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Promotion sub-studies
1. Television

2. Magazines

3. Company websites

4. Company Facebooks, YouTube

5. Social media (fb)

6. Sports club sponsorship

7. Food packages

8. In School Food Zones



Television advertising of unhealthy foods

Swinburn B, 
Vandejivere S + 71 
health professors. 
NZMJ 17 February 
2017, Vol 130 No 
1450

88% of ads for 
unhealthy foods 
during children’s peak 
viewing times
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Magazines

Average of 
5 branded 
food 
promotions 
per issue

No E et al 
Appetite 
2014; 
83:75-81



Food/beverage company websites

Vandejivere S et al. 
NZMJ 2017, Vol 130 
No 1450 32-43

N=70 companies, 24 
target children & 
adolescents

Extensive use of 
engaging marketing 
techniques which will 
attract children



Food/beverage company Facebook & YouTube posts

Vandejivere S et al. NZMJ Apr 13 2018, Vol 131, 1473

Food, beverage, fast food brands: Most popular Facebook pages (15 each=45 
over 2 months) and YouTube channels (5 each=15 over 2y)

Results: 

High reach: Estimated audience ~10% of adolescents
Unhealthy products: 99% (FB) and 77% (YT) 
Marketing techniques: Activities 36%,
promotion strategy 41%, premium 
offer 34%
High engagement: Per FB post = 
mean of 3,261 likes, 488 shares, 
515k views of videos
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FaceBook food ads targeting teenagers
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Children’s sport sponsorship

• Sponsors for 268 
children’s sports clubs 
and regional/ national 
associations surveyed

– Supermarkets 15%

– Fast food chains 14%

– Beverages 7%
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School Food Zones
• 950 schools assessed, 2016
• SFZ = 500m buffer area
• 60% food ads for unhealthy foods 

or beverages
• Median ads/SFZ = 8.3-10 for low-

high deprivation
• Most common ads = sugary 

drinks (20.4%), fast food (19.2%)  
• SFZ not included in the ASA 

voluntary code of marketing to 
children
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Conclusions – Food marketing

• Children are heavily targeted for marketing of 

unhealthy foods through all media channels

• Many engaging marketing techniques used 

• Social media ads are difficult to monitor

• ASA voluntary code: narrow scope / weak rules
• DOES NOT COVER: adolescents, packages, sponsorships, 

social media, SFZ, TV peak viewing etc

• HAS NO: sanctions, monitoring, evaluation, reviews etc


