The slippery slope
The spread of excessive regulation to consumer goods industries

Regulatory trends in consumer goods
The “slippery slope” concept refers to the trend of applying
restrictions first to tobacco and then to other consumer products.
Measures such as taxation, pictorial health warnings, restrictions or
prohibitions on advertising and promotion, and regulations on the
product itself are increasingly being proposed and introduced on
other products such as alcohol, soft drinks and food.

The slippery slope trend is likely to continue and accelerate
Over the past fifty years, not only has this domino effect of
regulation been spreading to other product categories such as
alcohol and food, but also it is being introduced increasingly
frequently, at a faster pace, and is becoming stricter.

Plain packaging, which bans the use of branding, proves
existence of this regulatory cascade since such extreme measure
has been already proposed for alcohol products, sugary drinks
and infant formula.
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UN/WHO drive the process
“The globalization of unhealthy lifestyles is
by no means just a technical issue for public health.
It is a political issue. It is a trade issue. And it is an issue
for foreign affairs. As the new publication makes clear,
it is not just Big Tobacco anymore. Public health must also
contend with Big Food, Big Soda, and Big Alcohol.”

The slippery slope intensifies as the World Health Organization
(WHO) strengthens its focus on prevention and control of
non-communicable diseases (NCDs). Common approaches
in fighting tobacco use, unhealthy diets (sugar, salt), physical
inactivity and use of alcohol are on the agenda in the run-up to
the 2018 UN High Level Meeting on NCDs.1 These include

Public health advocates
More and more public health campaigns are emerging. They seek
implementation of more and more regulation, and these calls are
being used by regulators to justify policy interventions.
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“cost-effective” policies on pricing and taxation, labelling,
Dr. Margaret Chan, then Director-General of the WHO
8th Global Conference on Health Promotion, Helsinki, June 2013

marketing and advertising, education programs and specific
measures targeted at minors.

“When will we say enough is enough?
At what point do we take a stand and push back?
To manufacturers of these products, I pose several
questions (…) how can food and soft drink makers
market and sell their products to the masses of children
around the world, seeing them more as opportunities
for profit, and turning a blind eye to the spiralling rates
of childhood obesity and early onset diabetes.”

International organizations, regional bodies and NGOs increasingly
recommend actions that mirror those taken for regulating tobacco.
Pressure for excessive regulations is increasing
Political pressures, economic difficulties and constant calls from
health advocates are pushing regulators to consider excessive
policy interventions. In the public health arena, there is a
growing focus on alleged health impact and economic burden
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of “lifestyle choices.”
Dr. Tedros Adhanom Ghebreyesus, Director-General of the WHO
Opening ceremony of WHO Global Conference on NCDs, Uruguay, October 2017
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http://apps.who.int/gb/ebwha/pdf_files/EB142/B142_15-en.pdf
http://www.theinspiration.com/2012/12/stop-childhood-obesity-campaign-by-creative-vein
https://www.foodpolitics.com/2009/10/the-soft-drink-industry-strikes-back
https://www.pinterest.co.uk/williams0684/obesity-campaigns
https://www.sustainweb.org/childrensfoodcampaign/
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Regulation is introduced at higher speed, and more industries are affected
Map of the countries with one of more regulations
(similar to those imposed on tobacco products) in
the area of:
• Packaging and labelling
• Tax
• Product (restriction or ban on the use of ingredients)
• Sponsorship, marketing and advertising
• Industry exclusion
Industries monitored:
• Alcohol
• Confectionary goods
• Food with high content of sugar, salt or fat
• Soft drinks
• Infant formula
• Pharmaceutical products
• Fast food
adopted regulations
ongoing discussions
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Upcoming discussion in UK
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