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Objectives
1. Explain the impact of food and beverage
marketing

2. Explore where may kids see marketing in Canada
(and what kinds of food marketing)

*Spotlight on recreation facilities

3. Examine policy as a means to support healthier
food marketing environments
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foodmarketing.org

Why should we care about é.

FOOD AND BEVERAGE MARKETING
TO CHILDREN?
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Exposure to Food Marketing is a
Risk Factor for Obesity

Attitudes towards Food
nutrition? Preferenceg

Eating Behaviout
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Exposure to Food Marketing is a
Risk Factor for Obesity

&V 70 Vitamin D.
1

$1.8 billion

$2 million

Food Industry 5-A-Day Fruit
Marketing to Children and Vegetable
& SCHOOL OF PUBLIC HEALTH (3) Campaign (4)




What determines the impact of
food marketing on children?

Marketing communications as a function of exposure and power

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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What determines the impact of
food marketing on children?

Exposure Power

reach and frequency of an ad features that make the adpersuasive

How many | How often Creative Evecttion
children see it? do they see it? Content
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How is Food Marketing Controlled
in Canada?

A Quebec Consumer Protection Act
I No marketing to children at all (food or nofood)

ACanadian Childrends F
Advertising Initiative

I Voluntary regulation of food industry

*These are more media focused than setting
based
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What types of food marketing are
Canadian kids exposed to?

1. Typesof marketing children may beexposedto and in whatsettings

2. Impactson child health andcollective impactof multiple exposures
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Play on theél

Computer

Watch
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American
Fast Food Restaurant Y\ BRIVE-IN

Onethird of Canadianchildren and adolescents will visit a fast food
restaurant on any given dai



Fast Food Restaurant™ {3=IVEN

Reach and Frequency (Exposure)

A Exposure is not documented in
Canada

Marketing Techniques (Power)

A Branding,packaging and toy
premiums

Credit: o.canada.com

Impact
A Taste preferences

A Children prefer foods with colourful
packaging, or with toys (even when
healthy)
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Public School

Foodmarketing.org Foodmarketing.org

200 days of theyear, childrenspend 56 hours a dayat school*.




Exposure

A 1/3 of all Canadian public schools ha
I Less in Quebec/French schools

A 87% of public schools in Vancouver
I Median 17 Ads/school (range &7)
I Morein secondary tharelementary

T One in four schools had more thaB8
promotions perschool

Food

A 55% of foods/beverages marketed were
not healthy (notallowed as per the school

boards food policy)
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1/3 of canadian Public
schools have commercial
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Public School*”

Marketing Techniques (Power)
A signage, incentive programs, sponsored

materials (classroom/sport), beverage AR
machines, exclusive contracts R D
LN
Impact =N

A is not documented inCanada
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Grocery Store |




Grocery Store™ |

Frequency and Reach (Exposure)

A 350-400+ foods in supermarket
directed to children

Foods

A dry goods (bakery, desserts, cereal)
I Only 1% fruits or vegetables |

i 0chil drendséb food'.
sugar, salt " -

I Foods with health claims were often
high in sugar

(o] UNIVERSITY OF ALBERTA
@/ SCHOOL OF PUBLIC HEALTH




Grocery Store™ |

Marketing Techniques (Power)

A Product packaging
I Dominant theme: fun
I Play: games, activities, shaped food

Impact
Achildren perceive
food differently*
I Kids food: junk food, fun, finger food,
I Adult food: plain, healthy,
responsibility
* May be a result of the broader
food marketing environment
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Television

news.yale.edu

Canadian children and youth watch-3 hours of television per day.




Televisior™

Frequency and Reach (Exposure)

A Approximatelyl/4 of all ads on
childrends televi_si

beverages.
A Children view 37 ads per channel/hr

1/4

Foods

A 60-90% high in energy, fat, sugar, or
sodium
I 2% fruits or vegetables
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Televisior™

Marketing Techniques (Power)

A premiums, characters, fun and
health appeals

Impact:
A not documented in Canada
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Internet

it o
¥oes

‘ ‘Lo - (ONTEST COMING SOON!

Kellogg's
e Member?
= - s ‘Members can.
+ Track your high scores
N " Cotectbadges & awaros
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Recall BED

|

‘ safety BB B

Team up with delicious apple slices! a2

Screenshot: Happymeal.com Screen Shot, Source: clubkelloggs.cah

Canadiansspend an average of 1.4 hours using a computer for leisure an

2.3 hours playing video games




29-31

Internet

A Reach and Frequencyz/3 of
websites, 84% of CAIl websites

A Foods similar to TV

A Marketing Techniques++

techniques Foodmarketing.org .
Bolt (app)targeting teens
discourageswater, and

A Impact % of children purchased or promotes Gatorade
requested foods advertised on internet
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Internet

Online Marketing Techniques

Product logo

Manufacturer logo

Slogan

Tag lines featured in games
Featured packaged product

Other packaged product

Product /other products as you eat/drink it
Product in background scenery
Television like commercials
Television programs, movies
Promotional photos

Videos

Recipes

Spokes characters

Licensed personalities

Direct prompts to forward to a friend
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29-31

Onlineadvergamehost selling

Branded virtual activities

Unbranded virtual activities

Advergames

Unbranded interactive games

Leader boards

Member sd cl ubs

High score awards

Point collection for universal product codes
Activities that encourage purchase of product
Clickable ebuttons

Clicking or moving mouse over product
Surveys or polls

Usergenerated content

Downloads




So what might ‘

Ral phdos ex =, , ur
food marketing for —
today look like
overall?
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The Food Marketing Landscape

Is Vast and Compllcated A\

Play on the .

