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Health is a multifaceted and multifactorial construct with multiple causative factors and
clinical outcomes. Health is not just an individual's well-being but extends to the larger
community, society, and country. Many issues coalesce to create a particular state of health
or ill health. These are known as the determinants of health. The World Health Organization
(WHO) classifies these as the social and economic environment, the physical environment,
and the person's individual characteristics and behavior.(1) The concept of environmental
health is overlapping and includes the social, physical, and financial factors. The
biopsychosocial model of health calls for assessing biomedical, psychological, and social
determinants of health. Another classification is genetic, behavioral, environmental, and
physical influences, as well as medical care and social factors. Some of these factors are
modifiable, while others are not. Some can be controlled by an individual, while others
cannot. Keeping this in mind, the WHO has focused attention on commercial determinants
of health (CDoH). This has also been previously termed as “corporate determinants of health”
and so on.

Obesity is a complex disease triggered by interlinking causes, from genetics to
dysfunctional food systems, to social deprivation. Despite these complexities, most of the
current public discourse is simplistic, centres on the “eat less, move more’ mantra and
places the blame solely on the individual. A core value of World Obesity Federation is that
obesity prevention efforts should not just be targeted at individual actions but at wider

commercial and societal determinants (2).
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In this report, we examine the social and commercial determinants of obesity. Dietary
practices, levels of physical activity and the conditions in which people are born, learn, live,
work and age are shaped by deeper social structures and processes, including economic,
social and health policies and priorities; commercial policies, practices and products; the
governance arrangements that develop and implement policy and action; and the cultural
norms and values that pervade society. It is within this context that we understand how
choosing to eat healthy food, being physically active and maintaining energy balance
requires people to be empowered to make these choices. It means that the healthy choice
must be physically, financially and socially the easier and more desirable choice relative to
the less healthy option. This is not always the case, particularly with decreasing social
position, rendering unequal choices.

The WHO Commission on Social Determinants of Health (CSDH) demonstrated that to
improve population health and reduce health inequities between and within countries
required action on the social determinants of health. The CSDH developed a conceptual
framework for action, describing two key layers of determinants - structural drivers and
intermediary daily living conditions (Figure 1). We use this conceptual framework to guide
the analysis in this Evidence Check rapid review report. The CSDH and others demonstrated
that technical and medical solutions such as disease control and medical care are, without
doubt, necessary for health but they are insufficient. Any serious effort to promote
well-being, prevent ill-health and reduce health inequities must address the social

determinants. Doing so will empower all people equally to live long and healthy lives.
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Empowerment operates along three interconnected dimensions: material, psychosocial, and
political. People need the basic material requisites for a decent life, they need to have
control over their lives, and they need voice and participation in decision-making and
implementation processes. The three dimensions of empowerment are influenced by the
social determinants of health, which are defined as a system of policies, institutions and
values by which society manages political, economic, social and health affairs through
interaction within and among the state, civil society and private sector; the mix of economic,
social and health policies and priorities, and prevailing cultural and social norms and values.
These structural factors create a process of social stratification and shape the quality and
distribution of peoples living conditions. Depending on the nature of these daily living
conditions and practices, people are exposed differentially to health damaging or promoting
risk factors, including healthy eating and physical activity.

Action on the social determinants can therefore improve peoples’ material conditions,

psychosocial resources, and behavioural opportunities. (3).
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the processes and pathways that generate health inequities [29]

1.1 Commercial determinants of health

Commercial determinants of health (CDoH) are an important aspect of individual and
societal health. The WHO defines CDoH as “the private sector activities that affect people's
health, directly or indirectly, positively or negatively” The three areas covered by the
commercial determinants of health are: unhealthy commodities that contribute to ill-health;
business, market, and political practices that are harmful to health and used to sell these
commodities and secure a favorable policy environment; and global drivers of ill-health,
such as market-driven economies and globalization, that have made it easier to use such
harmful practices. Business entertainers can contribute decidedly to well-being and society;,
and many do, giving fundamental items and administrations. Be that as it may, a significant
gathering of business entertainers is heightening avoidable levels of chronic disease burden,

planetary harm, and imbalance — the business determinants of well-being. However, active
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discussion and dialogue on this topic have helped conceptualize and craft a rubric that
systematically addresses these determinants. Comprehensive reviews have contributed to
the evolution and expansion of, as well as innovation and inclusion, in the spectrum of CDoH.
These are obvious in the literature, highlighting the role of commercial determinants on

non-communicable disease (NCD) and obesity (4).

1.2 Commercial determinants of obesity

Obesity is a complex condition influenced by various factors, including biological,
behavioral, environmental, and socio-economic determinants, commonly referred to as an
obesogenic environment. A combination of factors such as easy access to high-calorie and
low-nutrient foods, increased portion sizes, reduced opportunities for physical activity, and
sedentary lifestyles characterizes this environment. Other factors contributing to an
obesogenic environment include built environments that discourage walking or cycling, lack
of access to affordable healthy foods, and marketing of unhealthy foods. The obesogenic
environment is a major contributor to the global obesity epidemic, and addressing it requires
a comprehensive approach that involves policy changes at the community, national and
global levels, and individual behavior changes. One set of determinants that has received
increasing attention in recent years is the commercial determinants of obesity. Advances in
food technology have led to the development of a wide range of hew food products that
offer several benefits, including improved convenience, longer shelf life, enhanced
nutritional value, and greater product variety for consumers. Product reformulation has

become an important strategy through which manufacturers reduce the levels of nutrients
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associated with increased cardiometabolic risk, including salt, added sugars, saturated fats,
and industrial trans fats. Trans-fat elimination is sometimes cited by food industry agents as
evidence that voluntary self-regulation and product reformulation can solve public health
problems. However, the historical record shows that progress on trans-fat was driven
primarily by WHO guidance and mandatory government regulation, with industry
reformulating largely in response to those policy measures. The World Health Organization
(WHO) recognizes food reformulation as a key approach for improving population diets and
reducing the burden of diet-related non-communicable diseases. In addition, advances in
food science have supported the development of fortified foods, products enriched with
vitamins, minerals, fibre, and other beneficial nutrients, helping to address nutritional
deficiencies and improve overall dietary quality. Emerging technologies such as precision
fermentation, novel plant-based protein production, and ingredient innovation have also
enabled the development of alternative products with improved nutritional profiles and
lower environmental impacts, However, these developments have also introduced certain
disadvantages related to the ways in which food companies and industries shape food
environments and influence consumer preferences. Through technological innovation,
strategic marketing, pricing practices, and continuous product development, the food
industry can strongly affect dietary choices and consumption patterns, often encouraging
the increased availability and promotion of highly processed and energy-dense foods.

The commercial determinants contributing to the development of obesity can be broadly

categorized under the following domains:
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Food marketing: The marketing of unhealthy foods, such as sugary drinks, processed
snacks, and fast food, can contribute to the overconsumption of these products, leading to
obesity.

Food pricing: The price of unhealthy foods is often lower than that of healthier options,
making them more accessible leaving lower-income households with fewer alternatives
due to financial constraints.

Food availability: Low access to healthy food options, such as fresh fruits and vegetables, in
low-income neighborhoods and rural areas can lead to a reliance on unhealthy, processed
foods.

Food labeling: Misleading or unclear food labeling can lead to confusion about the
nutritional content of products and contribute to the overconsumption of unhealthy foods.
Food portions: Large portions can encourage overeating and contribute to weight gain.
Food industry lobbying: The food industry's influence on policy and regulation can lead to
weaker standards for food marketing, labeling, and pricing.

Physical inactivity: Promoting sedentary lifestyles through technology and urban design
can contribute to obesity.

