Marketing food to children:

The messages and their impact
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Why market to children?

The child is &ey marketdue to:
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Despite recent
fluctuations TV viewing
still higher than ten
years ago

Internet use has
iIncreased dramatically
as expected.

Using both at same
time via smart phones
etc (OfCom2016).
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Figure 1: Estimated weekly hours of media consumption, at home or elsewhere
among users, 8-11s and 12-15s: 2005 and 2015

Aged 8-11
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mTv
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Weekly hours

QP13A-Bf QP25A-B How many hours would you say you spend [using medium] on a typical school day/ on a
weekend day?

Responses are taken from the child aged 8-11 or 12-15 rather than the parent.

Base: Children aged 8-15 who use each medium (variable base).

More children are now going online at home, and tablets and mobile phones are now
more popular than desktop computers for online access

As shown in Figure 2, more children are able to access the internet at home. In 2005 61% of
8-11s and 67% of 12-15s had the internet at home and 65% of 12-15s and 48% of 8-11s
used it. Less than two-thirds of these connections were broadband, and 21% of 8-11s and
28% of 12-15s still had dial-up. In 2015 close to nine in in ten 8-11s (91%) and nearly all 12-
155 (96%) have internet access at home, either through a fixed broadband connection or
through using a mobile network signal®.




Time spent watching TV
on a TV set, per week

13h
36m

Average time spent on activity by time of day

Time spent online, per week

All children 6-15
6am-9am 9am-midday midday-3pm 3pm-6pm 6pm-Spm 9pm-midnight
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World Health Organisation recommendations and frameworks (WHO, 2010;201

Marketing of food and non-alcoholic
beverages to children

the reach and the creative content, design
frequency of the marketing and execution of
message the marketing message

Impact on:
* Food preferences
* Purchase requests
* Consumption patterns
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Exposure
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Core, noncore and miscellaneous fooddvertising gl

For all view time across 4 channel types in 2010

Children's 2010
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UP
Fast food(+13.8%)
Sugar sweetened drinks (+7.3)
Fullfat dairy items (+4.8%)

27.4%

Low fat milk(+2.6)
Fruit and fruit products (+7.2%)
Vegetables (+6.1%)

0,

Fruits and fruitFull cream milk Vegetables
products

Fast food Supermarkets Low Sugar
advertising nofat/reduced fat sweetened
food/non  milk, yoghurt drinks
specified

UNIVERSITY OF

LIVERPOOL

OKIyy St a

v,

B 2010
[

2008

Four arenon core
and three arecore
(still more non
core)

10.3%

4.2%

3.2% 3.1%9 gop

Baby and High sugar/lowTea and coffee
toddler milk fibre breakfast
formulae cereals




Exposure

14

Top 10 food types advertised during peak times *
2008 versus 2010

Fast foodand sugar sweetened drinkap from 2008 . -

Seven areion coreand only one 2008 @ 2010

core(i.e.7 times as many) -

13%

8.7%

7.3%
6.69%5-8% 6.7%

6%

3.8%

Fast food S/markets Chocolate and High Full cream milk  Alcohol  S/markets non-  Sugar Low fat dairy High sugar/low
restaurants generic  confectionary fat/sugar/salt core sweetened fibre breakfast
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World Health Organisation recommendations and
frameworks (WHO, 2010;2012)

Marketing of food and non-alcoholic
beverages to children

the reach and the creative content, design
frequency of the marketing and execution of
message the marketing message

Impact on:
* Food preferences
* Purchase requests
* Consumption patterns
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Model1,ab (95% Cl) Model 2,b b (95% CI) Model 3,c b (95% Cl)

Television viewingin 1997, h/d
Commercial
Noncommercial

Television viewingin 2002, h/d
Commercial
Noncommercial

Physical activity in 1997, min/d
None (Ref)

1-30
> 30

Physical activity in 2002, min/d
None (Ref)

1-30
> 30

Eatingin front of the televisionin
2002

Adjusted R2

0.11**(0.00, 0.21 0.10**(0.00, 0.21

0.11**(0.00, 0.21

0.06 (-0.04, 0.16)
0.01 (-0.10, 0.11)

0.06 (-0.04, 0.16)
0.00 (-0.10, 0.11)

0.06 (-0.04, 0.17)
0.00 (-0.10, 0.11)

-0.06 (-0.34, 0.22)
0.01 (-0.21, 0.23)

-0.19 (-0.43, 0.05)
0.02 (-0.18, 0.21)

0.03 (-0.04, 0.10)
0.07 0.07 0.07
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Food promotion and childhood obesity:

Number of Adverts Recognised

Amount Eaten in Grams (g)

Impact on Policy

Appetite

ELSEVIER

At 2 2000221225 e—
[ —
Research Report
Effect of television advertisements for foods
on food consumption in children

Jason C.G. Halford". Jane Gillespie. Victoria Brown, Eleanor E. Pontin. Terence M. Dovey

(a). Number of Adverts Recognised.
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(b). Amount of Food Eaten After Presentation
of Adverts.
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Public Health Nutrition: 11(9), §97-904

Beyond-brand effect of television food advertisements on food

doi10.1017/5 1368980007001 231

choice in children: the effects of weight status

Jason CG Halford"*, Emma J Boyland', Georgina M Hughes', Leanne Stacey’,
Sarah McKean' and Terence M Dovev'
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Food Commercials Increase Preference for Energy-Dense
Foods, Particularly in Children Who Watch More Television

AUTHORS: Emma.J. Boyland, PhD: Joanne A Harrold,
PD,~Tim . Kirkham, BScs
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consists of countris in the WHO European Region who want to work
together to find ways to reduce the marketing pressure on chidren of
energy-dense, micronutrient- poor foods and beverages.

“This website was estabished i April 2008 n order to communicate
informatin abut actiites and plans in the European Netark on
educing marketing pressure on Chidren.
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The StanMark Project

Project summary

Intemational agencles recognise that there s a need for a code of marketing
standards for promoting food and beverages to chiidren, especially where this
marketing crosses national borders — e g. through media such as the internet
satelite TV channels, and product piacement In broadcast sports evenls and in
ntemationaly distributed games, videos and movies

The StanMark project aims to bring together researchers and poiicy-makers to
establish a set of standards for marketing foods and beverages which would be
acceplable to the main stakehoiders. An analysis of exsting standards,
reguiations and voluntary inftiatives wil be developed. along with a review of
the appication of cross-sector standards from other industries, such as those
developed for sustainable fish supplies and sustainable forestry

The project started in February 2010 and is expected to conclude in mid-2011
it is pari-funded by the European Commission's Directorate for Extemal
Relations
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Exposure to either the advert or the celebrity endorser
exaggerated brand choice (Boyland et alRddiatrics 2013)
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Walkers  Match of the Other Food Toy control
advert Day advert

Video Condition

Significant main effect of crisp brand (p<0.001) and
interactionbetween crisp brand and advert condition (p<0.001).
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