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FOR INFO
17 March 2017

Informal report by the Secretariat of the EU Platform meeting of 9 March 2017 

Dear all,

On 8 and 9 March 2017, meetings of the High Level Group (HLG) on Nutrition and Physical Activity and the EU Platform for Action on Diet, Physical Activity and Health (DPAH) took place in Brussels.

The agenda and presentations are now available on the Commission’s website:

· HLG meeting (8 March)
· EU Platform meeting (9 March)

Please find below an informal report of the EU Platform meeting from FoodDrinkEurope Secretariat.

Kind regards,

The Secretariat 





Informal Secretariat report of the EU Platform meeting of 9 March 2017

On 9 March 2017, the EU Platform for Action on Diet, Physical Activity and Health held its regular meeting. The topic of the meeting was “Marketing and advertising”. 

Participants: 
· European Commission: Artur Furtado, Wojciech Kalamarz, Maria-Mihaela Armanu, Stefan Craenen, Stephanie Bodenbach, Liam Durack, Alexandra Nikolakopoulou, Sabine Pelsser, Francesco Carlucci, Jan Wollgast (JRC)
· Member States: Romania, France, Lithuania 
· NGOs: EuropeActive, European Cyclists’ Federation (ECF), European Spas Association (ESPA), European Hearth Network (EHN), European Public Health Alliance (EPHA), World Obesity Federation (WOF), EuroCoop, European Consumers Organisation (BEUC), International Baby Food Action Network (IBFAN), EUFIC
· Industry: COPA-COGECA, FoodDrinkEurope, FoodServiceEurope, Freshfel, ServingEurope, WFA
· Academia: University of Ghent

1. Introduction by the Commission

The new Chair of the Platform, Wojciech Kalamarz (DG SANTE), opened the meeting. The Commission informed the members that the joint meeting with High Level Group and the EU Platform has been postponed to 1 June 2017. At that occasion, Commissioner Andriukaitis is expected to give an introductory statement.

1. What’s new?, Joint Research Centre

The Joint Research Centre (JRC) presented the recent scientific and policy developments in the area of nutrition and health. In the presentation, the latest statistics published the European Cardiovascular Disease Statistics and the recent opinions from the French Agency for Food, Environmental and Occupational Health and Safety (ANSES) on the establishment of recommendations on sugar intake and on the relevance of nutrition information programmes for consumers were mentioned, amongst others. 

The presentation also referred to several new studies and publications (e.g. a study on the changes in salt and sugars content of breakfast cereals in the UK between 1992 and 2015 and a review of total and added sugar intakes and dietary sources in ten European countries).  

Since the JRC’s presentation was not shared in advance of the meeting, FoodDrinkEurope requested to the Commission to make all the presentations available beforehand in order to allow members to prepare and contribute to the discussion. The European Commission replied that the request will be taken into account in view of the future meetings. 

1. Discussion session on marketing and advertising

3.1 How to empower children to cope with embedded (food) advertising: the role of advertising and implications for appearance, self-esteem and eating habits, Ghent University

Liselot Hudders and Verolien Cauberghe from Ghent University presented the results of a research project on advertising literacy. The project investigates the role of advertising in general – not only food advertisement – with particular attention to new advertising formats and strategies. The focus of the research is on the development of advertising literacy in children. The researchers argued that children should be trained to develop the necessary skills to understand marketing strategies. This would enable them to discern persuasive messages and critically reflect on them. It was underlined that the purpose of the project is not to instil a negative perception about advertising, but to help children to cope with advertising strategies and techniques. The speakers underlined the responsibility of the industry in employing advertising techniques that are not misleading. They also noted that it is parents’ duty to guide children in making healthy food choices. 

The International Baby Food Action Network (IBFAN) asked the researchers from Ghent University whether it is possible to teach children to “defend” themselves from advertising and asked whether the project has received any corporate funding. Ghent University replied that broad stakeholders’ involvement, including industry participation, is important to achieve successful results, including effective self-regulatory mechanisms. They stated that the project did not receive any corporate funding. It was reiterated that advertising should not be considered negatively per se and that the sole purpose of developing advertising literacy in children is to make them aware of marketing techniques, without this entailing any negative judgement about them. They added that training sessions have proved effective. The researchers also expressed appreciation for the EU Pledge and the advertising literacy programme Media Smart. 

