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Why are children targeted by marketers? 
Independent spenders 

Influence over family spending 

Future adult 
consumer 
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Brand 
loyalty 

Media 

Themes 

Rewards Associations 

Content 

How are children 
targeted? 



(Simplified) Hierarchy of Effects to Food Promotions 

Kelly B et al. American Journal of Public Health 2015; 105(4): e86-e95. 

Physiological influences: 
epigenetic phenomena, 
addiction to high energy/ 

high fat foods, weight status 

Contextual influences: 
Food price, taste and 

availability, peer and social 
influences 



Department of Psychological Sciences 

The influence of front-of-pack portion-size images on 
children’s serving and intake of cereal 

30g 90g 

• At suggested portion size, 8 of 13 cereals 
provided over half the recommended daily 
sugar intake for a 4-6 year old. 

• Recommended sizes at least 2/3 less than 
those depicted. 
 

Khehra et al., 2018 BDJ 

• With bigger portion, children (7-11y): 
• Served themselves 37% more 
• Consumed 63% more 

 
McGale et al., (under review at Pediatrics) 
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Impact of food marketing on short-term consumption 

Boyland et al., American Journal of Clinical Nutrition, 2016 
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Sustained impact of food marketing on food intake 

Norman, J, Kelly, B, McMahon, AT, Boyland, E, Baur, L, Bauman, A, Chapman, K, King, L, & Hughes, C. Under review at IJBNPA 

Study Design 
 
• Children 7-12 years (n=160) 
• Single media or multiple media 
• 3 days food advertising and 3 

days non-food advertising 
• Measured snack and lunch intake 

Key findings 
 
• All children in multiple media condition ate more at a snack after food 

advertising – not compensated for at lunch 
• Additional 194kJ consumed on food advertising days 
• Increased effect in children with heavier weight status and multiple (versus 

single) media exposure 
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Media Use and Attitudes report (Ofcom, 2017) 

Children’s digital media consumption 
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Digital ad spend in EU markets 

House of Lords Select Committee on Communications: UK advertising in a digital age (2018) 
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Digital food marketing techniques 

• Tailored advertising: 
• Contextual (content viewed). 
• Behavioural (characteristics & preferences). 
 

• Real examples 
• Based on users’ engagement with ads, 

Unilever ice cream advertised differently in 
hot / rainy weather, and based on consumers’ 
purchase history and flavour preferences. 

• Geo-location data from cell phones used to 
deliver ads in real time when users are in area 
so can “walk in and buy”. 

• McDonalds in Japan partnered with Pokémon 
GO. US pizzerias acquired “lures” for $10. 
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Social media – major marketing platform for brands 

“Nearly one third of UK tweets are about 
food and drink companies”  

FoodNavigator.com, Sept 2015 

http://fanpagelist.com/category/brands/food/view/list/sor
t/fans/ 17th August 2018 

http://fanpagelist.com/category/brands/food/view/list/sort/fans/
http://fanpagelist.com/category/brands/food/view/list/sort/fans/
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Digital food marketing to young people 

• Food and beverages most common 
(38% of ads) 

• 56.3% promoted non-core foods 
 

• Unhealthy food and beverage 
brands used 6-11 different 

marketing strategies 
• High level of branding present 

(little product info) 
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Impact of digital marketing 2 

Social media “influencers” affect 
children’s food intake 

Coates et al., (under review at Pediatrics) 

Greater food intake after video 
blog with ad disclosure 

Coates et al., (in preparation for Pediatric Obesity) 
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New report from Cancer Research UK  
Boyland et al (October 2018) 
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Food marketing research at the University of Liverpool: 

Led by Dr Emma Boyland, with Professor Jason Halford,  
Dr Lauren McGale and Anna Coates 

  
Twitter: @emmaboyland @laurenmcgale @AnnaCoatesLiv 

 
Email: eboyland@liverpool.ac.uk 
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