Computer'
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SPORTS TEAMS AND
HAVE Y0U NOTLCED EAKED 6Y LRHEALTHY FOOD VENDORS

| ECP RO RRZY
CorroRRTE | FEnERC CoLA
BURGER DRINK ¢

SPOTLIGHT
ON RECREATION FACILITIES
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Why study food marketing in sport
settings?

Affects
OKAf R

food
preferences i

and
practices

Rskfactor for childhood Restrict food marketing
obesityt where childrengather
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The Health Halo Effect

Food/Drink + Physical Activity- Health Halo Effect

o
‘ M

http://blog.making-pictures.co.uk/commissionthe-wade-brothersfor-caburysolympiccampaign/
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EAT PLAY LIVE

A Research study of 51
recreation facilities in 4 Productl Price
provinces

A Assessed food and beverage
marketing through
observation at every facility
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@ &% Facility Food Marketing
EAT PLAY LIVE SCOfES

Exposure Power

reach and frequency of an ad features that make the adpersuasive

How many Is the food or el Is it large?

directed or
repeated beverage

sports-
? ?
>3X" unhealthy related?

How many
promotions?

Higher scores mean a facility has more food and beverage marketing
and/or more powerful marketing.

Lower scores are favourable.
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® =% | Results:
FATPATEVE - Qutside/Entrance/Hallways

Power

featuresthat make the adpersuasive

Exposure

frequency of an ad

Child
directed?

10 60% 5% 8% 43%

promotions

Lower scores are
more favourable




@ & Qy What if we only marketed healthy foods
EAT PLAY LIVE and beverages in
outside/entrance/hallways?

Power

featuresthat make the adpersuasive

Exposure

frequency of an ad

Child
directed?

10

promotions

5% 8% 43%

Lower scores are
more favourable

8 points




# > G

EAT PLAY LIVE Results: Sports Areas

Power

featuresthat make the adpersuasive

Exposure

frequency of an ad

Child
directed?

10 48% 6% 13% 79%

promotions

1 8 . Lower scores are
pomts more favourable




69 & Qy What if we only marketed healthy foods
EAT PLAY LIVE and beverages in sports areas?

Power

featuresthat make the adpersuasive

Exposure

frequency of an ad

Child
directed?

10

promotions

1 2 . Lower scores are
pomts more favourable

5% 8% 43%
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EAT PLAY LIVE Results: Food Areas

Power

featuresthat make the adpersuasive

Exposure

frequency of an ad

Child
directed?

15 5/% 11% 5% 1/%

promotions

1 8 . Lower scores are
pomts more favourable




& * ¥  What if we only marketed healthy
EATPLAYLIVE  foods and beverages in food areas?

Power

featuresthat make the adpersuasive

Exposure

frequency of an ad

Child
directed?

15

promotions

11% 5% 17/%

Lower scores are
more favourable

8 points




# x % Facility Results
FATPLATLVE  (range of provincial averages)

Exposure Power

Frequency + repetition features that make the adpersuasive

Child
directed?

19-67 1-3 41-73% 4-15%
per facility repeate 2_15% 33 _54%

Lower scores are
more favourable




69 & Qy What if we onlymarketed healthy foods
EAT PLAY LIVE and beveragesin the entire facility?

Power

featuresthat make the adpersuasive

Exposure

Frequency + repetition

Child
directed?

19-67 1-3 0% 4-15%
. 0
per facility repeated - 2 _15% 33 _54%

Lower scores are
more favourable




Collective Impact of Food Marketing
on Children in Canada

Exposure

Common use ofpersuasive child
directed marketing techniques
promoting mostlyunhealthy food

Multiple messages through
Multiple channels
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Food Action In Recreation
Environments (FARE) Project

A FAREHJIses acollaborative
approach to promote
healthier food environments
In Edmonton andarea
recreationalfacilities through
policy change

A www.apccprecproject.com

FOOD ACTION IN r\ AI c C I
RECREATION Alberta Policy Coalition for
ENVIRONMENTS

Chronic Disease Prevention
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Using policy
to advance
healthy food
options in
rec facilities.