The European Public Health Alliance (EPHA) asked why “the burden of advertising should be placed on children” rather than on the industry. The researchers from Ghent University replied that it is necessary to address the issue from different angles. In this sense, advertising literacy should be complemented with actions taken by parents, industry and public authorities. They noted that the belief that a total ban on children advertising could solve the issue only postpones the problem to a later stage when, as adults, people have to deal and cope with advertising messages. The research shows that advertising literacy improves with experience. By being exposed to advertising, children learn and develop the critical skills needed. 

The European Heart Network (EHN) asked if evidence about the long-term effects (into adulthood) of advertising literacy programmes for children is available. The researchers from Ghent University replied that research on long-term effects has not been conducted yet. 

The European Commission mentioned that research on marketing and advertising to children has been carried out also under the iFamily Study. The Commission suggested to invite the project partners of the iFamily study at a future meeting of the EU Platform to present their findings. 



3.2 Polish experiences as an example of effective self-regulation for food advertising to children, Polish Federation of Food Industry, Union of Employers

The Polish Federation of Food Industry, Union of Employers (PFPZ), member of FoodDrinkEurope, gave a presentation about the Polish experience in self-regulation of advertising. The new self-regulatory system based on nutritional criteria was adopted in 2014 and is officially in force since January 2015. The rules have been endorsed by the Polish broadcasters, the National Broadcasting Council and the Ministry of Health. In 2015, 100% of advertisements of sugar and sugar-based products, non-alcoholic drinks, potato chips and potato-based snacks were in line with the broadcasters’ agreement, thus proving that self-regulation is an effective tool. 

1. Update on recent activities, DG SANTE

The French Agency for Food, Environmental and Occupational Health and Safety (ANSES) informed participants about the latest developments on the JANPA Work Package 5 (Nutritional Information), which has integrated the work of EU’s Working Group on monitoring of reformulation activities. The results of the pilot studies in Austria and Romania will be published in September 2017. JANPA WP5 collected nutritional information on breakfast cereals and soft drinks by using information available on the labels. The products have been further classified in sub-categories. ANSES emphasised the importance of working at sub-category level when setting benchmarks for reformulation, given the wide variety in the market. As regards the monitoring, ANSES said that this should be carried out in each country given that the composition may differ from one country to the other. Industry data is needed.

FoodDrinkEurope asked the Commission to report back on the outcome of meeting of the High Level Group on Nutrition and Physical Activity (HLG) of 8 March and the meeting of the HLG expert group on reformulation of 7 March. FoodDrinkEurope re-emphasized the need to conduct national dietary surveys in order to target reformulation efforts and direct them where these can have greater impact. In relation to product categorisation, FoodDrinkEurope suggested that consumer insights could be an important starting point; national specificities must be taken into account. 

Nestlé expressed its support for a coordinated EU monitoring methodology and suggested that the industry could contribute by directly submitting data on the nutritional composition of their products. Nestlé also suggested to put in place a joint procurement at EU level by using commercial databases. IBFAN praised the fact that the industry is willing to provide data, but urged caution with the use of commercial databases.  

ANSES noted that the data available on the Mintel’s Global New Products Database (GNPD) – currently being used by JANPA WP5 – is focused on innovation and new products and may therefore not be representative of the market. There are similar challenges for Euromonitor’s Passport Nutrition, which is used by JRC.

CEFS asked ANSES whether the monitoring exercise will also cover energy. It highlighted the importance of ensuring that sugar reduction entails energy reduction. ANSES replied that all nutritional information available on labels is being monitored. 

In response to FoodDrinkEurope’s remarks, the European Commission noted the following:

· Dietary surveys are very expensive and cannot be covered under the budget allocated for the EU Health Programme 2014-2020. In a ‘gold plate scenario’, it could cost over 15 milliion euros. 
· When setting benchmarks, national specificities will be considered. However, according to the Commission, in some Member States, the need for flexibility may be misunderstood with the need for agreement at EU level. This can go in parallel and does not have to stall the process.
· Databases are useful and nutrition labelling is a good piece of information. The possibility of doing a joint procurement for data on nutritional composition is being explored. 
· At the meetings on 7 and 8 March, Member States agreed that: 
· The JANPA approach (OQALI model) is a promising methodology; the monitoring will include all information available on the labels. 
· This is an opportunity to revamp efforts on salt, saturated fat and sugars reduction (while lowering calories);
· There is an important span within categories on added sugars, so there is scope for improvement.
· On the issue regarding communication of industry efforts in product formulation, the Commission reported that the Member States did not reach an agreement yet and are still discussing possible ways of communicating it. 
· For the 2017 budget, the Commission envisages the following projects:
· A project to support Member States work on reformulation, including support work on monitoring. Some additional scientific advice might be undertaken too. 
· Public procurement: initiative to support Member States in bringing the Maltese EU Presidency document on public procurement of foods in schools to the national level (integrating it into national guidelines). 
· Physical activity: guidelines for specific population groups.
· Call for proposals on the “lifelong approach to healthy lifestyles”. Commission to work with universities and Member States to focus on prevention and promotion. 