Promoting health equity through healthy weight also involves addressing a range of
economic, commercial, and cultural factors that influence people's living conditions, daily
practices, and health-related behaviours. These include broader policy areas such as
economic priorities, trade arrangements, foreign direct investment, fiscal policy, and the
extent to which systems and processes are inclusive. In this context, the term commercial

determinants of health has increasingly been used to highlight how commercial activities
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may influence obesity and non-communicable diseases (NCDs) globally. Food and
beverage companies, alongside other industries, play an important role in shaping food
environments through their market activities, product innovation, marketing strategies, and
pricing practices. Research suggests that the increased availability, accessibility, and appeal
of highly processed foods may contribute to unhealthy dietary patterns and rising rates of
NCDs. While policy discussions have often focused on measures such as product taxation
and food labelling, growing attention has also been given to understanding how industries
interact with governments, public institutions, and consumers in ways that may influence
food-related choices and policy development. Addressing these broader structural
determinants of obesity can help support healthier environments, strengthen public health
efforts, and enable governments to implement balanced regulatory frameworks that
encourage responsible marketing and promote healthier consumer choices (5). Within
recent years, the food industry has produced examples that move closer to the principles of
healthy nutrition, e.g., reformulating products to reduce added sugar, salt, and saturated fat,
expanding plant-based protein alternatives, fortifying staple foods with fiber and
micronutrients, and adopting clearer nutrition labeling. These developments reflect real
potential: large manufacturers have the scale, research capacity, and distribution networks
to make healthier options more accessible across broad populations, not only niche
markets. At the same time, this progress is not always consistent. Reformulation efforts can
be partial, addressing one nutrient of concern while leaving overall product processing
largely unchanged, and healthier product lines sometimes coexist alongside a company's

less healthy offerings, which may still represent the bulk of sales. Nutrition labeling,
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although improved, can also be difficult for consumers to interpret consistently, and
marketing language does not always align precisely with a product's nutritional profile.
These tensions suggest that the industry's shift toward healthier nutrition is still evolving and

shaped by a mix of public health goals, consumer demand, and commercial considerations.

1.3 Commercial Determinants of childhood obesity

Childhood obesity is a growing public health concern worldwide and cannot be explained
solely by individual lifestyle choices. Increasing evidence highlights the role of social and
commercial determinants in shaping childrens dietary behaviors and exposure to
obesogenic environments. This review synthesizes findings from recent literature examining
how food industry practices, digital marketing, social media influence, and broader social
factors contribute to childhood obesity. Children and adolescents are increasingly exposed
to digital food marketing and influencer-driven trends, promoting unhealthy food choices.
Many lack media literacy skills to evaluate these messages critically, making them
vulnerable to the consumption of highly commercialized, ultra-processed products. (6).
They also struggle with understanding food labels, portion control, and nutritional value (7).
While Healthy EAT does not directly target children, it empowers the adults around them
-parents, caregivers, health & social educators - who shape their food environment. By
providing these key influencers with the appropriate tools and knowledge, the project
promotes a preventive and holistic approach to nutrition that supports healthy behaviours at

home, in schools, and within the wider community. At the same time, commercial influences,
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including social media marketing strategies such as influencer partnerships, targeted
advertising, interactive content, and promotional campaigns, can affect children's food
preferences and dietary choices. Research suggests that frequent exposure to marketing for
ultra-processed foods may encourage higher consumption of less healthy products and
influence children's purchasing requests, often in ways that are not easily recognised as
advertising. These digital marketing practices contribute to food environments that can
shape perceptions and preferences, sometimes making less healthy options more attractive
and accessible than healthier alternatives. This highlights the importance of promoting
balanced food environments, improving media literacy, and strengthening policies that
support responsible marketing practices directed at children.

The findings demonstrate that children are extensively exposed to persuasive marketing of
unhealthy foods, particularly through social media platforms, and that families from
socioeconomically disadvantaged backgrounds are disproportionately affected. Current
regulatory approaches are often inadequate to protect children from these influences.
Understanding these determinants is essential to support families in making healthier

choices and to inform effective policy and public health interventions.

Companies can influence people's dietary choices through the types of food products they
make available, their pricing strategies, and the ways in which products are marketed and
promoted. As a result, ultra-processed foods, which are often high in sugar, salt, and

unhealthy fats, may become more accessible and appealing to consumers (8). Research has
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highlighted how commercial influences and the widespread promotion of less healthy food
products can contribute to unhealthy dietary patterns, particularly among children and
adolescents. Social media has become an important platform for food marketing, with
studies showing that a large proportion of online food advertising directed at children
promotes ultra-processed products. Food and beverage companies increasingly use digital
marketing strategies such as targeted advertising, branded content, interactive promotions,
and collaborations with influencers to engage young audiences and shape food preferences
and consumption behaviours (9). These practices contribute to digital food environments in
which unhealthy food promotions are often more visible than healthier alternatives (10).
Evidence suggests that repeated exposure to such marketing may influence children's and
adolescents' attitudes, preferences, and purchasing behaviours, highlighting the importance
of promoting responsible marketing practices and healthier online food environments.

In response to growing concerns about the impact of food marketing on children's health,
several food and beverage companies have adopted voluntary commitments aimed at
reducing children's exposure to advertising for products that do not meet defined nutritional
criteria. In Europe, the EU Pledge initiative, supported by major multinational food and
beverage manufacturers, commits participating companies to restrict advertising directed at
children unless products meet specific nutrition standards.

Even if some companies have revised their digital marketing practices by limiting the use of
licensed characters, influencers, and promotional content targeted specifically at children
for products that fall outside their nutrition criteria, food and beverage companies still use

social media to target children with unhealthy food advertisements, influencer partnerships
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and interactive promotional content, increasing consumption and shaping unhealthy dietary
preferences(13). Food and beverage marketing represents a key commercial determinant of
children's dietary behaviors, contributing to childhood obesity. Marketing is strategically
designed to shape preferences, increase brand loyalty, and drive consumption of the
advertised foods. The review highlights how industry practices capitalize on children’s
susceptibility to persuasive content and use digital environments to expand reach and

personalization (14).

Corporations employ “‘emotional appeals, exaggerations, omissions and special tactics to
target children” as part of their promotional strategies for unhealthy products (8). Influencer
marketing, advergames, brand challenges, personalised advertisements and covert
marketing that blends seamlessly into entertainment content. Brands also encourage
user-generated promotional material and rely on humour, competitions, emotional appeals
and meme-based communication to engage young audiences. These techniques mirror
those used by other health-harming industries and are designed to increase the appeal and
consumption of unhealthy foods among children and adolescents(9). Adolescents spend
more time viewing unhealthy food advertisements posted by peers than those posted by
companies or celebrities, and that food companies use social media platforms to market
unhealthy beverages and shacks to young people. It also highlights that social media trends,
influencers, and food-related content (e.g., sugary treats) encourage consumption and

influence dietary outcomes (10).
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Influencer partnerships, branded content created by influencers, advergames, viral
marketing, personalised advertising, interactive challenges, user-generated content
campaigns and immersive digital experiences. These techniques are designed to integrate
unhealthy food promotion seamlessly into entertainment, social interaction and digital
engagement, making the marketing highly persuasive for young audiences (11). Influencer
marketing, branded YouTube videos, food vlogs and visually appealing posts are commonly
used to promote unhealthy foods. Influencer promotion increases children's intake of
unhealthy snacks, while healthy food promotion shows no similar effect (12). Children
encounter influencer marketing, food ads, viral food challenges, diet trends, branded
content and idealized body imagery. These strategies promote unhealthy foods, normalise
poor dietary choices and encourage risk-taking eating behaviours (13). Common strategies
include influencer marketing, advergaming, branded content integrated into social media,
use of hedonic appeals, gamified advertising, rewards, premiums, cartoon characters, and
repeated exposure to HFSS products. Advergames blur the line between entertainment and
persuasion, increasing engagement and recall, while influencers present products in a way
that encourages imitation (14).

