International Council of Beverages Associations
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(September, 2015)
Recognizing and respecting that parents and caregivers are best placed to determine what is
appropriate for their children to consume, the beverage industry has also long made robust
commitments in the area of advertising and marketing to children. Specifically, in 2008, ICBA
established Guidelines on Marketing to Children (2008 Guidelines). Under these 2008 Guidelines,
ICBA members undersigning the agreement committed not to place any marketing communications
for specified covered beverages in any paid, third-party media where the audience consists of 50% or
more of children under the age of 12 years. The 2008 Guidelines covered broadcast, print and
digital media, and cinema.
ICBA’s 2008 Guidelines have helped positively transform the landscape of children’s advertising.
ICBA has thus developed enhanced 2015 Guidelines on Marketing to Children (2015 Guidelines) in
an effort to cover even more programming and marketing communications to children under the
age of 12.
Through these Guidelines, ICBA members commit not to place any marketing communications in
covered media where 35% or more of the audience consists of children under the age of 12 years.1
In addition, members agree not to engage in marketing communications to children in primary
schools, which are defined as schools responsible for the education of children under the age of 12.
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•

Covered Beverage Products - This commitment applies to: all non-alcoholic beverages
including soft drinks, sports drinks, energy drinks, flavored and/or enhanced waters, readyto-drink teas and coffees. This commitment does not apply to: plain water (mineral, source,
purified, sparkling, and/or still), fruit or vegetable juice, and dairy-based beverages.

•

Marketing Communications - Marketing communications means paid advertising or
commercial sales messages for covered beverage products, including marketing
communications that use licensed characters, celebrities, and movie tie-ins. Existing
company-owned, brand equity characters are not covered by this commitment. In addition,
in primary schools, menus or displays for beverage products offered for sale, charitable
donations or fundraising activities, public service messages, and items provided to school
administrators for education purposes or for their personal use are not covered.

•

Covered Media - This commitment covers TV, radio, print, cinema, online (including
company-owned websites and company-controlled content in social media), DVD, direct
marketing, product placement, interactive games, outdoor marketing, and mobile and SMS

When adequate measured data is unavailable, members will consider other factors as appropriate, which may include
the overall impression of the advertising, actions taken to restrict child access, and the target demographic based on the
media plan.

marketing. Forms of marketing that are not under the direct control of the brand owner,
such as packaging, in-store and point of sale, or marketing communications with usergenerated content, are not covered by this commitment.
•

Covered Age Range - This commitment covers marketing to children under the age of 12
years. Evidence suggests that below the age of 12 years, children may lack the necessary
skills and judgments to properly understand the persuasive intent of commercial advertising.
It is therefore appropriate that special care be taken in deploying advertising practices to
children in this age group.

Some ICBA members maintain specific policies on marketing to children that go beyond these 2015
Guidelines or that reflect specific regional or national considerations, including differing regulatory
product definitions.
ICBA members will start transitioning their existing guidelines to these enhanced 2015 Guidelines,
ensuring that they are applied consistently at a global level by no later than December 31, 2016.
ICBA will publish reports to demonstrate compliance with these Guidelines.