The Commission also reported that the High Level Group has asked to bring to the attention of the EU Platform two issues in particular: 
1. The HLG called on EU Platform to act to ensure that children are better protected from advertising of food high in fat, sugar and salt. 
2. In the context of the work of the working groups on reformulations, the HLG called on EU Platform members to share with public authorities data on product composition and market share. 

Finally, the Commission praised the readiness of sector associations (“Even sectors that haven’t been easy to talk to at the beginning”) to commit to reformulation initiatives. 

FoodServiceEurope enquired about the mid-term review of the EU Action Plan on Childhood Obesity 2014-2020, which was due in mid-February, and commented on the public procurement guidelines developed by the Commission and the Maltese Presidency. They regretted the fact that the Commission had given a too short deadline to comment on the guidelines for public procurement of food in schools and that the industry was consulted only at a late stage of the process. FoodServiceEurope also expressed concerns about the “best practices” approach used in the document to identify technical specifications for nutrients and food categories.

IBFAN noted that data on reformulation shows a gap in the baby food category, where it is not known what is in the product. The Commission confirmed that IBFAN’s comments on the Romanian law on infant feeding were transmitted to the High Level Group.

FoodDrinkEurope supported the comments made by FoodServiceEurope regarding the guidelines for public procurement of food in schools. It reiterated the need to carry out dietary surveys to monitor the work on reformulation, asking the Commission and HLG not to close the door but instead find workable solutions. FoodDrinkEurope also asked what the European Commission foresees in its budget 2017 to support the EU Platform, e.g. support for companies to help them overcome barriers to reformulation. The European Commission responded that DG SANTE had provided input to DG Research and Innovation to ask for a focus of research projects related to reformulation.

The European Commission informed Platform members that the EU Action Plan on Childhood Obesity 2014-2020 was discussed at a technical meeting organized by the Maltese Presidency on 1-2 December 2016 in Malta and at the meeting of the High Level Group on 8 March 2017, but did not give any further details.  
In relation to the guidelines on public procurement of food in schools, the Commission acknowledged the fact that the deadline was short. It added that the guidelines are conceived as a “living document” to be amended and adjusted to reflect developments and emerging good practice. The Commission stated that they have considered the majority of the comments submitted by stakeholders. The document to be finalised in 2017 should be the “perfected” version. 

1. Promoting healthier diets through evolved nutrition labelling – The Coca-Cola Company, Mars, Mondelez, Nestlé, PepsiCo and Unilever

A group of six companies – The Coca-Cola Company, Mars, Mondelez, Nestlé, PepsiCo and Unilever – presented their proposal for an evolved nutrition labelling scheme to be voluntary applied across the EU market. The labelling scheme would combine Reference Intakes with colour coding and would be based on portions rather than 100gr/ml (as the UK traffic light system) to better reflect real consumption. The scheme was presented as a response to consumer and stakeholders’ requests for an interpretative front-of-pack labelling scheme. The companies proposed to set up a task force to further discuss and fine-tune the scheme; this would consist of three layers: company nutritionists, expert stakeholders, and a broader group of stakeholders, incl. the EU Platform.

Contrary to a colour-coded scheme based on quantities of 100 gr/ml, the companies explained that a portion-based scheme would incentivize reformulation and the development of smaller portions. 

The representative from France described work done by the French government to assess which front-of-pack labelling scheme would improve the nutritional quality of the food basket. Four front-of-pack labelling scheme have been tested in real market conditions between September and December 2016 in France. The results of the test will be published in the next weeks. He expressed to be surprised that the proposal for an evolved nutrition labelling by the six companies came ahead of the results of the French testing. He also pointed at the contradiction between the evolved nutrition labelling proposal and the fact that some companies have previously shown reluctance to accept a colour-coded labelling scheme. Finally, the representative said that labelling schemes should not increase social inequalities.