Influencer marketing embeds food promotion directly into vlog content. Children form
parasocial relationships with influencers, which enhances trust, identification and persuasive
impact. Integrated advertising, character-like influence and cue-reactivity mechanisms
contribute to dietary effects (15).

Digital food marketing uses persuasive techniques such as branded messaging, product

cues, integrated content, and cross-platform promotions. These methods shape children's
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attitudes toward foods even when the children do not consciously process the marketing

intent (16).

The digital food environment in which children and adolescents participate. Social media
platforms expose young people to a constant flow of food marketing, and this exposure is
characterised as ubiquitous. The platforms enable data-driven targeting, immersive
promotional techniques and personalised advertising that children often do not recognise as
marketing. Social media further facilitates collaborations between brands and influencers,
allowing unhealthy food promotion to be integrated into entertainment and everyday
content consumed by young users. Influencer promotions lead to increased caloric intake
among children and digital advertising more broadly contributes to the creation of an
obesogenic digital environment that negatively affects child health (9).

Social media exposure is linked to unhealthy food choices, increased intake of sweets and
sugary drinks, decreased breakfast consumption, and mixed effects on fruit and vegetable
intake. It also describes how adolescents view, share, and engage with food-related content
on social media—including unhealthy food advertisements and peer-generated
posts—which influences their eating behaviours across 41 countries (10). Use of interactive,
immersive and shareable content across digital platforms, but it does not name specific
platforms. The study explains that young people encounter unhealthy food marketing
embedded within social and digital spaces, which are designed to capture attention,

encourage sharing and integrate promotional content into everyday online activities (11).
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Social media platforms such as Instagram, YouTube and TikTok expose children to highly
appealing, digitally enhanced images of unhealthy foods, increasing attention, cravings and
unhealthy eating behaviours (12). Exposes children to food-related content, peer posts,
influencer material, viral trends and idealized body images. These interactions shape food
preferences, eating behaviours, and perceptions of diet and body image (13).

The review shows that social media platforms are a significant channel through which
children are exposed to unhealthy food and beverage marketing. Six included studies
focused specifically on social media marketing, demonstrating that influencers, branded
videos, and integrated promotional content on platforms such as YouTube and Instagram
affect children's food-related behaviors. Children use YouTube videos to guide future
purchase decisions and are influenced by influencer campaigns featuring HFSS products
(14). Social media influencers' vlogs have become a major part of children's daily media use,
often replacing television. Vlogs integrate food promotion into entertainment content,
making it harder for children to recognize persuasive intent (15). Their interpretation of this
content varies, and they often do not fully recognize when food messaging is commercial in
nature (16).

Social media platforms such as Instagram, TikTok, Snapchat, and YouTube are widely used
by adolescents and are strongly associated with negative outcomes related to body image
and disordered eating. Image-based platforms are particularly harmful due to unrealistic
and digitally altered images that promote social comparison (18). Social media use is
extremely widespread among children and adolescents, with up to 94% using platforms like

Instagram, Snapchat, Facebook, and TikTok. Children spend several hours daily on these
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platforms, where social comparison, selfies, peer feedback and appearance-focused
content influence body image and eating-related attitudes. Social media also spreads
information and content related to obesity using hashtags such as childhood obesity (19).
Facebook and Instagram host large amounts of obesity-related content. Discussions
fluctuate with news and social trends, and both platforms amplify clinical, personal, and
commercial posts. Instagram contains substantial diet, weight-loss, calorie, and

sugar-related content (17).

Current evidence indicates that existing self-regulatory frameworks are largely ineffective in
protecting children from digital food marketing. Online environments remain insufficiently
regulated, allowing companies to circumvent restrictions by promoting brands rather than
specific products, employing influencers, and targeting audiences across national
boundaries. These practices expose significant regulatory gaps, particularly as current
frameworks were originally designed for traditional media and fail to address the
complexities of social media platforms. Consequently, there is a strong consensus that
government-led regulation is necessary, specifically tailored to digital contexts.(9, 11)

Moreover, social media platforms themselves lack adequate safeguards to protect younger
users. Corporate actors continue to exert influence over public opinion and policy
discussions through sophisticated marketing strategies, further complicating regulatory
efforts. The covert and integrated nature of digital marketing—often embedded within

entertainment content—makes it especially difficult to monitor and control (12,13). Research
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consistently highlights that current regulatory approaches do not sufficiently address the
advanced techniques used to target young audiences. These include influencer-based
promotions, advergames, and cross-platform advertising, all of which contribute to
persistent exposure to unhealthy food marketing. The rapid evolution of digital marketing
strategies continues to outpace policy development, resulting in ongoing public health
concerns.

Scholars emphasize the urgent need for updated and comprehensive regulatory
frameworks that reflect contemporary digital ecosystems. Recommended measures include
stricter controls on high fat, sugar, and salt (HFSS) food marketing, limitations on celebrity
and influencer endorsements, and tighter regulation of child-targeted content across social
media platforms (14). In addition to regulatory reforms, there is a recognized need for
complementary interventions. These include enhancing media literacy among young
people, providing parental guidance, and developing educational programs aimed at
reducing the impact of harmful food-related content. Evidence also suggests that children
often struggle to recognize persuasive intent in digital marketing, underscoring the
importance of policies that account for how such content is perceived and interpreted (15,17)
Further policy approaches include age-restriction mechanisms, improved transparency in
algorithms, moderation of harmful content (e.g., hashtag controls), and broader legislative
initiatives such as age-appropriate design codes. These strategies aim to create safer online
environments while addressing issues such as peer influence, appearance pressures, and

unhealthy eating behaviors linked to social media exposure (18. 19).

3 @NTNU PROLEPSIS §J[)iemleandedén g oocialit

Project Reference: 2025-1-1T02-KA220-ADU-000357990
Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not necessarily reflect those of the
European Union or the European Education and Culture Executive Agency (EACEA). Neither the European Union nor EACEA can be held
responsible for them.

19




Q

Overall, the literature strongly supports the need for more robust, evidence-based policies
to regulate digital food marketing directed at children, alongside broader efforts to promote

healthier online environments and reduce associated public health risks.

5.1 Italy

ltaly addresses childhood obesity prevention as part of broader public health strategies,
without a specifically dedicated and legally binding national plan that explicitly integrates

commercial determinants. The main reference tool is the new National Prevention Plan

(PNP) 2026-2031, adopted by the Ministry of Health through an agreement reached at the

State-Regions Conference on 21 May 2026.

The Plan sets out the strategic guidelines for health prevention policies for the 2026-2031
period, promoting an integrated approach focused on health promotion, the reduction of
inequalities, and the strengthening of the “One Health" approach, which jointly considers
human health, the environment and social and productive determinants. Among the PNP's
priority areas are non-communicable diseases, the promotion of healthy lifestyles, health in
schools and food safety, with interventions that also include the prevention of childhood
overweight and obesity. However, the Plan continues to rely predominantly on educational,
preventive and behavioral interventions, without systematically addressing the role of food
marketing, industrial strategies, or market dynamics. The PNP forms an integral part of

national health planning and requires each Region and Autonomous Province to develop
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and adopt its own Regional Prevention Plans (PRP), whose implementation and evaluation
fall within the monitoring system for the Essential Levels of Assistance (LEA).

Another strategic framework is represented by the 'Gaining in health: making healthy

choices easier' program, launched with the Decree of the President of the Council of

Ministers of 4 May 2007, which promotes intersectoral policies for the prevention of chronic
noncommunicable diseases through balanced nutrition and physical activity. Here too,
however, the approach remains primarily oriented towards individual and collective
responsibility, with limited recognition of commercial determinants as structural factors.

The programmatic and non-binding nature of these tools and the strong decentralization of
the Italian healthcare system lead to uneven implementation at the regional level.

