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Accenture has been commissioned by the IFBA to produce this report on behalf of its 
participating members listed below. All the media research data analysed in order to 
produce this report was gained from sources independent of the advertisers and their 
associated media agencies. Both the markets and the periods to be analysed were also 
independently selected by Accenture. 
 
Compliance Monitoring of Global Advertising for Television, Print, and 
Internet for the International Food & Beverage Alliance 
 
 
In June 2009, the International Food & Beverage Alliance (IFBA) engaged Accenture to 
monitor its members’1 compliance with their stated global marketing and advertising to 
children policies.    
 
IFBA members have committed to: a) only advertise products to children under 12 years 
of age  that meet specific nutritional criteria, based on accepted national and 
international guidelines, or; b) not to advertise products at all to children under 12.  In 
practice “advertising to children under 12 years of age” means not advertising to media 
audiences with a minimum of 50 percent of children under age 12.  
 
Methodology 
 
Accenture independently monitored 12 markets for Television and Print advertising and 
six markets for Internet advertising.  To ensure full transparency, Accenture selected all 
markets and the time periods to be monitored after the advertising had already been 
purchased by the companies.  No IFBA members knew in advance which markets and 
time periods were being monitored.  
 
Accenture conducted the monitoring exercise as a random sample of the companies’ 
advertisements.  In order to provide a global representation, Accenture selected the 
following markets for Television and Print monitoring:  Argentina, Canada, China 
(Shanghai region only), India, Indonesia, Mexico, New Zealand, Russia, South Africa, 
Thailand, Ukraine and USA. The period monitored for Television and Print advertising 
was from 1 February 2009 to 30 April 2009. For Internet advertising, six markets were 
monitored: Canada, India, Mexico, New Zealand, South Africa and USA. The period 
monitored for Internet advertising2 was from 1 June 2009 to 7 August 2009. 
 
This report specifically excludes European markets as a similar monitoring exercise was 
conducted by Accenture on IFBA members' compliance under the EU Pledge and 
reported in September 2009.2 
 
 
 
 
                                                      
1 IFBA’s member companies included in this report are The Coca‐Cola Company, General Mills, Kellogg's, 
Kraft, Mars, Nestle, PepsiCo, Inc. and Unilever. 
 
2 The EU Pledge Monitoring Report is posted on the EU Pledge web site at www.eu‐pledge.eu  
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Television Advertising Results 
 
Accenture analysed industry standard Television monitoring data for all advertisements 
broadcast on all channels in each market to assess whether these advertisements had 
been aired when more than 50 percent of the audience were children. (see Appendix 1) 
The term “children” was defined as those under 12 or the nearest equivalent available 
from the Television monitoring research company.  
 
Between 1 February 2009 and 30 April 2009, 2,071,643 Television advertisement spots3 
were analyzed in all 12 markets.  Of these, Accenture determined that 37,836 
Television advertisement spots were non-compliant, representing a compliance rate of 
98.17 percent. 
 

 
Market 

 
Compliance Rate 

Global 98.17% 
Argentina 98.65% 
Canada 99.34% 
China (Shanghai region only) 98.85% 
India 95.62% 
Indonesia 99.32% 
Mexico 99.75% 
New Zealand 99.91% 
Russia 99.21% 
South Africa 99.64% 
Thailand 99.94% 
Ukraine 98.95% 
USA 99.93% 

 
There were instances (33,963 spots of the 37,836 non-compliant TV advertising spots) 
aired during adult viewing times (21:00 – 05:59) which produced profiles of more than 
50 percent of the audience being children. These are statistical anomalies due to small 
audience sizes. Accenture observed that in most cases, these TV advertising spots 
aired between 21:00 and 05:59 had ratings below 1 Gross Rating Point4 for children. 
These spots were nonetheless considered to be non-compliant. 
 
 

                                                      
3 A television advertising spot is a span of television programming produced and paid for by a company 
that conveys a message, ranging in length from a few seconds to several minutes. 
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Print Advertising Results 
 
Accenture drew up a list of titles reasonably expected to be designed for an audience of 
children under 12 years old, for example: comics, young children and pre-teens’ 
magazines and newspaper supplements designed for children. (see Appendix 2). 
Accenture analyzed all advertisements placed in these publications for any instances of 
non-compliant products advertised by IFBA members. 
 
Between 1 February 2009 and 30April 2009 Accenture found no instances 
(appearances) of non-compliant products advertised by IFBA members in childrens’ 
Print titles in any of the 12 markets. 
 
 
Internet Advertising Results 
 
A method similar to monitoring for Print was applied to the compliance monitoring   
analysis on the Internet.  Accenture drew up a list of websites reasonably expected to be 
designed for an audience of children under 12 years old for the six markets and 
analyzed them for any instances of non-compliant product advertising4 by IFBA 
members.  (see Appendix 3) 
 
Between 1 June 2009 and 7 August 2009, Accenture found one product advertised on 
one children’s website.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                      
4 Internet advertising refers to internet display advertising covering web banner advertisements and rich media 
advertisements. 
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Appendix 2:  Print Titles Monitored 
 

 
 
There was no children’s titles data available in the following markets: Canada, Mexico, 
Argentina, Russia, Ukraine, India, Thailand, & Indonesia.  Accenture has gone out and 
purchased children’s magazines available from the local newsstands for a spot check. 
The findings across most markets were that children’s magazines were mostly comics  
which did not have advertising in them. 
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Appendix 3:  Websites Monitored 

 


