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The BDSI’s position in brief: 
 
 Restricting the freedom to advertise foods cannot help solve the general socie-

tal challenge of combating overweight among the population. Advertising, in 
the view of many scientists, only plays a minor role – if at all – in influencing 
children’s eating habits. 

 The frequency of consumption of certain food categories is not responsible for 
the occurrence of overweight either. 

 A lack of physical activity, e.g. sitting at school and in front of the TV and PC for 
long periods, can lead to a positive energy balance (i.e. more energy taken in 
than expended) and hence to overweight. 

 Today’s advertising is already conducted in a responsible manner and is 
sufficiently regulated. However, greater efforts should be undertaken to teach 
people, especially children and adolescents, how to deal with media and 
advertising. The European education initiative Media Smart, for example, is 
active in this field. 

 The BDSI supports the Code of Practice for Commercial Food Advertising of the 
German Advertising Standards Council (DW) which has been in force since 
1 July 2009. 

 At European level renowned companies have taken a united stand within the 
scope of the so-called EU Pledge. The signatory companies of the EU Pledge 
have voluntarily committed to not directing any product advertising at 
children under 12 years of age, with the exception of products that fulfil 
specific nutrition criteria. 
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Restricting the freedom to advertise foods cannot help solve the general societal 
challenge of combating overweight among the population. Advertising, in the 
view of many scientists, only plays a minor role – if at all – in influencing 
children’s eating habits. 
The occurrence of overweight – and here science is of one and the same opinion – 
is a multifactorial issue. Socio-economic factors are apparently one of the key 
causes of overweight. These dovetail with a lack of physical activity and an un-
balanced diet as well as hereditary predispositions. Though studies conducted on 
the influence of advertising on children’s eating habits show differing results, the 
predominant finding is that the lifestyle of a child’s family and circle of friends and 
a child’s general environment is a more formative influence on a child’s sociali-
sation. Advertising, in the view of scientists, only plays a minor role – if at all – in 
influencing children’s eating habits. The fact that advertising does not cause poor 
eating habits and that – vice versa – advertising bans do not give rise to improved 
lifestyles is borne out by practical experience. In the Canadian province of Quebec, 
food advertising to children under the age of 13 has been legally banned since 
1980. However, the proportion of overweight children was just as high there as it 
was in the remaining provinces of Canada, where there is no such ban on adver-
tising. 
 
The frequency of consumption of certain food categories is not responsible for 
the occurrence of overweight either. 
The significance of dietary habits as a whole and the consumption of individual 
food groups as a cause of overweight is vastly overestimated. Large-scale surveys 
on children’s eating habits in Germany have shown hardly any correlation between 
eating patterns, the consumption of individual foods (such as confectionery, for 
example), and the nutrition status. What is more, the choice of food eaten by 
overweight and normal-weight children hardly differs. For example, a survey of 
German school beginners showed no differences between normal-weight and 
overweight children regarding the frequency of consumption of foods such as 
chocolate, sweetened drinks, crisps, peanuts, biscuits and cake. In the case of con-
fectionery and potato crisps, overweight children even ate these foods more infre-
quently than their normal-weight counterparts. A comparison between countries 
also confirms a negative correlation between body mass index (BMI) and con-
fectionery consumption, i.e. the consumption of confectionery among people with 
a high BMI was low and vice versa. This clearly shows that dividing foods into 
supposedly “good” and “bad” categories is unconducive: each food has its place in 
a balanced diet. 
 
A lack of physical activity, e.g. sitting at school and in front of the TV and PC for 
long periods, can lead to a positive energy balance (i.e. more energy taken in 
than expended) and hence to overweight. 
Studies show that the energy intake of children and adolescents are close to the 
recommendations made by expert agencies. And yet our world of physical activity  
– also as a result of increasing TV consumption and long periods sitting in front of 
the PC and in school – has become a sedentary world, i.e. we expend less energy. 
The term “sedentary lifestyle” has long established itself in the international scien-
tific community and a number of scientists consider this an independent risk factor, 
for example for overweight, among other things. Studies clearly show a correlation 
between daily TV consumption by children and adolescents and their body weight, 
i.e. the more TV is consumed daily, the greater is their body weight. The question 
as to the causality of this correlation remains open, however, since it cannot be 
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clarified whether children watch TV because they are overweight or have become 
overweight because they watch a lot of TV. 
 