Furthermore, in this context fall the Guidelines for the prevention and control of overweight

and obesity, approved by the State-Regions Conference on 27 July 2022, Law no. 149 of 3

October 2025, containing “Provisions for the prevention and treatment of obesity” and

published in the Official Journal on 9 October 2025 and entered into force on 24 October

2025, as well as the National Chronic Disease Plan, approved by the State-Regions
Conference on 23 October 2025, which defines guidelines and objectives to improve the
management of chronic diseases in Italy.

Overall, the regulatory and programmatic framework highlights the need for a more
integrated and binding approach that also recognizes and systemically addresses the

commercial determinants of childhood obesity.
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https://www.salute.gov.it/imgs/C_17_pubblicazioni_3256_allegato.pdf
https://www.gazzettaufficiale.it/eli/id/2025/10/09/25G00158/SG?utm.com
https://www.gazzettaufficiale.it/eli/id/2025/10/09/25G00158/SG?utm.com
https://www.salute.gov.it/new/sites/default/files/2025-11/Piano%20nazionale%20cronicit%C3%A0.pdf

In Italy, there is no general or specific ban on unhealthy food advertising directed at minors.
Regulation is mainly based on the transposition, through the Consolidated Law on

Audiovisual Media Services (Legislative Decree 208/2021) , of the European Directive on

Audiovisual Media Services (Directive (EU) 2018/1808), which establishes general principles

for the protection of minors but does not introduce detailed restrictions for products high in
fat, sugar, and salt (HFSS). The restrictions apply primarily to television, while they are weak
for digital platforms.

Marketing through social media, online platforms, and influencers is not specifically
regulated with regard to the promotion of unhealthy foods to children. In these areas, the

ltalian system relies largely on industry self-regulation, particularly the Self-Reqgulatory Code

of Commercial Communication managed by the Institute of Advertising Self-Discipline (IAP),

which, in Article 11, sets out a series of provisions aimed at protecting minors, requiring that
advertising avoid misleading or dangerous content, not exploit their naivety, and not
encourage harmful behavior. With particular reference to food products, this article also
establishes that commercial communications must not promote unhealthy habits, nor
induce excessive or incorrect consumption, nor favor unbalanced eating patterns or those
inconsistent with a healthy lifestyle. It also provides that such communications are subject to

the Requlations for Commercial Communications relating to Food and Drink Products, for

the Protection of Children and Their Healthy Diet. These Regulations are an integral part of

the Code and introduce more stringent criteria to prevent inaccurate or manipulative

messages and ensure greater protection of children in food marketing. The Regulation also
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https://www.iap.it/
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https://www.iap.it/wp-content/uploads/2022/03/Regolamento-per-la-Comunicazione-Commerciale-relativa-ai-prodotti-alimentari-e-alle-bevande.pdf?_gl=1*a4igwq*_up*MQ..*_ga*MTY4NzE2NzI1OC4xNzczOTk5NjIx*_ga_CJZHFE53T1*czE3NzM5OTk2MjEkbzEkZzAkdDE3NzM5OTk2MjEkajYwJGwwJGgw

includes a specific provision for audiovisual commercial communications relating to food
and drink products containing fat, trans fatty acids, sugars, sodium, or salt.

Although the IAP Code and its Regulation include provisions on the protection of minors,
their voluntary nature limits their effectiveness, especially in a digital environment
characterized by cross-border content and integrated, difficult-to-identify forms of
marketing.

The Self-Regulatory Code for Commercial Communications is complemented by the

Guidelines for Commercial Communications on Food and Beverage Products, to Protect

Children and Their Healthy Diet. These non-binding, self-regulated guidelines, implemented

through the Institute of Advertising Self-Discipline, provide for monitoring and control of
advertising messages. These Guidelines, promoted by the Ministry of Health in 2015 (and
subsequently updated and revised), aim to regulate food advertising directed at minors,
particularly those aged 3-12, to protect their health and encourage healthy eating habits.
They stem from the awareness that commercial communication strongly influences
children's choices and therefore also aim to hold businesses and advertisers accountable,
ensuring that communication contributes to balanced nutrition education and the
prevention of obesity and overweight.

Enforcement of the rules is entrusted not only to the Institute of Advertising Self-Discipline

(IAP), but also primarily to the ltalian Communications Requlatory Authority (AGCOM), which

is responsible for audiovisual media services, and the |talian Competition Authority (AGCM),

which intervenes in cases of unfair commercial practices. However, neither authority has a

specific mandate to limit the marketing of unhealthy foods to minors.
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https://www.agcom.it/
https://www.agcm.it/

As a result, monitoring mechanisms are fragmented, partially transparent, and based on
reports or complaints, while sanctions are applied primarily for general unfair trading
practices, rather than for specific violations related to the promotion of unhealthy foods.

Furthermore, there is no legally binding system of nutritional profiling used to limit

advertising to minors.

In Italy, school food provision is one of the most structured areas of childhood obesity
prevention policies, thanks to the presence of national guidelines that define nutritional and
organizational standards for collective catering. The main reference is the National

Guidelines for School Catering, approved by the State-Regions Conference in 2010, which

establish criteria aimed at ensuring balanced, safe, and appropriate meals for different age

groups, promoting the consumption of fresh, seasonal, and local foods and reducing sugar,

salt, and fat intake. This framework was updated with the 2021 National Guidelines for

Hospital, Healthcare, and School Catering, which strengthen the focus on nutritional quality,

environmental sustainability, and integration with nutrition education interventions.

However, these tools are largely non-binding and their implementation is left to the regions
and local authorities, resulting in significant regional variability. Specifically, there is no
explicit ban on ultra-processed foods in school cafeterias, but rather their restriction through
nutritional recommendations.

The limitation of ultra-processed foods is, in fact, achieved through a complex control

system that comprehensively assesses the nutritional and organizational quality of the
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(o)

service. Local health authorities play the leading role, evaluating menus and their nutritional
balance: it is precisely through this control that the excessive presence of ultra-processed
products is verified, albeit indirectly. Additionally, the municipality, as the body that contracts
the service, ensures compliance with the requirements set out in the specifications, which
often include provisions on food quality and a preference for fresh products. Carabinieri
officers from the NAS (National Health and Safety Unit) also intervene with targeted
inspections to ensure compliance and safety, while the canteen committee, composed of
parents and school staff, contributes through participatory monitoring and reports any
critical issues. Overall, therefore, control of ultra-processed foods exists, but it occurs
indirectly and through the collaboration of multiple stakeholders.

A significant element is represented by the introduction of the Minimum Environmental

Criteria (CAM) for_collective catering, which have made food quality and sustainability

criteria mandatory in public procurement, promoting the use of fresh, seasonal, and
minimally processed products and contributing to an indirect reduction in ultra-processed
foods.

At the same time, the regulatory framework recognizes the educational role of schools in

promoting health. In particular, the Law 13 July 2015, n. 107 (‘The Good School’) and the

MIUR's Guidelines for Food Education (2015) encourage the integration of food education
into school curricula. However, these tools act primarily on an educational level and do not
directly impact the regulation of food supply.

Finally, regarding corporate sponsorships, there is no uniform national regulatory framework

that explicitly prohibits the presence of brands or promotional activities in schools. Although
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some local governments have adopted restrictions, there remain opportunities for indirect
commercial influence, for example through educational projects funded by food companies.
Overall, although Italy has a relatively developed framework for school catering, the lack of
specific binding regulations and explicit measures to limit commercial pressures represents

a significant challenge in addressing the commercial determinants of childhood obesity.

The ltalian system has significant limitations in terms of transparency regarding interactions
between the food industry and public decision-makers. There is no mandatory and
comprehensive national register of lobbying activities, although some institutions have
introduced voluntary or partial registers. This makes it difficult to systematically track the
food industry's influence on public health issues.

