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The voice of advertisers worldwide
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The WFA is a unique worldwide network of 58
National Advertiser Associations and over 60 of

the worl dos top 100 advertisers
s



90% of global ad spend
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Championing responsible marketing communications

WHO, WTO, ICC, UNEP
Codex Alimentarius, EU institutions, National Regulators, etc
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2. Trust




U.S. trust in business and government on par with global average;
NGOs more trusted in U.S. while media is less trusted

Trust in institutions
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Mistrust in corporations

A 62% UK and 54% US consumers say
corporations "only interested" in selling
products.

A 8% trust corporate communications, only 5%
where advertising was concerned.

A Alterian, May 2010 (sample 1,000 adults in the US and UK)




Do people trust advertisers?

Levels of trust by profession:
A Nurses 80%

A Teachers, chemists, military
officers: > 70%

A Lawyers 18%
A Advertisers 10%
A Second -hand car dealers 9%
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Source: Gallup, 2004, US




3. The food marketing & obesity debate

“My mum caughl me
downloading pictures
of junk food”



http://images.thetimes.co.uk/TGD/picture/0,,282975,00.gif

In 1999: advertising, not an issue

Across Europe, TV advertising is not generally seen by parents as a
strong influence in their <c¢h

14%

O Parents who don't
cite TVadsastop5
influence

B Parents who cite TV
adsastop5
influence

86%

Source: AEF Parental Opinion survey (20 European countries) (1999)
Base: All markets 2000
GFK Q.1 Spontaneous unprompted responses



Pressure group activity
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http://adbusters.org/magazine/44/img/articles/pdfs/BringClownDown.pdf
http://adbusters.org/magazine/44/img/articles/pdfs/BringClownDown.pdf
http://www.users.totalise.co.uk/~foodcomm/parents_jury/join_parents_jury.htm
http://www.commercialalert.org/index.php
http://212.3.246.143/Content/Default.asp?PageID=149
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The Case For Action




Labour think tank calls for ‘fat tax’
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