CHOICE (‘7
S @l e

CHOICE f‘

ways for cor

W4 Edmonton_

Community
W Foundation


http://www.apccprecproject.com/

Promoting Healthy Food & Beverage
Policy In Recreational Facilities

Local communities play an
Important role in promoting
policychange and sharing policy %
learning across jurisdictions '

We've compiled tools and
resources to help you take
action in your community

<
~ APCCP

Alberta Policy Coalition for
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Is your Community Ready for
Policy change?

Find out! Explore our Policy Readiness Tool:
AAssess your communityds read
A Identify strategies for taking action

Readiness Yool

Policy Readiness Questionnaire

Strategies to use with ‘Innovators’
(A) The community or organizationis (B) The community or arganization (C) Th
comfortable being among the firstto  usually goes along with other groups’ uncom
try new policies and initiatives recommendations abouttrying new  initiativ] Innovators tend to be passionate and forward thinking. When working with Innovators, remember that they

policies and initiatives take pride in being viewed as leaders. Be mindful of the vision that they have for their community or
organization and their desire to leave a legacy for the future. Strategies should appeal to their adventurous
side and generate excitement about the actions ahead.

. Provide Supportive Evidence
(A) The community or organization (B} The community or organization  (C) The

Enloys being e frstinhe provincs - préfers o iy new iings afer seeing - preferg . Frame the Issue to Appeal to the Innovative Spirit of the Community or Organization

10 try something new other groups successfully use them  using
. Build Relationships with Champions from the Community or Organization
A B C
s ' . Generate Decision-Maker Suppart
Assessing Readiness for Policy Change a
he NNk W Ve, work and play (6.8 muniopalitis (A) The community or organization (B} The community or arganization (C) Th Raise Public Awar: by Educating ¢ Memb about the Is
N " 1 likes to try things that are seenon TV prefers to try things that are seenon prefers| . aise Public Awareness by Educating Community Members about the Issue
or read about TVorread aboutonly afierseeing ~ on TV
! ent of Althy ¢ & other groups successfully use them  been thoroughly tested
. A B o

. 2 APCCP

Alberta Policy Coalition for
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Learn from Policy Stories

Read successful stories of
nolicy development from
jurisdictions across
Canada

A Development of healthy
food and beveragepolicies

A Challenges andacilitators
A Lessons learned
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employees. While the City of Hamilton endorsed

159

The City of Hamilton's Corporate Food and Beverage Policy

POWER UP! Policy Stories

In 2011, the City of Hamilton (City) adopted a healthy food and beverage (HFB) policy. The aim
of the policy is to demonstrate the City's commitment to healthy eating by being a community role
model for “food service that is free of industrially produced trans fats, and by promoting a safe and
sustainable local food system (City of Hamilton, 2011).” The policy is corporate wide and concerns all
city buildings and public events where the City of Hamilton offers and funds food and beverages (City
of Hamilton, 2011). This ranges from the food and beverages offered at City staff functions to the
vending machines and concession stands within City recreational facilities. The policy implementation
is at various stages for each of the aforementioned areas. This story highlights the City’s HFB policy
process from start to present as well as insights from the City’s experience facilitating healthier food
environments through policy.

Origins of the HFB Policy: A Decade of MOViI‘Ig the pollcy forward

Preparation and having it adopted corporately,
really adopted at the ground level,
h d for the City's HFB policy was y g
e seed for Iy's -
planted in 1989 when the Ontario Minisiry of takes a lot of effort and time, and

Health established the Mandatory Programs and takes a lot of winning pe°p|e
Service Guidelines, which helped to chart a clear d I feel d
direction for boards of health across the province over. We nee people to fee goo

(Moyer, Verhovsek, & Wilson, 1997). One aspect  ghout the policy and to have great
of this provincial initiative involved the .
development of healthy eating guidelines in food and be"erage experiences.

workplace settings as part of overall workplace And that can only happen over
health Rooted in the idea that public health should |

act as a role model and take the lead in this area, ime.

Hamilton Public Health Services (PHS), along with
public health departments across Ontario, began
the development of healthy eating guidelines for

Pat Eliiott-Moyer, RD, Hamilton Public Health
Services
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How can you get involved?

Let's Make the Healthy Chojce
the Easy Choice

Explore policy tools and resources:
WWW.apccprecproject.com

Takeour Community Challenge
bit.ly/FAREChallenge
A Follow @APCCP on Twitter
A #HealthyRecFood

IN REC FACILITIES

because...

#HealthyRecFood

bitly/FAREchallenge

~ APCCP

Alberta Policy Coalition for
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http://www.apccprecproject.com/
bit.ly/FAREChallenge
bit.ly/FAREChallenge

| Support Healthy Food in Rec Facilities
b e c au@reCPHealthyRecFood

| SUPPORT
HEALTHY FOOD & BEVERAGES
IN REC FACILITIES
T wankmy Kids to some
“Mom l‘:!’n -.32.’;“’.‘:
Mo soant s
.:!h‘ Wik by 3

#HealthyRecFood

& AB Policy Coalition ©APCCF - Aug
# | want my kids to someday say Mom | want that apple” Healthy
choices matter #HealthyRecFood bit ly/FAREchallenge

<
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