Rules on conflicts of interest provide for disclosure obligations in specific administrative
contexts, but there is no uniform and systematic mechanism applied to food policy
development. Political donations are regulated by general laws on party financing (Law no. 3

of 9 January 2019), with no specific restrictions for the food sector. Industry is frequently

involved in consultative processes and technical discussions, including those related to
nutrition and product reformulation, which can pose risks of conflict of interest and

interference with public health policies.

The ltalian government follows the European regulatory framework for food labeling,

specifically Regulation (EU) no. 1169/2011, which mandates the provision of nutritional
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information. However, front-of-pack labeling is not mandatory at the national level. Italy has

promoted the voluntary front-of-pack system Nutrinform Battery, which allows you to
graphically represent on the label the percentage of energy and nutrients (fat, saturated fat,
sugars, and salt) consumed compared to the recommended portion of the food, therefore
providing quantitative information, but does not include immediate interpretative
information. Nutrinform Battery has several strengths: it takes into account the concept of
portions, is intended as a purely informative tool, and aims to promote consumer nutrition
education. However, it also has some weaknesses: its comprehensibility has so far been
assessed by few scientific studies, the nutrient information can be difficult for the
uninformed consumer to interpret, and some of it repeats data already present on the back
of the package. Warning labels are mandatory in several cases provided for by European
legislation, particularly Regulation (EU) no. 1169/2011. They must be indicated when
allergens, substances such as caffeine or sweeteners are present, or when the food requires

special consumption or storage conditions to be safe. Furthermore, Regulation (EU) no.

609/2013 also applies to some products intended for specific categories, such as infants. In
ltaly, however, there are no mandatory warning labels for foods high in sugar, salt, or fat, but
only nutritional information.

Nutritional profiling is not formally defined in Italian national law as a tool to limit marketing

or claims. Nutrition and health claims are regulated by Regulation (EC) no. 1924/2006, which

defines their conditions and methods of use. They must be based on scientific evidence and

approved by competent authorities such as the European Food Safety Authority (EFSA);
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consequently, misleading claims or claims attributing medicinal properties to foods are

prohibited.

In Italy, there have been no significant legal disputes between the food industry and
childhood obesity prevention policies.

The national regulatory framework is heavily influenced by European Union law, particularly
by rules on the internal market, free movement of goods, and competition. These
constraints can limit the adoption of more restrictive national measures, especially regarding

labeling and advertising.

Overall, the ltalian regulatory framework on childhood obesity appears fragmented and
characterized by a prevalence of non-binding instruments.

Policies focus primarily on education and the promotion of healthy behaviors, while only
marginally addressing the commercial determinants of childhood obesity.

Enforcement is relatively strong in the school context, but weak in media and digital
contexts, where commercial pressures are more pervasive.

The food industry has significant influence on decision-making processes, particularly
through self-regulation mechanisms and participation in institutional discussions.

To improve policy effectiveness, a strengthened regulatory framework is needed, with the
introduction of binding restrictions on the marketing of unhealthy foods to minors across all

media, including social media and influencer marketing. In the wake of the new \World
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https://www.who.int/publications/i/item/9789240075412

Health Organization (WHO)'s Guidelines on policies to protect children from the harmful

impact of food marketing, the ltalian Society of Pediatrics (SIP) has called on the Italian

government to ban or limit junk food advertising on children's television programs and
digital media.

Further reforms should include the adoption of a mandatory front-of-pack labelling system,
the definition of nutritional profiling criteria, the strengthening of transparency mechanisms,
and the limitation of conflicts of interest in relationships between industry and public
decision-makers.

As highlighted in a resolution of the Chamber of Deputies, it is often customary for large

ltalian supermarkets to place stands with sweets, candies, and snacks near checkout lines,
with the apparent aim of attracting children's attention and encouraging impulse purchases
rather than real necessity. Faced with this practice, parents' associations, pediatricians,
dieticians, and nutritionists are promoting a campaign to eliminate it. Clearly, not placing
sweets, candies, and snacks near checkout lines alone would not be a solution to the
problem of pediatric obesity, but it would nevertheless constitute an important step in
combating unhealthy eating habits, which the Italian government should promote and
support in order to guarantee citizens' right to health.

In conclusion, a more structural approach, which directly addresses commercial
determinants, appears essential to reduce the impact of the obesogenic environment on

children in Italy.
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5.2 Greece

Greece has developed a national initiative to tackle childhood obesity through the program

National Action against Childhood Obesity 2023-2025. This strategy aims to reduce

childhood obesity rates through preventive and health promotion actions. Key elements
include promoting healthy diets and physical activity, strengthening nutrition education in
schools, early detection and monitoring of childhood obesity, and providing support to
children and families from health professionals. However, there is no comprehensive
restriction on food marketing outside schools, including TV, digital platforms, social media,
or influencer promotions. Front-of-pack labeling and warning labels are not mandatory, so
children and parents receive limited guidance against commercial advertising. Industry
self-regulation is still relied upon rather than legally binding measures targeting commercial

pressures.

Greece does not have a fully developed and strict regulatory framework that completely
restricts the advertising of unhealthy foods to children across all media. The clearest
restrictions apply mainly in the school environment, where the promotion of foods not
included in the approved school canteen product list is prohibited. Outside schools,
advertising regulation is primarily based on EU audiovisual legislation and voluntary industry
self-regulation codes. These restrictions mainly apply to television, while regulation of

advertising on digital platforms, social media, and via influencers is not yet well developed.
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https://www.unicef.org/greece/en/press-releases/launch-national-action-against-childhood-obesity-greece-2023-2025

https://digital-strategy.ec.europa.eu/en/policies/strategy-better-internet-kids

Schools are one of the main intervention areas for child nutrition in Greece. National
legislation defines which foods can be sold in school canteens, effectively excluding many
ultra-processed foods high in sugar, salt, or fat. Compliance is monitored by regional public
health services and the Hellenic Food Authority. which conduct inspections in school
canteens. Promotion or advertising of products not included in the approved food list is
prohibited within the school. However, broader rules regarding corporate sponsorship or

commercial partnerships in schools are not extensively regulated nationally.

Greece has general transparency rules regarding government and stakeholder interactions,
but there is no specific registry for food industry lobbying on public health issues. Public
officials are required to declare potential conflicts of interest under general governance
rules. There are no specific restrictions on political donations from food companies. In some
cases, industry representatives may participate in consultation or advisory processes,

although key policy decisions are primarily made by public health authorities.

https.//www.oecd.org/en/publications/anti-corruption-and-integrity-outlook-2026 _0c8910
f8-en/greece_6624e706-en.html?utm_source=chatgpt.com
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Greece follows the EU reqgulatory framework for food labeling and has not implemented
mandatory front-of-pack labeling at the national level. Mandatory warning labels for
products high in sugar, salt, or fat are not in use.

Nutrient profiling criteria are applied mainly in school food regulations and are not widely
used for advertising restrictions. Health and nutrition claims are regulated under EU law,

which defines when and how companies can make such claims on products.

To date, there are no significant public cases of legal challenges by food companies against
childhood obesity policies in Greece. National policies must also comply with European
Union internal market and trade law, which can influence the scope of national regulations
on labeling or advertising restrictions.

https://europa.eu/youreurope/business/product-requirements/food-labelling/health-nutr

ition-claims/index_en.htm

Overall, Greece's regulatory framework on childhood obesity is relatively fragmented.
Stronger regulations exist in the school environment, while broader interventions in the
general food market and advertising to children are limited. Policies mainly focus on
education, prevention, and promotion of healthy habits rather than directly addressing
commercial determinants affecting children's diets, such as marketing and product
promotion. Implementation is relatively strong in schools but weaker in other areas. To

improve policy effectiveness, experts often recommend reforms such as stricter restrictions
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on advertising unhealthy foods to children across all media, mandatory front-of-pack
labeling, clearer nutrient profiling criteria, and greater transparency in the relationships
between the food industry and policy-making processes.

https:/www.safefoodadvocacy.eu/wp-content/uploads/2025/01/Report-on-HFSS-food-

marketing-targeting-children-1-2.pdf?utm_source=chatgpt.com

5.3 France

France has developed a structured but fragmented policy framework addressing childhood
nutrition, food environments, and commercial influences. While multiple national strategies
recognize obesity as a public health priority, there is no single legally binding strategy
specifically targeting the commercial determinants of childhood obesity.

