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The GCC Food & Beverage Alliance Pledge
in Support of the Saudi Food and Drug
Authority Healthy Food Strategy

Kingdom of Saudi Arabia, Riyadh
September 12, 2018

H.E. Dr. HISHAM BIN SAAD ALJADHEY
Chief Executive Officer

Saudi Food and Drug Authority

Your Excellency Dr. Al-Jadhey,

In support of the implementation of the Saudi Food and
Drug Authority’s (SFDA) Healthy Food Strategy and as
part of the Saudi Arabia Vision 2030 that involves
tackling the issue of Non-Communicable Diseases
(NCD), the signatory companies included herein,
undertake to enact joint voluntary actions in the areas
of product formulation and innovation, nutrition
information, responsible advertising and marketing to
children, and promotion of healthy lifestyles. We
believe that a multi-stakeholder collective effort
including both the private and public sector, and a
holistic approach to public health is needed to help
address Non-Communicable diseases. We are proud to
partner with your esteemed organization and
contribute to the efforts to enhance public health in
Saudi Arabia.

The International Food & Beverages Alliance (IFBA)
brings together leading food and non-alcoholic
beverage companies around a common goal of helping
consumers around the world to achieve balanced diets
and healthy lifestyles. Formed in 2008 when CEOs of the
world’s leading food and beverage manufacturers
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voluntarily committed to support the World Health
Organization’s 2004 Global Strategy on Diet, Physical
Activity and Health, our work is based on a set of
commitments and actions recognized by the World
Health Organization, governments and civil society as
crucial to helping improve global health - product
innovation, improved access to nutrition information,
responsible marketing practices and the promotion of
healthy lifestyles. We continue working together and
play a role in contributing to address public health
issues. More on our global commitments and progress

can be found at: www.ifballiance.org

By signing this Pledge, the signatories — IFBA member
companies operating in the Gulf Cooperation Council
(GCC) territory, and with product manufacturing and/or
imports in Saudi Arabia: Ferrero Trading Lux S.A (Dubai
Branch), The Kellogg Company, Mars, Mondelez Arabia,
Nestlé, PepsiCo, The Coca-Cola Company, and Unilever
- voluntarily commit to the below:

1. Product Formulation and Innovation:
We are committed to continuous product
improvement and innovation to create
products that increasingly make available food
choices that help people eat healthy, balanced
diets. Therefore, we undertake to do one or
more of the following as relevant to each

Company’s Product portfolio:

e Continue to reduce sodium, sugar and
saturated fat; and provide reduced sugar,
saturated fat and salt options;

o Eliminate trans fats originating from
partially hydrogenated oils by end of 2018
(less than 1 gram of trans fat per 100 grams
of product);

® Provide a variety of portion size packaging,
including small and/or reduced portion
sizes and/or low- and no calorie options, as
well as portion guidance to help consumers
meet their daily nutrient needs; and

e Increase components to encourage,
wherever possible — fibre, whole grains,
vitamins and minerals, fruits and vegetables
and low-fat dairy.
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Nutrition Information: We remain committed
to provide transparent and clear nutrition
information, based on scientific facts and
displayed pursuant to international best
practices on pack, at point of sale, as well as
through other channels. We will continue to
improve information on nutrition, to help
consumers make informed choices for a
balanced diet.

We have also rolled out a consistent nutrition
labelling approach that includes, as well as back-
of-pack nutrition labelling as required by local
regulations, voluntary labelling of calories per
serving on front-of-pack.

ANNEX 1: The GCC Food & Beverage Alliance
Pledge on Nutrition Labelling

Responsible Marketing: We market
responsibly to children everywhere our
products are sold including in the GCC. In
January 2010 we finalized our first voluntary
pledge on Responsible Food and Beverage
Marketing to children, in addition to complying
with our respective company marketing
policies. The commitment was strengthened in
2016 and entails that the signatories do not
direct any marketing communication to
children below 12 years old, except for products
that fulfil specific harmonized nutritional
criteria based on sound scientific evidence
and/or do not advertise products at all to
children below 12 years of age. It also includes
all types of media: websites, TV, radio and print,
cinema, DVD/CD-ROM, direct marketing,
product placement in children’s media
channels, interactive games, mobile and SMS
marketing as well as marketing in primary
schoals.

Compliance with the pledge is audited on an
annual basis by Accenture, a leading global
provider of media auditing services. In 2012,
2014 & 2015 Accenture conducted television
advertising compliance monitoring in Saudi
Arabia and the UAE. Over the 3 years of
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monitoring, IFBA members continued to
demonstrate a high rate of compliance — lowest
99.6%, highest 99,9%. See following link:

://ifballia r a a ce/r

-2015- o ing-

C liance-Mo ing- 1.

ANNEX 2: The GCC Food and Beverage Pledge
on Responsible Marketing and Advertising to
Children — Enhanced commitments; ANNEX 3:
The GCC Food and Beverage Pledge Nutrition
White paper, March 2016

Promotion of Healthy Lifestyles: We are
committed to support and promote healthier
lifestyles and increased physical activity in
communities. Our members employ more than
3 million people around the world and all have
created workplace wellness programs, to help
employees improve and sustain overall health
and wellbeing and promote healthy behaviour.
We are committed to continue this work and
further promote and enhance the health and
wellbeing of the thousands of people we
employ in the Kingdom of Saudi Arabia.

As with the global and regional commitments, in Saudi
Arabia we are steadfast to support the advancement of
the goals of the WHO Global Action Plan for the
Prevention and Control of Non-Communicable Diseases
2013-2020 through these commitments.

As part of this pledge going forward, we undertake to
share with your esteemed authority, annual progress of
the actions set out in this commitment. We will share
our progress and encourage others in the food and
beverage industry to adopt these commitments. While
we recognize the progress already made, we
acknowledge that enhancing public health requires a
whole-of-society approach and the engagement of all
stakeholders.
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As companies, we understand the responsibility we
have and are committed to do our part. We are also
convinced that a strategic partnership between the
public and the private sector, and periodic engagement,
is therefore essential to promote a healthy lifestyle to
the citizens of Saudi Arabia and be an enabler of the
Kingdom'’s Vision 2030.

Signed by and on behalf of the following companies:

Cofo

Guido Ferralasco

Managing Director

Gulf Countries

Ferrero Trading Lux S.A (Dubai Branch)
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Amr Farghal

Regional Vice President

Mediterranean, Turkey

Middle East & Africa

Kellogg Company of Great Britain Ltd. (Dubai
Branch)
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Karim Chabara Mohamed EIMorsi ‘ Yves Méﬁghardt |
General Manager Managing Director, KSA Chairman and CEO
Mars GCC FZE Mondelez Arabia for Trading Nestlé Middle East FZE
LLC
—7 W~
(\: A » =
Omar Farid Murat Ozgel Sanjiv Kakkar
President, Middle East General Manager — Middle Executive Vice President,
& North Africa East Region Unilever MENA, Turkey,
Pepsi-Cola International Ltd The Coca-Cola Export Russia, Ukraine, Belarus
Corporation (Dubai Branch)
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