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Beverage Council of Ireland welcomes announcement of new European codes on marketing to children

· Ireland has already implemented many of the recommended codes
Friday 27th January 2006: The Beverage Council of Ireland, the representative body for the soft drinks industry in Ireland, welcomes the announcement by UNESDA (the Union of European Beverages Associations) of a range of commitments on marketing to children and sales in schools, and to the introduction of an even wider choice of low-sugar and sugar-free drinks. 
The Beverage Council of Ireland is a member of UNESDA and has signed up to the codes on behalf of the industry in Ireland. The commitments announced by UNESDA in relation to marketing to children and vending in schools detailed below are in fact already in place in Ireland.

Speaking today, Bernard Murphy, Executive Director, Beverage Council of Ireland said:
“The soft drinks industry in Ireland has been anticipating these issues and is in fact ahead of most European countries on this. We already have voluntary codes of practice in place, which do not allow vending machines in primary schools, for example.

“This announcement by UNESDA is a significant move by the industry, and it will now require work to implement and monitor. This is the first time the major beverage producers in Europe have come together to jointly define their commitments related to responsible sales and marketing practices, especially to children and schools.”
A number of major beverage companies – including Cadbury Schweppes European Beverages, Cantrell and Cochrane Ireland, The Coca-Cola Company, Coca-Cola Enterprises Europe Group, The Coca-Cola Hellenic Bottling Company, GlaxoSmithKline, Pepsi Beverages Europe and Unilever - have united under the umbrella of UNESDA in bringing forward these commitments.

Under the codes, in relation to marketing to children:

· there will be no placing of any marketing communication in printed media, websites or during broadcast programs specifically aimed at children under the age of 12.

· companies will avoid any direct appeal to children under the age of 12 to persuade parents or other adults to buy beverages for them.
In relation to vending in Schools:
· In primary schools, there will be no engagement in any direct commercial activity unless otherwise requested by school authorities.

· In secondary schools, with the agreement and active participation of educators and parents, a full range of beverages (including water, juices & other beverages in both regular- and calorie-free versions) will be made available in appropriate container sizes, allowing for portion control.  To respect the commercial-free character of schools, where the industry is responsible for final distribution of products, unbranded vending machines will be provided – preferably bearing images and messages promoting balanced diets and healthy, active lifestyles.
On consumer information:

· UNESDA has agreed to improve nutrition information to consumers, including on-pack calorie details and to start testing on-pack Guideline Daily Amounts to provide consumers with a simple way to better manage calorie intake. 
In the area of products and choice:

· the industry will increase the number of new beverages with low- or no-calorie content and light versions of existing beverages, and increase the choice and availability of individual packaging sizes.
It is the intention of UNESDA to use an auditor with extensive experience of monitoring implementation of self-regulatory measures across large business sectors and over a sizeable geographic area.
Ends.
Note: 

UNESDA is the European industry association representing a substantial part of the total non-alcoholic beverages industry, with 28 national member associations. The primary role of UNESDA is to promote members’ interests at European and international level. 
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