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Why market to children?

The child is a key marketdue to:

1. LƴŦƭǳŜƴŎŜ ƻǾŜǊ ŦŀƳƛƭȅ ǎǇŜƴŘƛƴƎ όΨǇŜǎǘŜǊ 
ǇƻǿŜǊΩύ

2. Ψ5ƛǊŜŎǘ ƳŀǊƪŜǘΩΣ ŘǳŜ ǘƻ ǇŜǊǎƻƴŀƭ ǎǇŜƴŘƛƴƎ 
power

3. ΨCǳǘǳǊŜ ƳŀǊƪŜǘΩΣ ƭƛŦŜƭƻƴƎ ǎǇŜƴŘƛƴƎ ǇƻǘŜƴǘƛŀƭ 
όΨŎǊŀŘƭŜ-to-grave consumerô)



Despite recent 
fluctuations TV viewing 
still higher than ten 
years ago

Internet use has 
increased dramatically 
as expected.

Using both at same 
time via smart phones 
etc (OfCom2016).





World Health Organisation recommendations and frameworks (WHO, 2010;2012)

Taken from óA framework for implementing the set of recommendations on the marketing 

of foods and non-alcoholic beverages to childrenô (WHO, 2012).
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/ƘƛƭŘǊŜƴΩǎ tŜŀƪ ±ƛŜǿƛƴƎ ¢ƛƳŜǎ

2010 Peak

Peak Core

Peak Non-Core

Peak Misc

14.65%
24.63%

60.24%

18.45%
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Non-core
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14.5%27.2%

Music

Core

Non-core

Miscellaneous

22.6%

67.9%

9.6%

Core, non-core and miscellaneous food advertising 
For all view time across 4 channel types in 2010

Exposure
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27.4%

58.3%
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/ƘƛƭŘǊŜƴΩǎ ŎƘŀƴƴŜƭǎ CƻƻŘ ǘȅǇŜǎ ŀŘǾŜǊǘƛǎŜŘ 
2008 versus 2010

Exposure

Four are non core 
and three are core

(still more non 
core)

2008 2010



Top 10 food types advertised during peak times 
2008 versus 2010

Exposure
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World Health Organisation recommendations and 
frameworks (WHO, 2010;2012)

A framework for implementing the set of recommendations on the 

marketing of foods and non-alcoholic beverages to children (WHO, 

2012).



/ƻƳƳŜǊŎƛŀƭ ǾƛŜǿƛƴƎ ƛǎ ŀ ǇǊŜŘƛŎǘƻǊ ƻŦ ŎƘƛƭŘǊŜƴΩǎ ƻōŜǎƛǘȅ

Zimmerman & Bell (2010)



(a). Number of Adverts Recognised.
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(b). Amount of Food Eaten After Presentation 

of Adverts.
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Food promotion and childhood obesity:
Impact on Policy



Exposure to either the advert or the celebrity endorser 
exaggerated brand choice (Boyland et al., J Pediatrics, 2013)
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Significant main effect of crisp brand (p<0.001) and an
interaction between crisp brand and advert condition (p<0.001). 
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