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The Beverage Council of Ireland Position Paper  
Marketing & Promotion of Soft Drinks to Children

The Irish soft drinks industry observes the highest standards of responsibility and accountability in the marketing and promotion of soft drinks to children. The Beverage Council of Ireland (BCI) members are keenly aware of local, cultural and consumer sensitivities and constantly strive to attain industry best practice in terms of their marketing and promotional approaches to children. The industry also respects the primary role of parents and guardians in managing the dietary habits of their own children, and does not wish to undermine that in any way.

Industry Commitments

The Irish soft drinks sector was one of the first industries in Europe to introduce a code of best practice on the marketing and promotion of soft drinks to children. The code is complemented by an additional code on the sale of soft drinks in schools - vending. These codes, together with a series of other voluntary initiatives, are now encapsulated in the European wide UNESDA
 commitments which fall under the EU’s Platform for Action on Diet, Physical Activity and Health. The soft drinks sector has demonstrated comprehensive compliance with these marketing and promotion codes; so much so that it has been publicly praised by the former EU Commissioner for Health and Consumer Protection, Markos Kyprianou
, for its endeavours in this area, during his term.
The code set out below is under regular review to ensure that it remains as relevant as possible to the changing market and reflects the Children’s Advertising Code governed by the Broadcasting Commission of Ireland. 
Code on Marketing and Promotion of Soft Drinks to Children

Key Principles

All marketing and promotional messages to children must accurately portray products and promotions; be readily understandable by them; and use language that is appropriate to children.

The marketing of products to children must not:

· Undermine the authority of parents 

· Portray parents, teachers or other authority figures in a negative role;

· Promote “pester power” by appealing to children to persuade their parents or others to buy certain products for them.

All marketing and promotion of beverages should aim to promote a healthy, balanced diet and lifestyle 

The visual presentation of beverages in advertisements will accurately represent all material characteristics advertised, including taste, size, content and nutritional and health benefits.

All promotion of beverages should contain adequate labelling and portion sizes.  Portion sizes should be appropriate to the target audience and social context.  In all locations, adequate choice of pack sizes should be available with appropriate labelling for consumers to make an informed choice.
The marketing of beverages should not mislead children as to the potential benefits from consumption of any product, such as popularity, intelligence or athletic ability.

While the use of animation and/or fantasy is acceptable, it should not be used in such a way that would create difficulty in distinguishing the real and the imaginary.

Sampling and promotion of activities in schools and at events will be done only with the prior agreement and consent of the school administration and/or event organisers. It will comply with applicable legislation or regulation and should ideally be accompanied by appropriate educational and nutritional messages.

In the case of premiums, competitions and promotions, special consideration must be given to children at all times, including in the following scenarios:

· Premium purchase requirements (e.g. collect x wrappers to claim a prize) will reflect realistic product consumption for the timeframe of the promotion – so as to avoid the promotion of over-consumption;

· If children are encouraged to “collect a set” of items offered with a product, the number of items in the set should be aligned with a reasonable number of purchases during the lifetime of the offer;

· In advertising competitions to children, care will be taken not to produce unrealistic expectations of the chances of winning or inflated expectations of the prize(s) to be won.  All prizes offered will be appropriate to the child audience.

For the purpose of this code a child is defined as any individual under the age of 12 years.  Members of the BCI have also recently subscribed to a Code of Practice for Digital Communications and Marketing to Children via UNESDA.
About the BCI

The BCI is the representative body for the Irish soft drinks sector, covering soft drink, fruit juice and bottled water products. It embodies approximately 60 companies country-wide, which in turn employ about 6,000 people in the manufacture and distribution of non-alcoholic beverages. Every year, the industry sells more than 800 million soft drinks in hundreds of different flavours, shapes and sizes through some 40,000 sales points throughout the country, generating in excess of €200 million in VAT revenue. 
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� UNESDA is the European industry association representing a substantial part of the total non-alcoholic beverages industry, with 28 national member associations. 


� http://ec.europa.eu/dgs/health_consumer/index_en.htm
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