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The GCC Food & Beverage Alliance Pledge on
Responsible Food and Beverage Marketing to
Children — Enhanced commitments

The GCC Food & Beverage Alliance (‘GCC FBA') Pledge Marketing
to Children Pledge highlights a voluntary commitment from the
signatories to change the way food and beverage products
exceeding certain levels of saturated-fats, trans-fatty acids,
sugars or salt are marketed to children under the age of 12 in
the GCC countries, thus promoting a balanced diet and healthy,
active lifestyle.

As members of the International Food & Beverage Alliance, all
the signatories have in place further voluntary pledges on
responsible food and beverage marketing to children. These
pledges respond to the call to action in the WHO set of
Recommendations on the Marketing of Foods and Non-
alcoholic Beverages to Children.

This voluntary pledge reflects a willingness of the signatories to
cooperate with the relevant government ministries and
authorities in the GCC in the areas of diet, physical activity and
health.

The GCC FBA Marketing to Children Pledge is a minimum
framework commitment by the participating companies to
implement voluntary measures to achieve this goal. Each
signatory company shall develop an individual action plan, as
may be applicable to their specific product lines.

The current participating companies are: -

- Ferrero Trading Lux S.A (Dubai Branch)

- General Mills

- Kellogg Company of Great Britain Ltd (Dubai Branch)

- Mars GCC FZE

- Mondelez Middle East & Africa FZE

- The Coca-Cola Export Corporation (Dubai branch)

- Nestlé Middle East FZE

- Pepsi-Cola International Ltd (Dubai representative office).
- Unilever Gulf FZE
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By signing this pledge the above companies voluntarily commit
to comply with the following criteria:

> No advertising of products to children under 12 years,
except for products which fulfill specific nutrition criteria®.

»  Our companies have developed a set of harmonized
nutrition criteria to provide a strict common standard
based on the EU Pledge nutrition criteria’®3, You can view
the GCC Pledge Nutrition Criteria on www.ifballiance.org

> For the purpose of this initiative and in practice,
advertising to children less than 12 years of age means
advertising in child directed measured media where 35%
or more of the audience is less than 12 years of age.

This commitment will be applicable throughout the GCC
countries,

This commitment will apply to marketing communications
for food and beverage products on TV and Print
advertising, company-owned and third—party websites,
radio, cinema, DVD/CD-ROM, direct marketing, interactive
games, mobile and SMS marketing directed to children
under 12 years and product placement in children’s media
channels.

There will be no communication related to Food and Beverage
products in primary schools, except where specifically
requested by, or agreed with, the school administration for
educational purposes, and when the products requested are
compliant with specific nutritional criteria.

The International Food & Beverage Alliance will publish yearly
reports to demonstrate compliance with this policy. These
reports are based on third party auditing of participating
companies practice, globally and in the GCC region.
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! Mars, Mondelez and Coca-Cola do not advertise to children under 12.
231 December 2017 was the deadline for full industry implementation of the common nutrition criteria in

GCC.
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under 12, but will not include company-owned, brand equity

characters.
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Guido Ferralasco, Ali Akhtar Shaikh Amr Farghal
Managing Director Gulf Countries Commercial Director and Market  Regional Vice President
Ferrero Trading Lux S.A (Dubai Branch) Operations Head Mediterranean, Turkey, Middle East &
Middle East & Africa Africa
General Mills Kellogg Company of Great Britain Ltd.
(Dubai Branch)
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Karim Chabara Alan Smith /" Yves Manghardt |
General Manager Managing Director Chairman and CEO
Mars GCC FZE Mondelez Middle East & Africa Nestlé Middle East FZE
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Omar Farid Murat Ozgel Sanjiv Kakkar
President, Middle East & North Africa General Manager Executive Vice President
Pepsi-Cola International Ltd Middle East Region Unilever MENA, Turkey, Russia
The Coca-Cola Export Ukraine & Belarus
Corporation (Dubai Branch)
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