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Fig. 2. Growth in digital advertising expenditure in EU markets, 2015-2016
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Expert meeting on monitoring of digital marketing of unhealthy products to children and adolescents
Moscow, June 2018.
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“programmatic” system of advertising @
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Complexity of advertisement ecosystem
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Social media influencers
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Solution?
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GDPR and current status

a

* Consent easier to gain within walled gardens

* A monopoly
* Regulatory approaches
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ABSTRACT

Marny countries have priontized good nutrition and the
prevention of nos-communicable dseases n ther efforts 1o
meet the bie Dev Goals While agné

progress has been made, challenges reman in areas where
palicy nitatives are lackng such a5 the dgital marketing
of high fat, salt and sugar (HFSS) foods to children. Both
direct g theough pasd adver and indirect
marketng through socialmedia nfluencers expose children
10 the promation of unhealkthy food. A dearth of clear laws
9o nal media hers, coupled with
neakm'..r inmonitonng systems, have left policymaloers
hesitant % take tangble action. This paper outlines the
current landscape of digital marketing and a rumber of
niematonal polcy measures that should be discussed to
eshance chid protecton. Understanding the digital marketing
e is key to identifying which org; an

Y

SITUATIONAL OVERVIEW

Noncommunicable dseases (NCDs) are resparsible for
41 milion deaths every yeat equivalent 10 71 percent of al
deaths gobally according 8o estimates by the Global Pared
on Agricuture and Food Systems for Nutnition {Global Panel
2016) Each year, 15 miion people between the ages of 30 and
€9 die from an NCD, and 8% pescent of those deaths occur n
low- and middle-income countres. Casdiovascular diseases,
cancers, respiratory diseases and dabetes account for mose
than £0 percent of all NCDselated premature deaths. The use
of tobacco, physcal nacwvity, the harmful use of alcohal
and unheabfry diets all norease the nsk of dying from NCDs.
Futh the dity of enhealthy foods, such 2 sugar-

b ges, processed and ulra foods,
has ncreased dramatically {Global Panel 2016)

Dmmuqesmwbod'\mmwn;gumm

mvohedin supphyng and distnbuting digeal ad

and the brands being marketed Effective identification can
te by the lack of 2 system 1o tag HFSS
ader Current d on data privacy and
haw %o protect children's prvacy, in particuar, pronde an
oppartundty to explore new techndlogical solutions, such as
age-venfication tools, that could be used to restrct childeen's
exposure to digtal marketing. Creating 2 comman platform
for the Untted Nations and #ts Members %o foster dalogue
and devedop a coordinated policy response would further
ncrease protection for chiden

REGIONAL OFFICE FOR Europe

Y World Health
&3 Organization

and of y foods, 5 y raise the nsk
of pecple asound the world :\mmgmmdafmm
NCDs. impartantly, there & a groming body of ewdence
demorarating that childhood overweight and cbesity often
lead to aduithood cbesity, making overwesght and cbese young
pecple more prone to developing NCOs {Smmonds et al, 2016)

Many counfries have taken steps to address the inappropriate
marketing of unhealthy foods and beverages to children
However, many sely on the sedf-segulation of the advertzing
industry and food manufacturers (WHO NCD Ofice, 2019)
although thes has been shown to be meffective (WHO Regional
COffice for Ewsope, 2018). Futhermose, evidence suggests that
current poloes o reduce children’s exposure 10 marketing
of energy-dense, highly processed foods and beverages
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CLICK: The WHO Europe framework to monitor the digital
marketing of unhealthy foods to children and adolescents
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OVERVIEW

This paper presents CLICK, a monitonng framewark developed
by the World Health Organization European Office for the
Prevention and Contrel of Noncommunicable D S

etal, 2016 UNCEF, 201 %a; WHQ, 2016). In 2010, based on
the stiength of this evidence, the World Health Assembly
unanmously adopted the WHO Set of Recommendations
on the Markesing of Foods and Non-alcoholic Beverages
%o Children (WHQ, 2010). A central recommendation of
the WHOC on Ending Chilchocd Cbesity (WHOQ

{WHO NCD Office), to support countries in monitorng the
dgtal marketing of unheakthy products to children (WHD
NCD Office, 2019) We summarize its comprehensive and
nnovatiee approach, destfying the progress achieved and
further measures required to strengthen the manitoning
of digital marketing to children
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2016) was that children’s exposure to such marketing be
reduced. Unhealthy focd marketing ndringes multiple
rights under the United Natons Convention on the Rights
of the Chid (United Nasors, 1989), nduding the nghts to
heakth and to freedom from eaploitation (WHO Regional
Office for Europe, 2016; UNICEF, 2018)
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