Copa-Cogeca expressed doubts about the possibility to reformulate some type of products, such as butter. It added that products whose consumption is recommended by dietary guidelines as part of a healthy diet should be exempted from this kind of labelling. 

FoodDrinkEurope clarified its position, noting the European approach of this initiative, the fact that it builds on the Reference Intakes scheme and that it takes a portion approach; at the same time, FoodDrinkEurope and the majority of its members remain at this stage not favourable to colour-coding. Any nutritional labelling scheme must be based on sound science and must be evaluated as to its objectives. Finally, FoodDrinkEurope underlined the importance of improving nutrition literacy (incl. attention + motivation to look at nutrition labels) among consumers as a first important step and indicated to be willing to engage in further discussions with stakeholders on this topic. 

EuroHealthNet welcomed the initiative and made two remarks: 
1) It noted that the use of health claims on products bearing a red label would be misleading and therefore should be prevented; 
2) In relation to the assumption that the evolved labelling scheme would incentivize reformulation, it pointed to the need of ensuring that portion reduction corresponds to a price decrease. 

The European Consumers’ Organisation (BEUC) welcomed the move towards colour-coding, but stated that the focus on portions (as opposed to per 100g/ml) is of concern. There may be a risk that this is seen as an attempt to increase the ‘ambers’ and ‘greens’ in traffic light labelling. 

The European Heart Network (EHN) welcomed the initiative but noticed that there is no evidence showing that colour coding based on portions can help reduce consumption. It called for more research on this point. It said it understood the frustration expressed by France.

World Obesity Federation, represented by UK’s Children’s Trust, questioned who is to blame that consumers do not understand traffic lights in the UK? Is it the industry that is not educating or is it the government?

Representatives from the six companies replied to some of the remarks. In reply to the remark made by France, the fact was acknowledged that initially the companies were not in favour of color-coding but they then recognized the need to proactively engage in the discussion. It was also reiterated that the task force approach will be inclusive, taking into account input from all the stakeholders. 

The Platform Chair said that the EU Platform is probably the best place for having this discussion and hoped that the six companies would continue the discussion here. 

1. Other initiatives to promote healthier diets

6.1 Framework for commitments, FoodDrinkEurope

FoodDrinkEurope gave an overview of FoodDrinkEurope’s framework commitments to the EU Platform, describing the concept and objectives. It presented the “Eat & Live Well” website and showed some examples of case studies, in particular in the area of responsible marketing and advertising to children. 

6.2 Engagements in the nutrition and health debate, Caobisco

	Caobisco presented the chocolate, biscuits and confectionery sector and its contribution to the EU Platform. Given the different product portfolios, the sector’s engagements are implemented through five areas of action. For each area of action, some examples of case studies were presented. In relation to consumer information, it was clarified that Caobisco does not support color-coding labelling; however, it is in favour of a harmonised system across the EU. It also expressed its willingness to be involved in the future work related to the evolved nutrition labelling. Finally, it underlined the need to focus on consumer education, public-private partnerships, and on leveraging the “nudge” approach. 

The European Commission noticed that the role of parents is crucial in shaping children’s food choices. 

The World Obesity Federation (WOF) mentioned an advertisement in the UK magazine “The Grocer” for a product falling under the “kid sugar category”, claiming that it was directed to kids. It asked what actions a sector association like Caobisco would take in this type of case. Caobisco answered that the Grocer is not a magazine for kids, therefore it is difficult to argue that the advertisement is targeting children. 

EuroHealthNet noted that if the industry claims that informing the consumers is their responsibility, then it is important that advertising is ethical and transparent. 

1. Commitments in the area of “Marketing and advertising”

7.1 State of play of commitments, DG SANTE 

DG SANTE provided an overview of the state of play of the EU Platform commitments. Six new commitments have been submitted (currently being evaluated by the advisory group), while thirteen have been discontinued. The presentation also showed that education is one of the fields where most commitments have been implemented. IBFAN made a remark about this last point, claiming that it would be beneficial to see less industry action in the area of education. FoodDrinkEurope pointed out that promoting healthy lifestyle is also part of the category at stake, as the title of the area indicates (“Education, including lifestyle modification”). 

IBFAN asked the Commission to disaggregate the data on the number of commitments falling under this category, in order to differentiate between education programmes targeting kids and other initiatives. It added that industry should limit its commitments to areas which are linked to their core business. The Commission answered that this will be taken into account for future presentations on the state of play of commitments. 

