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Партнеры компании Кока Кола собравшиеся во Франции под эгидой Европейского
Союза производителей Безалкогольных Напитков призывают остановить
маркетинговые активности, направленные на детей ...

      

в отношении напитка Capri-Sun. В обычной рекламной компании в торговых сетях
Евросоюза используется посыл, что напиток «… содержит в себе всего 12%
концентрата фруктового сока…». Члены UNESDA предлагают дополнить эту надпись
правдивой информацией «…и 19 граммов сахара…». Обсуждая эту проблематику в
России с руководством Российского союза производителей безалкогольных напитков
РДА предложила провести открытую дискуссию по вопросу, как это уже делается в
Евросоюзе, в США с привлечением специалистов в диетологии, в вопросах торговли,
рекламы и маркетинга.  На настоящем сайте РДА уже многократно излагала свою
позицию по требующимся изменениям в ассортиментном составе продуктов из
различных групп, в том числе в безалкогольных напитках, в кондитерских изделиях. РФ
приступила к исполнению Рекомендаций ВОЗ марта 2015 г.  по снижению до 10 -5% от
должной суточной калорийности против ранее действовавшей рекомендации в 20%.
Россияне в условиях кризиса потребляют значительно больше «свободных сахаров», так
как это дешевые продукты. Но КАК запретить, не дав ничего В ЗАМЕН, не обучив
примитивным навыкам ЗДОРОВОГО ОБРАЗА ЖИЗНИ. Всех креветками не накормишь.
Даже в экономически благополучном Евросоюзе каждый Третий ребенок в возрасте от
6 до 9 лет имеет ожирение или избыток веса. Но «охота на ведьм» в виде фирм,
производителей безалкогольных напитков на сахаре, сильно отвлекает внимание от
многих других проблем детского ожирения: обездвиженности, малого количества уроков
физкультуры в школе, малой доступности спортивных сооружений во внеурочное время,
отсутствие ПРИМИТИВНЕЙШЕГО образования о правильном питании и здоровом
образе жизни, уплотнительной застройки в городах и так далее. НЕОБХОДИМО
статистическое обоснование влияния каждого из значимых факторов, чтобы
безалкогольные напитки не превращались во временных «мальчиков для битья».
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Campaigners in France have demanded that Coca Cola European Partners stops marketing its
Capri-Sun drink to children, as pressure grows on EU food and drink companies to ditch the use
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of cartoon characters on products “loaded with sugar, salt or fat”. Foodwatch France said the
beverage is far too sweet for kids. Capri-Sun is often found in the fruit juice section of
supermarkets, but contains “only 12% fruit juice concentrate”, Foodwatch said, “and 19 grams
of sugar. This product is sweeter than an orange Fanta.”
“The World Health Organisation (WHO) recommends banning children's advertising when
products are too sweet or contain added sugar. This is the case of CapriSun Multivitamin,” the
pressure group claimed.
In France, Coca-Cola European Partners (CCEP) is responsible for the marketing and
distribution of the product. The company said that, in line with the European Union of Soft
Drinks Associations’ (UNESDA) charter, it does not carry out any marketing campaign for
children under 12 years of age.
However, Foodwatch said the company’s use of cartoon characters on packaging, sponsored
activities and messaging through social media shows it is “undeniably targeting the youngest”. 
The group has launched an online petition demanding that the product is no longer marketed to
kids. Well over 3,600 have signed sinced the launch seven days ago.
Brand reaction CCEP was surprised by the new campaign given the “transparent dialogue” it
has had with Foodwatch this year.
A spokesperson said the company has taken a number of steps to ensure Capri-Sun is
marketed responsibly to families. The sugar content is “clearly communicated” on pack, both
per 100ml and per portion.
As signatories of UNESDA, CCEP has also pledged to reduce the added sugar content of all its
drinks by 10% by 2020 . “We will reduce the sugar content of our classic range Multivitamin,
Orange and Tropical drinks by 5% during the second half of 2017 as a first step. The remaining
5% will be cut by 2020,” the spokesperson explained.
CCEP also told FoodNavigator that the cartoon characters will soon be removed from packs.
“We have been working for several months on producing new packaging (for the pouch and
surrounding box) for Capri-Sun Multivitamin, which features no cartoon characters or games. It
is due for launch after the summer break.”
Cut out the cartoons
Foodwatch’s campaign follows research by consumer group BEUC this month showing that
cartoon characters are almost always used to push nutrient-poor products (according to WHO’s
nutrient profile model).
An assessment by the group’s European members of around 100 products in 13 countries
showed only one “child-friendly character” being used to promote fruit or vegetables – in the UK,
Minions were on a tin of sweetcorn.
BEUC director-general Monique Goyens said using characters on packaging and in advertising
to promote unhealthy foods “has to stop if we want to protect children’s health. National
governments must push companies to use cartoons more responsibly,” she said.
Earlier this month Europe’s health ministers called for tougher laws on advertising of junk food
to children, especially online and via social media. However, the emphasis by-and-large
remains on self-regulation by industry.
Goyens called on Europe’s biggest food companies to “demonstrate a serious commitment to
protecting children by removing these cartoons from unhealthy foods. We’re not calling for Tony
the Tiger or the Minions to disappear from ads, we just want the products they promote to
children to become healthier,” she added.
Childhood obesity is now considered one of the most pressing public health challenges of the
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21stcentury. One in every three children in Europe aged between six and nine is overweight or
obese.
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