At the national level, the main policy instruments include the National Nutrition and Health
Programme (PNNS 2019-2023), the National Strategy for Food, Nutrition and Climate
(SNANC 2025-2030), and the Obesity Roadmap (2026-2030). These frameworks emphasize
improving dietary habits, reducing obesity prevalence, and addressing “obesogenic
environments.” However, they are programmatic rather than legally binding, and do not
establish direct regulatory constraints on food marketing to children. Governance is primarily
led by the Ministry of Health, with contributions from the Ministry of Agriculture and other

stakeholders.
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Q

https:.//sante.gouv.fr/prevention-en-sante/preserver-sa-sante/nutrition/le-programme-nati

onal-nutrition-sante/

French regulation of food marketing to children relies on a combination of statutory
obligations and industry self-regulation, rather than comprehensive advertising bans. The
central legal provision is Article L2133-1 of the Public Health Code, which requires that
advertisements for certain processed foods and sweetened beverages include a mandatory
health message. This obligation applies across media, including television, radio, print, and
online platforms. Non-compliance is subject to financial penalties, which may reach up to
30% of advertising expenditure.

https.//www.legifrance.gouv.fr/codes/article lc/L EGIARTI000041466290/

In addition, the 2023 law on commercial influence extends these requirements to social
media influencers, who must clearly disclose paid partnerships (“publicité” or “collaboration
commerciale”) and comply with the same health messaging rules. Violations may lead to

criminal sanctions. https.//www.legifrance.qgouv.fr/jorf/id/JORFTEXT000047663185

Beyond statutory law, France relies heavily on co-regulation through the Audiovisual and
Digital Communication Authority (Arcom). The 2025-2029 Food Charter commits
broadcasters and digital platforms to reducing children's exposure to products high in fat,
sugar, and salt, and to promoting healthier behaviors. This system is voluntary but monitored

by an independent authority, which publishes evaluation reports.
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https://www.legifrance.gouv.fr/jorf/id/JORFTEXT000047663185?utm_source=chatgpt.com

(o)

https./www.arcom.fr/presse/signature-dune-nouvelle-charte-alimentaire-2025-2029

https:./www.arcom.fr/se-documenter/etudes-et-donnees/etudes-bilans-et-rapports-de-la

rcom/evaluation-de-la-charte-alimentaire-edition-2024

Importantly, France does not currently apply a legally binding nutrient profiling system to
restrict food marketing to children, and no general ban on advertising “unhealthy” foods to

minors exists in the official regulatory framework.

In contrast to marketing regulation, the school food environment is more strictly regulated.
French law establishes detailed nutritional standards for school meals through an
interministerial decree, which defines portion sizes, meal composition, and frequency of
food categories. However, there is no explicit legal ban on ultra-processed foods as such.
https.//www.legifrance.gouv.fr/loda/id/JORFTEXT000024614763/ Compliance is primarily
overseen by local authorities (municipalities, departments, regions) responsible for school
catering, alongside state sanitary controls. France also enforces a strong principle of
commercial neutrality in schools. Official guidance from the Ministry of Education prohibits
advertising and commercial operations within schools, ensuring that pupils are not directly
exposed to marketing activities in educational settings.
https:/www.education.gouv.fr/bo/16/Hebdo43/MENB1633785C.htm

Additionally, vending machines selling food and beverages are banned in schools, further
limiting commercial food exposure.

https:/www.education.gouv.fr/education-l-alimentation-et-au-gout-7616
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https://www.education.gouv.fr/bo/16/Hebdo43/MENB1633785C.htm?utm_source=chatgpt.com
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France has established robust mechanisms to ensure transparency in interactions between
public authorities and private actors. Lobbying activities are regulated through a mandatory
public register of interest representatives, managed by the High Authority for Transparency
in Public Life (HATVP). This register provides information on lobbying actors, their clients,
and the policy areas they target.

https:.//www.hatvp.fr/la-haute-autorite/lencadrement-du-lobbying/definition-stricte-2/

Conflicts of interest are formally disclosed in the context of public health expertise, where
declarations are required and made public.

https://www.leqgifrance.gouv.fr/codes/section_lc/LEGITEXT000006072665/LEGISCTA0000

25071689/

Political financing rules also prohibit corporate donations from legal entities, including food
companies, to political parties.

Source: https:./www.legifrance.qouv.fr/codes/id/LEGISCTA0O00006085777

At the same time, industry actors are formally involved in policymaking through advisory
bodies such as the National Food Council (CNA), which includes representatives from

agriculture, food industry, retail, and civil society.

https./www.legifrance.gouv.fr/codes/section_lc/LEGITEXTO00006069565/LEGISCTA0000

32809172/
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France has implemented the Nutri-Score front-of-pack labelling system, which provides a
simplified nutritional rating (A-E). While officially endorsed by public authorities, its use

remains voluntary for manufacturers.

https.//www.legifrance.gouv.fr/codes/article_lc/L EGIARTI000031917917/

Nutritional profiling exists in practice through Nutri-Score and in European law governing
nutrition and health claims, but it is not used as a binding tool to restrict marketing to
children. Health claims are strictly regulated under EU Regulation (EC) No 1924/2006, which
applies directly in France.

https://eur-lex.europa.eu/legal-content/FR/ALL/?uri=CELEX%3A32006R1924

5.4 Norway

The Ministry of Health and Care Services has since October 25" 2025 implemented a
binding regulation that prohibits the marketing of unhealthy food and drinks that is

particularly aimed at children under the age of 18 years Norwegian government.

The regulations are based on the Food Act's overall purpose of promoting health. The
purpose of "promoting health" refers to the fact that the regulations should contribute to
nutritional policy objectives. In this case, the goal is to ensure that marketing does not affect
the diet of children in an undesirable way from a health perspective. The regulation is

designed to protect children and young people from the marketing of unhealthy food and
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https://lovdata.no/dokument/NL/lov/2003-12-19-124

drink and to ensure that children and young people enjoy good health and that it is easy to
make healthy choices in everyday life. This regulation contributes to the goal of protecting
children from the marketing of unhealthy food and drink based on that marketing influences

children’s eating habits.

Norway has a comprehensive ban on marketing unhealthy food and beverages to anyone
under the age of 18 years in accordance with the definition of children in the UN Convention
on the Rights of the Child (CRC), Article I. It is also in accordance with other Norwegian

regulations that regulate marketing to children, including the Broadcasting Act, the

Marketing Act and regulations on the marketing of cosmetic procedures. Marketing is

defined as any form of communication or action for marketing purposes, which is intended
to promote sales to consumers. The provision is media and technology neutral and covers
not only traditional advertising, such as TV, radio or advertising in magazines/print, but also
sponsorship, product placement and marketing activities on digital platforms, social media
and digital games. Indirect marketing is also included, where there is a clear link to products
included in the product list, through familiarity with or preference for the product or brand,
for example through the use of trademarks, including names, logos and slogans, colors,
sounds and characters or other distinctive features. Such means may have a marketing
effect on children, even if the product is not explicitly shown.

The provisions of the Food Act are aimed at businesses that are private or public enterprises

as well as private individuals who carry out any activity as mentioned in the Food Act. The
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business must ensure that labeling, presentation, advertising and marketing are correct,
provide the recipient with sufficient information and are not likely to mislead.