7.2 Commitments in this area

7.2.1 The EU Pledge: monitoring results and next steps, World Federation of Advertisers

	The World Federation of Advertisers (WFA) made a presentation of the EU Pledge, showing the 2016 monitoring results for TV and digital (company-owned websites, company-owned apps, and third party websites). For TV, the result showed a downward trend, while digital media registered a 95% compliance rate. Monitoring was carried out on third-party website to verify to what extent children are exposed to advertisements online. It was found that food and drink sector advertisements represent only 1.09% of all advertisements served. Of all food and drink advertisements served, 80% were served on adult sites. 

WFA also presented the new enhanced commitments of the EU Pledge. The four main changes concern: 
a) The expansion of the scope of the Pledge in order to include new forms of media; 
b) The development of a guidance note to reduce the “grey areas” by defining what is a commercial appealing to children under 12; 
c) Evolved nutritional criteria; 
d) Extension of the geographical scope of the EU Pledge. An enhanced accountability mechanism will be also launched by the end of 2017. It will allow consumers to file complaints which will have to be processed within a set timeframe. 

EPHA noted that there is divergence between the monitoring results presented -which showed a high level of compliance- and the scientific literature, which is negative about the effectiveness of the EU Pledge. WFA replied that monitoring is done against the objectives of the EU Pledge. The divergence in the results can be explained by the fact that, while monitoring for established media (e.g. television) is straightforward, monitoring emerging media formats can give contradictory results due to the absence of an established methodology. 

The World Obesity Federation asked how the EU Pledge makes sure that children’s exposure to marketing and advertising is reduced. The European Heart Network (EHN) asked if the EU Pledge has the ambition to change the 35% audience threshold. IBFAN pointed to the fact that the monitoring is carried out by a corporate entity. In response to WOF and EHN’s questions, WFA replied that the EU Pledge is committed to adopt responsible standards and that the objective is to agree on a threshold that is acceptable and balanced. 

The European Commission informed the EU Platform members that they have been in contact with the secretariat of the EU Pledge to discuss whether and how the commitments could be improved. The Commission praised the EU Pledge for the positive developments and for its readiness to act. It also commended the development of a complaint system. The Commission also stressed that it is not the role of the EU Platform to solve all the issues related to marketing and advertising.

7.2.2 Example of good practice implementation of the EU Pledge, Mars

	Mars gave a presentation on their Marketing Code and the areas of focus for 2016 (Mars Marketing Code compliance, responsible cross-promotion to support the World Health Organisation guidelines on sugar intake, update brand character guidelines). The internal process developed to deal with cases of non-compliance was also described. 

	IBFAN questioned the fact that the brand characters showed in the presentation are not appealing to children. 

	WFA added that the complaint mechanism developed by Mars is an example of best practice that has led to the development of a generic tool at disposal of other companies to ensure compliance with their marketing and advertising commitments. 

7.3 Other actions in this area

7.3.1 Relevance to the EU of the WHO guidance on ending inappropriate marketing of foods for infants and young children, IBFAN

IBFAN presented the WHO International Code of Marketing of Breast-milk substitutes, focusing in particular on the recommendations on promotion of foods for infants and young children. IBFAN criticized self-regulation and questioned its effectiveness. 

7.3.2 Food marketing to children. Game over? An introduction to BEUC’s new campaign

BEUC gave a presentation on their advocacy campaign on marketing to children. It showed examples of advertisements on social media targeting kids under 12. While welcoming the EU Pledge enhanced commitment to stop using licensed media characters for advertising to children, BEUC called on the EU Pledge to extend this commitment to packaging. Likewise it asked to stop using brand mascots, including on packaging. BEUC’s campaign also asks the EU Pledge to align its nutrition criteria with the WHO criteria. In the context of the revision of the Audio-Visual Media Services Directive, BEUC is advocating for replacing self-regulation with co-regulation. 

WFA indicated that the EU Pledge has the ambition to improve the nutrition criteria and that working groups have been established to work on the different product categories. 

FoodDrinkEurope asked whether BEUC, beside its advocacy campaign against marketing to children, has also put in place initiatives to help consumer to develop media literacy. BEUC replied that they are not aware of any actions taken by their members on media literacy. 

1. AOB

It was agreed to withdraw the status of European Non-Governmental Sports Organisation since they do not have active commitments since 2015.


Next Platform meeting: 1 June 2017 (Joint meeting of the EU Platform and High Level Group in Brussels)


***
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