
Policy Extract 

 

The Broadcast Code for Advertising to Children 

 

The purpose of the Children’s Code is to guide advertisers and agencies in preparing 

commercial messages that adequately recognise the special characteristics of the 

children’s audience.  

 

11. Social Values 

(a) Children’s advertising must not encourage or portray a range of values that are 

inconsistent with the moral, ethical or legal standards of contemporary Canadian 

society.  

(b) Children’s advertising must not imply the possession or use of a product makes the 

owner superior or that without it the child will be open to ridicule or contempt. This 

prohibition does not apply to true statements regarding educational or health 

benefits.  

Interpretation Guidelines for Clause 11 

i. Child-directed messages for food products in broadcast advertising that are 

inconsistent with the pertinent provisions of the Food and Drugs Act and Regulations, 

or the Canadian Food Inspection Agency’s Food Labelling for Industry shall be 

deemed to violate Clause 11 (Social Values) of the Children’s Code. This Interpretation 

Guideline is intended, among other purposes, to ensure that advertisements 

representing mealtime clearly and adequately depict the role of the product within 

the framework of a balanced diet, and snack foods are clearly presented as such, 

not as substitutes for meals.  

ii. Every “child-directed message” for a product or service should encourage 

responsible use of the advertised product or service with a view toward the healthy 

development of the child.  

iii. Advertising of food products should not discourage or disparage healthy lifestyle 

choices or the consumption of fruits or vegetables, or other foods recommended for 

increased consumption in Canada’s Food Guide, and Health Canada’s nutrition 

policies and recommendations applicable to children under 12.  

iv. The amount of food product featured in a “child-directed message” should not be 

excessive or more than would be reasonable to acquire, use or, where applicable, 

consume, by a person in the situation depicted.  

v. If an advertisement depicts food being consumed by a person in the 

advertisement, or suggests that the food will be consumed, the quantity of food 

shown should not exceed the labelled serving size on the Nutrition Facts Panel 

(where no such serving size is applicable, the quantity of food shown should not 
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exceed a single service size that would be appropriate for consumption by a person 

of the age depicted). 


