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Why are children targeted by marketers?
Independent spenders

Inﬂuence over famlly spendmg

Future adult
consumer
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How are children
targeted?
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(Simplified) Hierarchy of Effects to Food Promotions
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Kelly B et al. American Journal of Public Health 2015; 105(4): e86-e95.
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The influence of front-of-pack portion-size images on
children’s serving and intake of cereal

A - News

Brealkfast cereal boxes criticised for
depicting portions that are too big

§ share ] |:?:: @ R

Save 12

* At suggested portion size, 8 of 13 cereals

provided over half the recommended daily  With bigger portion, children (7-11y):
sugar intake for a 4-6 year old. » Served themselves 37% more
« Recommended sizes at least 2/3 less than .

Consumed 63% more
those depicted.

Khehra et al. 2018 BD) McGale et al., (under review at Pediatrics)
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Impact of food marketing on short-term consumption

Std. Mean Difference Std. Mean Difference
Study or Subgroup Std. Mean Difference SE Weight IV, Random, 95% Cl IV, Random, 95% Cl

1.2.1 Adults
Anshutz 2011 (27)
Bellisle 2009 (35
Boland 2013 (313
Harris 2009b (18
Marin 2008 (28

Wan Strien 2012 (46)
Wandetlich-Tierney 2013 {47

Subtotal {95% CI}

-0.052549 0.11043 5.0%
-0.0704 01118 5.0%
-016752 010911 5.0%
013823 0122417 5.0%
0.0269 010206 5.0%
000742 0.02305 5.0%
0.20537 013363 4.9%
34.8%

Heterogeneity: Tauw®=0.00; Chi*=6.594, df =6 (P =037}, F=8%

Testfor overall effect Z=0.00 (P =1.00

-0.05 F0.27, 0.16]
-0.07 F0.29, 0.15]
-0.17 F0.38, 0.05]
014 [0.10, 0.35]
0.03 0,17, 0.23]
0.01 017, 0.18]
0.21 [-0.07, 0.48]
-0.00 [-0.08, 0.08]

1.2.2 Children

Anshutz 2009 (29 0.02625 0.09129 5.0% 0.03 015, 0.21] —

Anshutz 2010 {2300 -0.09752 01118 5.0% -010F0.32, 013 B

Boyland 201 3a (39) 044744 01191 5.0% 0.45[0.21, 0.68] —

Boyland 201 3b (39) 003059 012856 4.9% 003022, 0.28] —

Drowvey 2011 (213 207638 008704 5.0% 2.08[1.91,2.25] -
Folkword 2013 {23} 0.4908 0.08639 5.0% 0.49[0.32, 0.66] -

Folkvword 2014 {22} 0.35674 0.08737F 5.0% 0.36[0.19, 053] -

Folkvword 2014 (24} 034122 010426 a.0% 0.34[0.14, 0.45] —

Halford 2004 (13) 1.0697 0.10911 5.0% 1.07 [0.26, 1.28] I

Halford 2007 (245) 053218 007332 5.1% 0.53[0.39, 0.68] -

Halford 2008 (26) 1.71047 0.09206 5.0% 1.71[1.83,1.89] —_—
Harris 2009 (19) 041517 0.09206 a.0% 0.42[0.23, 0.60] —_—

Harris 2012 (20} -0.12621 0.09901 5.0% -013 [F0.22,007]

Subtotal (95% CI} 65.2% 0.56 [0.18, 0.94] ol
Heterogeneity: Tau== 047, Chi®= 625.43, df=12 (P = 0.00001}; F=98%

Test for overall effect: £=2.92 (F=0.003)

Total {95% CI) 100.0% 0.37 [0.09, 0.65] -l

Heterogeneity: Tau== 0.40; Chi®= 782.63, df=19 (P = 0.00001}; F=98% 15 é

Testfor overall effect: Z= 287 (P=0.01)

Test far subgroup differences: Chi*=8.14, df=1 (F=0004), F=87.7%

Favors Control ads Fawvors Food ads

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

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

Norman, J, Kelly, B, McMahon, AT, Boyland, E, Baur, L, Bauman, A, Chapman, K, King, L, & Hughes, C. Under review at [/BNPA
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Children’s digital media consumption

39% have their own H 83% have their own

smartphone, 52% have their smartphone, 55% have their
own tablet. own tablet.

95% watch TV on a TV set, 91% watch TV on a TV set, for
for nearly 14h a week. nearly 14%zh a week.

8-11s _! !- 55% watch TV on other 12-15s 68% watch TV on other devices,

devices, mostly on a tablet mostly a tablet or mobile.

81% play games, for around 10h a week. 77% play games, for around 12h a week.

94% go online, for nearly 13%h a week. 99% go online, for nearly 21h a week.

46% of these mostly use a tablet to go online, 49% of these mostly use a tablet to go online, 26%
22% a mobile. mostly use a mobile.

81% use YouTube, of which 23% say funny videos 90% use YouTube, of which 26% say music videos
or pranks are their favourite thing to watch, 18% are their favourite thing to watch, 23% say funny
say music videos. videos or pranks.

23% have a social media profile. 74% have a social media profile.

The TV set or tablet are the devices they would Their mobile phone is the device they would miss
miss the most. the most.