Activities for "private and non-commercial purposes" are not covered. This means that rules
on marketing that are authorized in the Food Act, including these regulations, do not apply
to private individuals and businesses that do not conduct business under the Food Act.
Marketing is considered an activity covered by the scope of the Food Act. This means that
anyone responsible for the commercial marketing of a product covered by the product list is
considered to be obligated parties under the regulations. Actors who contribute technical
solutions to publish and disseminate marketing messages, which are created and designed
by others, will not be obliged entities under the Act. This applies, for example, to
newspapers, websites and other media platforms that contribute systems that make such
messages available. However, it is not only the activities of pure food companies towards
consumers, with a view to promoting and advertising food and drinks, that are covered.
Other actors may also be considered obliged entities under the Food Act, if they market
products covered by the Act, such as influencers, celebrities, PR agencies, etc. Only
activities and statements that the actors make for marketing purposes will be covered.
Norway uses its own nutrient profiling model under the regulation.

The Directorate of Health has been given responsibility for supervising compliance with the
marketing ban in the regulations. The Directorate supervises the marketing ban nationally,
online and in social media. The supervisory activity is mainly based on complaints and tips,
as well as self-initiated supervision. Although the Directorate of Health is given supervisory

responsibility for the regulation, other supervisory authorities, such as municipalities, the
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Q

Norwegian Food Safety Authority and the Norwegian Consumer Authority, are free to notify
the Directorate of suspected violations of the rules in the regulation. The same applies to
private individuals, businesses and organizations, etc.

Where a violation of the regulations is found, a decision will be made against the relevant
actor. This may, for example, be a decision requiring rectification of the situation within a

given deadline. In such cases, the rules of the Public Administration Act on individual

decisions apply, including advance notification. Furthermore, a coercive fine will be a
relevant means of sanction. Each actor is responsible for keeping updated on the applicable
regulations. However, the Directorate of Health has a general duty to provide guidance on
the regulations, without such guidance being binding on the supervisory authority in the
event of a later case. All businesses that are private or public enterprises as well as private
individuals who carry out any activity as mentioned in the Food Act must follow the

regulations.

Children and young people face increasing commercial pressure. School should be a safe
and non-commercialized arena for children and young people. The Education Act requires
municipalities and county authorities to prevent all students from being exposed to
advertising that is likely to create commercial pressure or that is likely to influence students'

attitudes, behavior and values.
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Q

Ultra-processed food is not banned in school cafeterias; however, the Norwegian national

recommendations on Food and meals in school highly recommend to promote healthy food

as easy alternatives in accordance with the Norwegian dietary advice

The Norwegian Food Safety Authority supervises that food producers and animal keepers

comply with laws and regulations. They control everything from primary production to
restaurants and catering establishments, as well as cosmetics and pharmaceuticals. The
Norwegian Food Safety Authority shall inspect public kitchens. All businesses that produce,
process or distribute food, including public kitchens such as canteens and school kitchens,

are subject to inspection.

Lobbying activities are not legally required to be publicly registered in a central, national

register in Norway. Eligibility rules (Administrative Act): Public officials and politicians are
subject to strict integrity rules. If a person has a conflict of interest that makes them
incompetent, this must be disclosed and the person must not participate in the handling of
the case. Registration of positions: Elected officials (parliamentary representatives) have a
duty to register their financial interests and positions in a separate register to ensure
transparency about potential role conflicts. In Norway, there is no specific ban on the food
industry donating to political parties, but the business is regulated through the Political
Parties Act. There is transparency about who makes contributions, and stricter rules are
being worked on for anonymous donations. Food manufacturers, grocery stores and owners

in the industry are free to donate money to political parties. However, the parties are obliged
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Q

to identify the donor if the donation is over 10,000 Norwegian kroner, especially in
connection with election campaigns. Parties are not allowed to receive gifts from publicly
owned companies or foreign donors. The website partifansiering.no provides insight into
who gives money to the parties. It has been recorded that owners in the grocery industry

(e.g. NorgesGruppen owners) give significant amounts.

The Norwegian food industry is heavily involved in advisory boards, committees, and
councils that influence the development of food policy, regulations, and sustainability in
Norway. This involvement takes place through direct representation in government
committees, cooperation agreements with authorities, and participation in public

consultations. The authorities (the Ministry of Agriculture and Food, and the Ministry of

Health and Care Services) place great emphasis on maintaining close dialogue with all
actors in the food system - from farmers to the grocery trade - to ensure a holistic approach

to sustainability, food safety, and supply security.

The Norwegian Food Authority states that all pre-packaged foods must be labeled with a

designation according to the Food Information Regulations. This must give consumers a

clear impression of what food is in question. The designation must not mislead the
consumer. Front-of-pack-labelling must be correct, provide sufficient information and not
mislead. The requirements also apply to presentation and advertising. The ingredient list
should indicate what the food is made of-ingredients. Additives, enzymes and flavorings in

foods must be stated in the list of ingredients. The quantity of ingredients must be stated if
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an ingredient is highlighted in the labeling by text or illustrations. The net content of the
food, the durability or use-by date, special conditions of storage and/or use, the name or
business name and address of the food business operator, the country of origin should be
informed. Warning labels are not used for food in general. The government has adopted a
regulatory age limit of 16 years for the purchase of energy drinks, which will come into effect
on January 1, 2026. Drinks that have more than 150mg caffeine should be labeled with "High
caffeine content. Not recommended for children, pregnant or breastfeeding women'
Norway does not have warning labels on sugar (e.g. "high sugar content’). However, there is
a mandatory nutrition declaration that must state: Energy carbohydrates of which sugars.
Warning labels are mandatory for tobacco (mandatory health warnings). The Norwegian
Food Safety Authority requires that all products with more than 1.2% alcohol be labeled with
the alcohol content in percent by volume.

Nutrient profiling is used within the legal and policy framework of Norway, particularly
concerning the regulation of marketing for food products to children and the application of

voluntary, front-of-pack labeling. The Norwegian Food Authority states that The EEA

agreement makes Norway part of the EUs internal market. The regulation of the use of
nutrition- and health claims is harmonized throughout the EEA through Regulation (EF) No
1924/2006. The internal market is based on common rules that are applied equally
throughout the EEA. This means that when the EU adopts regulations and directives
regulating the internal market, these must also be incorporated into the EEA Agreement and

implemented in Norwegian legislation.
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Direct lawsuits against food producers for human rights violations are rare in Norway. There
have been court cases and legal processes in Norway where the food industry and
associated administrative bodies have been involved in issues affecting human rights,
particularly related to labor conditions, property rights and indigenous peoples' rights. With

the introduction of the Transparency Act in 2022, the focus on human rights in the food

industry supply chain has increased considerably. The Transparency Act requires major
companies, including many in the food industry, to be attentive to ensure basic human rights
and decent working conditions in their supply chain.

International trade and trade agreements have a significant and direct impact on national
food regulation. Through obligations in the WTO (World Trade Organization), the EEA
Agreement (for Norway) and other free trade agreements, national authorities must

harmonize their food regulations with international standards.

Overall, Norway's regulatory framework directly on childhood obesity is relatively
fragmented. Policies focus on public health with promotion of positive health behaviour
including healthy diet and nutrition and the role of physical activity during childhood and
adolescence. However, strong regulations exist on commercial determinants aimed at
children under the age of 18 years.

The regulation is designed to protect children and young people from the marketing of
unhealthy food and drink and to ensure that children and young people enjoy good health

and that it is easy to make healthy choices in everyday life. This regulation contributes to the
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goal of protecting children from the marketing of unhealthy food and drink based on that
marketing influences children's eating habits. The Education Act requires municipalities and
county authorities to prevent all students from being exposed to advertising that is likely to
create commercial pressure or that is likely to influence students' attitudes, behavior and
values. Food and meals in school highly recommend promoting healthy food as easy

alternatives in accordance with the Norwegian dietary advice.

