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EU Pledge

2012 enhancements

2008 2012
Nutrition | Each company decides NOW New common
Criteria products ‘which fulfill nutrient profiling system
specific nutrition criteria’ | from end of 2014.

Media Internet ‘third party’ NOW Company-owned
covered advertising (paid-for ads) | websites — will ‘cover online

marketing comprehensively
Audience | TV with 50% audience NOW 35% audience under
definition |children under age 12 age 12.
Members | 11 Founding members NOW 19 members

(2/3 market coverage)

(80% market coverage)
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What is already Known about this subject What this study adds

. Many companies have signed yoluntary agreement5 to
restrict the marketing of foods high in fat, sugar and salt

. Provides evidence that industry-led
schemes are Jess effective in restricing

directly t0 children. epergy-dense foods compared t© governmem—led models.

. Seversl putrient proflling schemes have besn proposed for
e Ancts which can be advertised 10 children.
foods high in sugar.

. Provides evidence that industry-led nutrient profling
schemes particular\y favour the continued advertising of




Objectives & methods

e Objective: To compare industry- led nutrient
profiling models with government-led models
with a specific focus on sugar

* Included models: EU Pledge, CFBAI, OfCom,
US Interworking group, Danish Forum

* Based on US products permitted prior to
CFBAI model implementation



Findings

Just 5 products passed all!

% products permitted (n=178)
Industry -led Government -led
CFBAI EU OfCom Danish US IWG
49% 41% 37% 7% 14%
EU Pledge | UK Ofcom | DK Forum | US-IWG

Cookies = 21 8 0 0 0
Breakfast 6 4 2 6
cereals = 26
Snacks (incl. ice 17 4 0 0
lollies) = 31
78 31 8 2 6
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Category 6c¢: Breakfast cereals

Cereals: most pass
< 210kcal portion
< 1.1% salt

< 30% sugar

L
CHOCOLATE HAZELNUT




& 30g serving contains:

Calories Sugar Fat Saturates Salt

127 7.4g 3.09 1lg 0.34g
6% 8« 4 6% 6%

of an adult's Guideline Daily Amount

Each Serving Contains
1 Serving (30g)

Sugar Saturates
8g 09¢g

Of The Guideline Daily Amount




Category 8: Edible ices

lce creams — some pPass

< 110kcal portion
< 0.3%salt

< 504 cat fotg

< 20% sugar

VANILLA FLAVOUR ICE CREAM
WITH OREO BISCUIT PIECES "
‘ w% h?Stin/
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Do the twist! Chill out with the smooth pineapple-
flavour ice cream and refreshing lemon/lime-flavour
fruitice. Then tvist it to the max with the unexpected
strawbery fruit ice core. Live life your way

ﬁ Nutritiohal Information
—

Energy (kcal)
Energy (kJ)
Protein (g)

Carbohydrates (g)
Of which sugars (g)

Fat (g)
Of which saturates

Q)
Fibre (g)

Sodium (g)

120

500

0.8

23
18

2.5

<0.05

0.02

100

440

0.7

20
16

<0.05

0.02

[dSO

85

360

0.6

16
13

1.5

<0.05

0.01

Y

n

n

n

n

S

b




[dSO

Category 2C: Potato chips and potato
based snacks

Many of these
products pass the
criteria (per 1009)
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To summarise...

* Government-led schemes appear to better
protect children

e Governments need to follow the lead of UK,
Denmark and Norway (coming soon...) to
protect the public’s interest

* Evidence that improvement possible for EU
pledge

— particularly for sugar and breakfast cereals



2. Media covered

Internet ‘third party’
advertising (paid-for
ads)

NOW Company-owned websites — will
‘cover online marketing comprehensively

There is a widening range of other media types

*Social Media: Twitter, Facebook, online games

*Technology: Smartphones, Apps, advergames

*Food environment: In store promotions, Restaurant

menus

WHO recommended that policies be extended to
included multiple media
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« Half of 8-11yr olds own a mobile phone (nearly 90% 12-15yrs)

* One in ten owns a smartphone (40% 12-15yrs)
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Percent of children in each age group
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Source: Ofcom 2011.

Percentage of children
owning mobile phones by
age group, UK, 2011



Underage use of social
media sites

UK Ofcom 2011 Children and parents:
media use and attitudes report

Aged 8-12 with an active
social networking site
profile on Facebook/Bebo/

MySpace
34% 34%
25%
2009 2010 2011
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Advergaming
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Kellogg's Krave Krusader
on-pack character with tie-in
online game, Facebook page,
and download ‘app’ for
smartphones

Krave Krusader
Kellogg's UK
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Restaurant menu

(Portugal 2012)



3. Audience Definition

2008 2012

TV with 50% audience children NOW 35% audience under age
under age 12 12.
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Top 10 viewing figures UK

Child
viewers
RANK Title Channel Date Start End (000s)
1 BERITAIN'S GOTTALENT ITY1 07,/05/2011 20:00 20:59 =27
THE X FACTOR ITY1 03,/12/2011 20:00 21:29 773
3 THE X FACTOR RESULTS Y1 11,/12/2011 19:29 21:29 734
I''1 A CELEERITY - GET WE OUT OF
4 HERE! TVl 03,/12/2011 21.31 22:31 o=
FILM: HARRY POTTER AND THE
S GOELET OF FIRE ITY1 06,/08 2011 1=12 20:54 545
G FILM: ELF CH4 11,/1252011 1747 19:31 541
7 ERITAIN'S GOTTALENT RESULT Y1 04,/06/2011 2129 22:01 S3=
FILM  WILLY WOMNEA AND THE
= CHOCOLATE FACTORY TVl 12122011 15.0= 1655 oll
DANCIMNG OM ICE TVl 09,/01,/2011 1=32 2028 51l
10 COROMATION STREET TVl 25,/12/2011 19:549 20549 S0l

Not child specific, all evening family programmes

Source: Ofcom, 2013



4. Membership

2008 2012
11 Founding members (2/3 NOW 19 members (80% market
market coverage) coverage)

Missing: other companies, including KFC, Haribo and retail brand products

from Carrefour, Lidl, Tesco, etc
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Summary aS0

Some progress under EU Pledge, but still some gaps

and concerns.

1. Government-led not industry-led nutrient criteria offers
most protection
 EU Pledge criteria need to be strengthened, particularly

fprsugar

2. Wide range of marketing opportunities not covered by
current policies e.g. smartphones, gaming
 Extend remit of policies to cover these media

3. Children still exposed via non-child specific TV programmes

 Extend policies to cover all TV programmes watched by
children e.g. consider a watershed

4. Need to extend to engage more companies



Thank you

Hannah Brinsden

hbrinsden@iaso.org