Today’s advertising is already conducted in a responsible manner and is suffi-
ciently regulated. However, greater efforts should be undertaken to teach 
people, especially children and adolescents, how to deal with media and adver-
tising. The European education initiative Media Smart, for example, is active in 
this field. 
Numerous European and national regulations comprise detailed provisions 
governing food advertising and pay tribute to the recognised particular need for 
protection of children. Moreover, the industrial sector has set up effective self-
control systems as regards advertising and has developed voluntary codes of 
practice. The BDSI holds the view that the existing statutory provisions and 
voluntary controls are sufficient to ensure foods are advertised in a responsible 
manner. For more information in this regard, please refer to  
http://www.zaw.de/zaw/werbepolitik/lebensmittel/ZAW-Positionspapier-Lebens-
mittelwerbung_Nov.-2015.pdf. 
 
Instead of introducing additional advertising controls, it is more important to 
pursue the goal of teaching and strengthening media literacy as an educational 
objective – particularly among children and adolescents – and promote measures 
to encourage a positive and open attitude to media and advertising. In this connec-
tion, media literacy is not to be understood as a collection of clearly defined 
competencies. Instead it is grounded in general competencies, whose nurture and 
development are very much influenced by parents and the family. After all, adver-
tising and marketing are an indispensable part of our society and play a fundamen-
tal role in ensuring fair and honest competition. According to many educationalists, 
in what is an omnipresent media world, it would be a disastrous approach to seek 
to promote media literacy among children by introducing “protective” bans. 
Children can only develop media literacy if they are taught to think independently 
at an early age, in other words are empowered to become autonomous and inde-
pendently responsible in dealing with media offerings and the like. 
 
Media Smart, for example, is active in this field of teaching advertising literacy. 
Media Smart provides teachers, educators, pedagogic experts and parents with 
tools and materials that enable them to successfully teach media literacy and con-
tribute to the creation of self-determined consumers. These materials can be 
downloaded from the web pages www.mediasmart.uk.com and 
www.mediasmart.uk.com/teachers. 
 
The BDSI supports the Code of Practice for Commercial Food Advertising of the 
German Advertising Standards Council (DW) which has been in force since 1 July 
2009. 
Currently both the EU directive on audiovisual media services and Germany’s 
national action plan “IN FORM – Germany’s Initiative for Healthy Nutrition and 
more Physical Activity” introduced by Germany’s federal government are calling for 
voluntary self-restraint from the media and the food industry when it comes to 
advertising directed at children. The German Advertising Standards Council (DW), 
working in cooperation with the food industry, has heeded these demands and 
adopted a code of conduct for the commercial communication of foods (available 
via the internet at: http://www.zaw.de/doc/DW_Flyer_Lebensmittel.pdf). Effective 
as of 1 July 2009, this body of regulations must be observed by all German food 

http://www.zaw.de/zaw/werbepolitik/lebensmittel/ZAW-Positionspapier-Lebensmittelwerbung_Nov.-2015.pdf
http://www.zaw.de/zaw/werbepolitik/lebensmittel/ZAW-Positionspapier-Lebensmittelwerbung_Nov.-2015.pdf
http://www.mediasmart.uk.com/
http://www.mediasmart.uk.com/teachers
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sector companies. It covers both online and offline advertising, guarantees a 
responsible market communication in general and, in particular, with respect to 
children, and has the BDSI’s full support. 
 
At European level renowned companies have taken a united stand within the 
scope of the so-called EU Pledge. The signatory companies of the EU Pledge have 
voluntarily committed to not directing any product advertising at children under 
12 years of age, with the exception of products that fulfil specific nutrition 
criteria. 
The current commitments under the EU Pledge are as follows: 

 No advertising of products to children under 12 years, except for products 
which fulfil specific nutrition 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” is 
defined as advertising to media audiences with a minimum of 35% of 
children under 12 years. 

 In the online sphere, the above commitment applies to marketing 
communications for food and beverage products on company-owned 
websites, in addition to third-party internet advertising. 

 No communication related to products in primary schools, except where 
specifically requested by, or agreed with, the school administration for 
educational purposes. 
 

The above commitments apply to all signatories. However, each company is also 
free to independently apply more stringent rules. The EU Pledge commitments are 
regularly subjected to third-party monitoring for compliance. The EU Pledge 
currently has over 20 signatories and these companies account for over 80% of 
advertising expenditure on food and beverage products. For more information 
please visit www.eu-pledge.eu. 
 
 

http://www.eu-pledge.eu/
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For additional positions/topics, please visit: 
http://www.bdsi.de/en/priorities/overview-of-all-topics 
 
 
Bonn, 7 September 2016 
 
The sector association: 
The BDSI represents the economic interests of over 200 mostly medium-sized German confectionery 
companies. It is both a trade association and an employers’ association. The German confectionery 
industry is the fourth-largest sector of the German food industry, accounting for around 10% of overall 
sales. It is particularly characterised by its strong focus on exports. Germany’s confectionery 
manufacturers have an overall workforce of around 50,000 employees. 
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