
AN ANALYSIS OF MARKETING EFFECTS ON CHILDREN

In âˆ¼ years, marketing to children went from a severely frowned upon practice to an Furthermore, a meta-analysis
found that advertising and other media.

Watching GC in had higher risk of being exposed to fast food advertisements than watching TC. Randomly
selected schools were invited to participate. Most children under 6 years old cannot distinguish between
programming and advertising, and children less than 8 years old do not understand the persuasive intention of
marketing messages. There are some remarkable results which indicate an association of pleasure and
rewarding experiences [ 13 ] with the activation of specific brain areas. Schools participating in the study were
described by sub-region within the greater Wellington area and school decile group. Results Participating
schools and children Sampling and recruitment of schools and children are summarised in Fig. Furthermore,
also researchers have found a strong association between the increase in non-core food advertising and rates of
childhood obesity [ 10 ]. Sugary drinks, fast food, confectionary and snack foods were the most commonly
encountered non-core foods marketed. We also aimed to investigate whether the current publicity in Spain for
children's audiences is more suitable and optimal than 6 years ago, if so, demonstrating that the Spanish laws
are really contributing to a positive effect on food advertising for children, and, as a result on their health. Data
collection and management Written consent was gained from children and their parents and basic
demographic data were collected via parental questionnaire. The register was taken by a nutritionist who is
specialised in marketing. Total time registered in children's peak time slots y was 36 h and 24 in children's
nonpeak time slots z. Marketing of energy-dense nutrient-poor foods and beverages contributes to this
worldwide increase. The software Longo Macth v. For each, an initial model looked at differences by
ethnicity, adjusted for child gender and age treated as a linear covariate ; a second model added school decile
group area level socioeconomic position to this first model. De Madrid 11, Granada, Spain. These areas were
also studied in previous investigations [ 14 ], showing that highly appreciated items trigger stronger activation
than the reaction generated by less appreciated products. Descriptive analysis of the overall cohort was
undertaken to describe children by ethnicity, school decile group, age, gender, individual deprivation NZiDep
[ 27 ] and BMI status. Corresponding author: Prof. Results were reported as rates per day of photos i. Material
and methods Study design and methodology Since the studies on Spanish TV Marketing in [ 21 ], a total of h
have been recorded from the two Spanish channels most watched by children aged 2â€”12 years Boing and
Disney Channel , and two Spanish channels directed at all ages Antena 3 and La Sexta , between April and
May  Two weekdays and 2 weekend days, from to , were recorded. Keywords: childhood obesity, food
publicity, policy food, television marketing Introduction Obesity as a public health problem In consumer
society, obesity has become a serious epidemic for public health in the 21st century. Further processing of the
coded data included determining the number of marketing exposures for each unique exposure code defined as
the combination of setting, medium and product type for that code. Food advertising to children: the global
regulatory environment Globally successful companies have increased their product sales by using suitable
marketing. P-values are reported for hypothesis tests of these interaction terms and fully stratified results are
presented when these hypothesis tests were significant. In , a European childhood obesity project coordinated
by the European Heart Network was carried out. Conclusions Children in this study were frequently exposed,
across multiple settings, to marketing of non-core foods not recommended to be marketed to children. Food
advertisements were classified as core CFA nutrient dense, low in energy , NCFA unbalanced energy profile
or high in energy , or other food advertisement OFA supermarkets and special food. There are multiple risk
factors influencing this, such as a sedentary lifestyle and poor diet, which cause an energy imbalance. This
was more than twice their average exposure to core food marketing  Marketing in convenience stores and
supermarkets was too extensive to code individually and was therefore excluded from this analysis. Marketing
exposure was examined by socioeconomic status and ethnicity including whether the magnitude of any ethnic
differences varied with socioeconomic status , as childhood obesity is strongly patterned by these factors [ 21
]. These were summarised within the major sampling groups ethnicity and school decile stratum as median
and interquartile ranges of the daily rates, weighted for the sampling design. Each photo was specified as
contributing seven seconds of exposure time seven seconds being the median interval between images for the
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Poisson regression. Several studies emphasize the difficulties involving choice making and the importance of
emotional and social factors. Rates were calculated using Poisson regression. Key settings codes were home,
school, food venues, recreation venues and other public spaces. A half day training workshop was held with
all coders and coders were then given access to the dataset for a number of days to become familiar with it.
Just over half the children were of normal weight or underweight  E-mail: se. Results On average, children
were exposed to non-core food marketing  Approved images were downloaded to a password-protected server,
saved in secure cloud storage, and backed up to a password-protected external hard drive. Uncertain codes
were noted as such and checked by MB or TC.


