https://parlamento.gub.uy/documentosyleyes/ficha-asunto/141049/ficha_completa
https://www.elpais.com.uy/informacion/salud/recurren-etiquetado-alimentos.htm

USA

Regulation

Communications, Consumer Choice and Broadband
Deployment Act (2006) limits advertising on
children’s TV channels to 12 min/hour on weekdays
& 10.5 min/hour on weekends.

Under FCC rules (2007), during programmes aimed at
<13, cable and broadcast operators may not display

addresses for websites that contain any links to
commercial content.

TV channels cannot run ads that use ”host selling” for
websites during ad breaks adjacent to children’s
shows that feature the same characters.

Industry initiative

CARU Self-Regulatory Guidelines for Children’s

Advertising, 1975
Extensive guidelines applicable to advertising to children

<12
CEBAI, 2006, 18 members (renewed CNC in 2018) :
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http://www.caru.org/guidelines/guidelines.pdf
https://www.bbb.org/council/the-national-partner-program/national-advertising-review-services/childrens-food-and-beverage-advertising-initiative/
https://bbbprograms.org/programs/CFBAI/cfbai-releases--statements/cfbai-revised-uniform-nutrition-criteria/
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