Media Use and Attitudes report (Ofcom, 2017)
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Digital ad spend in EU markets

Figure 2: Digital ad spend
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Source: Written evidence from the Interner Advertising Bureau UK (ADV0022)

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

* Tailored advertising:

Tackling food marketing to children

in a digital world: trans-disciplinary i Contextual (CO nte I’]t Viewed).

perspectives

« 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
ool ntint so can “walk in and buy”.
« McDonalds in Japan partnered with Pokémon
GO. US pizzerias acquired “lures” for $10.

il POLICY AND PRACTICE
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Social media - major marketing platform for brands

q = o Rank Name Facebook Twitter Total
@ 0 & .
B Fans [x] | Talking About i Followers | K]
#1 Coca-Cola Zero n 107,420,746 | 250,336 107,671,082
s @ Product 21,592 Talking About K3 75.9
KiLike | x#Follow
Zoe”a e - : & Follow on Foursquare
1183 posts 9.7m followers 287 following
#2 el Red Bull n 49,001,861 | 2,160,913 51,162,774
Zoella @ www.zoella.co.uk tweel thi Erand - Food/Beverage 431 649 Talking About l:! 86.8
Bl RedBull gn i | Follow
I Follow on Foursquare
#3

tweet this

Oreo El43.152,463 |3#/857 677 44,010,140
Product - Food/Beverage 174,453 Talking About II! 834
—

Like || a#Follow

#4 4 Pepsi 337,684,378 |2 3,125,221 40,809,599
tweettis| PEPSI Brand - Food/Beverage 11,356 Talking About E3 87.9

P Eiike | wFolow

#5 NESCAFE Ei37.523,942 /70,495 37,594,437

tinis | ACEGEd Brand - Food/Beverage 836 Talking About E3 7.3
KiLike | a#Follow

Starbucks Coffee B3 27,207,267 311,906,095 49,113,362

Brand - Food/Beverage 212,404 Talking About K3 90.9
v |EiLike | aFollow

E Follow on Foursquare

#6

tweet this

#7 1 Nutella n 32,253,030 32,253,030
tweel this Product - Food/Beverage 3.230 Talking About
Like

”Nearly one thil’d Of UK tweets are CIbOUt http://fanpagelist.com/cateqgory/brands/food/view/list/sor

] ' t/fans/ 17t August 2018
fOOd and drlnk CompanleS” ans ugus
FoodNavigator.com, Sept 2015


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

CHLDHOOD OBESITY ORIGINAL ARTICLES

July 2018 | Viglume 14, Number 5
Mary Ann Lebert, Inc.
DOl 10.1089/chl.2018.0037

What's on YouTube? A Case Study
on Food and Beverage Advertising in Videos
Targeted at Children on Social Media

LeeAnn Tan, MB BCh BAO, See Hoe Ng, MSc? IMIR PUBLIC HEALTH AND SURVEILLANCE Vassallo et al
Azahadi Omar, MD, MPH, and Tilakavati Karupaiah, PhD, APD, AN

Original Paper

Junk Food Marketing on Instagram: Content Analysis
* Food and beverages most common

( 3 8% Of ad d S ) Amy Jo Vassallo', MCHD; Bridget Kelly’, PhD; Lelin Zhang’, PhD; Zhiyong Wang®, PhD; Sarah Young', MPH;
o Becky Freeman', PhD
® 5 6 . 3 A) p ro m Ote d n o n - CO re fo O d S prevention Research Collaboration, School of Public Health, Charles Perkins Centre, The University of Sydney, Sydney, NSW, Australia

1E.‘lr])' Start Research Institute, School of Health and Society, University of Wollongong, Sydney, NSW, Australia
35chaal of Information Technologies, The University of Sydney, Sydney, NSW, Australia

* Unhealthy food and beverage
brands used 6-11 different
marketing strategies
* High level of branding present
(little product info)

You{[[)
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Social media “influencers” affect
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[ Total snack intake
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*  =p=.001
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*¥k = e 047
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non-food images healthy images unhealthy images

Instagram image type

Figure 1: Mean (* SEM, indicated by the error bars) snack
intake (kcals) as a function of type of image shown in a
vloggers Instagram page.

Coates et al., (under review at Pediatrics)

Impact of digital marketing 2 Y[]u Tube

Greater food intake after video
blog with ad disclosure
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Coates et al., (in preparation for Pediatric Obesity)
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New report from Cancer Research UK
Boyland et al (October 2018)

CHILDREN WHO WATCH COMMERCIAL TV FOR MORE THAN 3 HOURS PER DAY...

i 7 owh

..are more than twice .arealmost 3 times  ._.are more than twice
as likely to pester their more likely to buy as likely to eat crisps and
parents for junk food junk food have sugary drinks

%54y CANCER
cruk.org/junkfoodmarketing :;‘,-ef. RESEARCH

. 5 -
Together we will beat cancer ol UK
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CHILDREN WHO USE THE INTERNET FOR MORE THAN 3 HOURS PER DAY...

Fi

> S

v lé

..are almost 3 times .are almost 4 times  _will eat around 3 times
more likely to pester their more likely to buy less fruit and vegetables
parents for junk food junk food

v/

% CANCER
cruk.org/junkfoodmarketing :;{P RESEARCH

. X .
Together we will beat cancer Helpite UK

o
[ )
.
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