5.5 Spain

The main framework for obesity prevention in Spain is the NAOS Strateqy (Nutricion,

Actividad Fisica y Prevencion de la Obesidad), launched in 2005, coordinated by AESAN
under the Ministry of Health, and consolidated in Law 17/2011 on Food Safety and Nutrition.
NAOS promotes healthy diets and physical activity across family, school, workplace, and
community settings, with particular attention to children and socially disadvantaged groups.

Within this framework, the National Strateqic Plan for the Reduction of Childhood Obesity

2022-2030, coordinated by the High Commissioner against Child Poverty, sets targets to cut
childhood overweight by 25% and reduce the social gradient in obesity by 40%, with specific
lines of action on marketing, school food, urban design, and social inequalities. Both NAOS
and the Plan are strategic and coordinating instruments, not single binding laws; specific
obligations are implemented through sectoral legislation and royal decrees applied by

regional authorities.
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Q

The current operative framework is the PAOS Code (Codigo de Corregulacion de la
Publicidad de Alimentos y Bebidas Dirigida a Menores, Prevencion de la Obesidad y Salud), a
co-regulatory agreement signed in 2005 by the Ministry of Health, AESAN, the food industry
(FIAB), and AUTOCONTROL, extended to internet advertising in its 2012 revision (PAOS
Code). PACS is not a law but voluntary, only binding on participants, and monitoring and
sanctions are managed by the industry-funded AUTOCONTROL rather than an independent
public authority.

Despite sustained scientific evidence supporting binding restrictions on food marketing to
children, the legislative process in Spain illustrates the gap between evidence and effective
policy. A draft Royal Decree to regulate commercial communications on foods and
beverages directed at under-16s, covering television, digital platforms, social media, and
influencer marketing, and based on the WHO Europe nutrient profile model, was opened to
public consultation in March 2022 (CCU report), receiving broad civil society support.
However, the process was stopped under sustained industry pressure. As of February 2026,
the Spanish Government has announced its intention to publish the normative proposal, but

no firm date has yet been set for its approval.

Law 17/2011 on Food Safety and Nutrition established that the central government must set
minimum nutritional criteria for school meals and restrict the availability of nutritionally

unfavorable foods in educational centers. Royal Decree 315/2025, of 15 April, was designed
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to implement these obligations by setting detailed nutritional and sustainability criteria for
school canteens and vending machines across all educational centers.

The Decree prohibits the sale of products high in saturated and trans fats, sugar, or salt, as
well as high-caffeine drinks, and requires free drinking water access, menu planning criteria,
and qualified professional supervision. Regional authorities carry out inspections under the
sanctioning framework of Law 17/2011, which gives the rules legally binding status.
Corporate sponsorship of schools is not addressed by a specific national provision and

remains largely dependent on regional rules.

Spain is in the process of adopting a Law on Transparency and Integrity of the Activities of
Interest Groups, approved in the Council of Ministers and submitted to Parliament, which
would create a mandatory public Register of Interest Groups. Registered entities must
comply with a code of conduct, contacts with public officials must be documented, and
sanctions, including removal from the register, may apply in case of breaches. In parallel,
the Sistema de Integridad de la Administracion General del Estado (SIAGE) has been approved
to prevent conflicts of interest across public decision-making.

Direct corporate donations to political parties are prohibited under Organic Law 8/2007 on
Party Financing, which prevents food and beverage companies from funding parties directly.
Industry representatives participate in advisory and consultative processes for NAOS and
the National Childhood Obesity Plan alongside scientific societies and civil-society

organizations, though formal decisions remain in the hands of public health authorities.
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Since 2020, Spain has promoted the “Nutri-Score" as the national reference front-of-pack
scheme through the Ministry of Consumer Affairs and AESAN. Its use remains voluntary, and
no national warning-label system for products high in sugar, fat, or salt is currently in place.
Article 44 of Law 17/2011 additionally requires that food advertising and health-related
messages do not mislead consumers, reinforcing EU claim rules at the national level, and

Article 46 is directed specifically to publicity for under-15 children and adolescents.

Law 17/2011 on Food Safety and Nutrition is the principal legal basis for food-environment
and obesity-prevention policies in Spain, explicitly mandating the NAOS Strategy,
school-food criteria, and food-advertising standards within a consumer protection

framework. Roval Decree 315/2025 and the PAOS Code framework derive from this law,

which must in turn operate within EU internal-market and food-law obligations, including
Regulation (EC) No 1924/2006.

No cases in which food companies have successfully overturned childhood-obesity-related
policies through legal challenges have been identified in Spain. The main constraints on
national regulation arise from the need to remain compatible with EU harmonized rules,
which in part explains why the Nutri-Score is not mandatory and why advertising restrictions

are being framed around EU-compatible nutrient profiling criteria.
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As previously stated, Spain has a consistent strategy and legally obligatory school food
regulations. The most vulnerable area remains the control of food marketing to children and
adolescents. Since 2005, the PAOS Code has operated as a voluntary, industry-managed
framework; however, there is noncompliance and a lack of independent punitive
procedures. Furthermore, the limitations of PAOS are evident in digital environments, where
influencer marketing, branded content, and targeted advertising to children have expanded
rapidly beyond what the Code was designed to address. These limitations are the rationale

for the proposed binding royal decree on advertising to minors, which has not yet been

approved (CCU report).

Childhood obesity is shaped by a complex interplay of social and commercial determinants.
Evidence shows that food industry marketing—particularly through social media—plays a
significant role in influencing children's dietary behaviors. These influences are amplified by
social inequalities and insufficient regulation. Supporting families requires not only education
but also stronger policies that limit harmful commercial practices and promote healthier
food environments.

Addressing the commercial determinants of obesity requires a multifaceted approach that
includes policy changes, education, and community-based interventions aimed at

improving access to healthy food options, promoting physical activity, and raising awareness
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about the impact of commercial practices on health. Several approaches have been
proposed to address the commercial determinants of obesity and are not limited to:
1.Regulation: Governments can use regulatory tools to limit the marketing and promotion of
unhealthy foods and beverages, particularly to children. For example, several countries have
implemented restrictions on advertising unhealthy foods during television programming
aimed at children.

2.Taxation: Taxation can be used to increase the price of unhealthy foods and beverages,
making them less appealing to consumers. Several countries have recently implemented
taxes on sugary drinks, with some evidence suggesting that these taxes have reduced
consumption.

3.Product reformulation: Companies can be encouraged to reformulate their products to
reduce salt, sugar, and fat levels. For example, in the United Kingdom, the government has
worked with the food industry to reduce the sugar content of children's breakfast cereals.
4.Industry self-regulation: Industry-led initiatives, such as voluntary agreements or codes
of practice, can be used to encourage companies to act responsibly and reduce their
impact on obesity. However, the effectiveness of self-regulation has been questioned by
some experts.

5.Education and awareness-raising: Efforts to educate consumers about healthy eating and
the risks of obesity can also help to address the commercial determinants of obesity. This
can include campaigns to promote healthy eating and physical activity and inform

consumers about the nutritional content of foods and beverages.
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Overall, a comprehensive approach that combines multiple strategies is likely to be most
effective in addressing the commercial determinants of obesityThe World Obesity
Federation advocates the need to focus obesity prevention efforts on commercial and
societal determinants of the development of obesity, moving beyond purely individual
factors. The World Obesity Federation advocates the need to focus obesity prevention
efforts on the commercial and societal determinants of this chronic condition, rather than
solely on individual factors.5 Population-inclusive regulatory and fiscal measures are
suggested, marketing restrictions for unhealthy foods such as sugar-sweetened beverages,
front-of-pack labeling, portion, and package size limitation, and creating safe spaces for

physical activity (2).
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