The Pledge of the companies – participants of the Russian food and drink market
“On limitation of advertising to children”
The World Health Organisation and national and regional regulators have called on the industry
to agree and implement self-regulatory advertising conditions designed to help parents encourage
their children to lead healthier lifestyles. World leaders of the food industry have addressed the
demand for higher ethical standards by committing to investment in effective self-regulation by
launching initiatives such as “A Global Commitment to Action on the Global Strategy on Diet,
Physical Activity and Health” and the “European Pledge on Children’s Food and Beverage
Advertising Initiative” which was signed in 2007 by 11 companies (Burger King, Coca-Cola,
Danone, Ferrero, General Mills, Kellogg, Kraft, Mars, Nestlé, PepsiCo, Unilever) – all of which
are members of World Federation of Advertisers (WFA). The Pledge came into effect in 2009.
Leaders of the Russian food market – companies Coca-Cola, Kraft, Mars, Nestlé, PepsiCo,
Unilever, Kellogg’s/United Bakers - support the implementation of advertising self-regulation in
the Russian Federation and in particular voluntary company-specific restrictions on advertising
to children. More specifically member companies of Russian Association of Advertisers have
assumed company specific commitment in line with the Pledge “On limitation of advertising
to children” which is similar to EU Pledge and propose to call on other market participants to
join this initiative.
The framework minimum criteria of the Pledge are based on the following:
•
•
•

No advertising of products to children under 12 years except for products which fulfill
specific nutritional criteria based on accepted scientific evidence and/or applicable
national and international dietary guidelines.
For the purpose of this initiative, “advertising to children under 12 years” means
advertising to media audiences with a minimum of 50% of children under 12 years.
These media include television programming, radio, print, Internet and phone messaging.
No communication related to products in primary schools, except where specifically
requested by, or agreed with, the school administration for educational purposes.

The Russian Pledge Participants will do their best to promote physical activity and to supply
consumers with meaningful and easy to read information on their products helping them to make
informed choices..
The reliability of the self-regulation mechanisms is dependant upon all participating companies
meeting their commitments. In pursuance of this, companies will establish the Pledge
Monitoring Committee. The Monitoring Committee is created to monitor and evaluate company
compliance with the above-mentioned commitments. The participants fully understand that this
Committee shall not be a forum for agreements, discussion, or sharing of confidential
commercially sensitive information, that could lead to a breach of the competition law.
The above companies will implement their commitments no later than January 1, 2010. The
signatory companies encourage other companies to join. Additional companies will be granted
an adequate transition period (up to 12 months) to bring their marketing communications policies
into line with the commitments in the Russian pledge.
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