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Private Sector in Nutrition.. Risks 

& Opportunities 

Increasingly large multinationals that own many other companies, it 
can be difficult to know which company is owned by whom – need for 
risk assessment, UNICEF, 2016



Why - Prevention of Obesity in 

Children and Adolescents

“Food marketing to children is 

now a global phenomenon and 

tends to be pluralistic and 

integrated, using multiple 

messages in multiple channels.”

40 million
In 2012, more than 40 million children under 
the age of 5 were overweight or obese - of 
which 10 million are in Africa

70 million
children under 5 will be overweight or obese 
by 2025 if current trends continue.

(Commission on Ending Childhood Obesity)



Contains 12 recommendations – developed in 

2010 to influence national policies

1. Reduce impact on children of marketing of 

foods high in sat. fats, trans-fatty acids, free 

sugars or salt. 

2. Reduce both exposure to, and power of, 

marketing of such foods.

3. Consider different approaches to reduce 

marketing of such foods (stepwise or 

comprehensive)

4. Set clear definitions for key components of 

the policy to allow standard implementation 

process.



Recommendations continued…

5. Settings where children gather should be 

free from all forms of marketing of such 

foods

6. Governments should be key stakeholders 

in the development of policy and provide 

leadership. Must protect the public interest 

and avoid conflict of interest.

7. Consider the most effective approach to 

reduce marketing to children of such 

foods.

8. Co-operate to put in place means to 

reduce impact of cross-border marketing.



Recommendations continued…

9. Specify enforcement mechanisms and systems for 

implementation, including clear sanctions and system 

for reporting complaints

10. Include a monitoring system to ensure compliance

11. Include systems to evaluate impact and effectiveness

12. Identify existing info on extent, nature and effects of 

food marketing to children and support further 

research on implementation and evaluation of 

policies to reduce impact of such marketing.

Also consider standards of production and 

fortification to follow national or global standards-

e.g. Codex, KEBS, we need to work with 

business, SME and larger as well



Conflict of interest - this arises when companies…..

• provide free products, samples or reduced-price foods for infants 

or young children to families through health workers or health 

facilities, except:

– as supplies distributed through officially sanctioned health programmes. 

Products distributed in such programmes should not display company brands;

• donate or distribute equipment or services to health facilities;

• give gifts or incentives to health care staff;

• use health facilities to host events, contests or campaigns;

• give any gifts or coupons to parents, caregivers and families;

• directly or indirectly provide education to parents and other 

caregivers on infant and young child feeding in health facilities;

• provide any information for health workers other than that which is 

scientific and factual;

• sponsor meetings of health professionals and scientific meetings.

• Importance of monitoring violation –

NETCODE



Conflicts of Interest – addressing & 

managing

• Members states have a role to 

reduce undue influence on 

individuals other than public 

good

• Member states need to take 

into account divergent 

interests between different 

actors in society and different 

government actors

• When member states initiate a 

policy discussion an initial  risk 

assessment is required

• Clear rules of engagement 

may reduce conflict of interest



New Global Developments

• In May 2016 the World Health Assembly welcomed 
Guidance on ending inappropriate promotion of food 
for infants and young children

• Result of consultations in which Member States, NGOs, 
UN agencies and business sector have participated

• Guidance welcomed by many as clarifies issues such as:
– the scope of the Code (all milks promoted for children up to 36 

months including follow on formula), 

– cross-promotion (using promotion of baby foods to promote 
breast-milk substitutes)

– again emphasizes that companies who market foods for infants 
and young children should avoid creating conflicts of interest in 
health facilities or throughout health systems.



Role of Scaling Up Nutrition 



UNICEF, Save the Children & UN Global Compact 

- Child Rights and Business Principles  2012


