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“Marketing works.”
1



• foods high in fat, salt and sugar were 

the most heavily marketed2

• possible link between food marketing 

and the over-consumption of  food in 

children3-6

• obese children are likely to become 

obese adults7

• children develop brand affinity even 

from an early age8

• attempts to regulate food marketing to 

children have been patchy at most9



new media

Children aged 2-11 make 

up 9.5% of  the active 

online universe
Nielsen Online

The number of  children going online 

increased by 18% (as compared to 10% 

for the total active universe)
Nielsen Online

Facebook has 

more than 500 

million active 

users

Children are 

starting to use 

the Internet at 

increasingly 

younger ages

Webwise.ie        

About a quarter 

of  8-12 year olds 

have a Facebook 

account
Ofcom UK

In 2009, online advertising 

spending in the UK overtook 

television expenditure for the 

first time ever

Internet Advertising Bureau UK      

59% of  British 

children aged 4-

18 access the 

Internet at least 

once every day

Webswappers Ltd.        



content analysis

• leading food brands and

fast-food outlets 

• seventy-eight websites

• questionnaire

• nutritional content



content analysis
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CATEGORY PRESENT

n %

General child-appeal

1 Colour 77 99

2 Graphics 78 100

3 Animations 71 91

4 Themes 20 26

5 Movie/TV show tie-ins 13 17

6 Characters/Celebrities 6 8

Engagement factors

7 Games 25 32

8 Interactive applications 29 37

9 Mini worlds 1 1

10 Kids' zone 20 26

11 Buzz marketing 37 47

Brand identifiers

12 Name of brand 77 99

13 Product placement 73 94

14 Brand icons 76 97

15 Banner and video ads 54 69

16 Branded downloads 23 29

Rewards and incentives

17 Contests or sweepstakes 38 49

18 Promotions and giveaways 22 28

19

Collectible 

toys/merchandise 1 1

20 Points collection scheme 2 3

Psychological gimmicks

21 Feel-good images 13 17

22 Tantalisers 43 55

23 Child actors 12 15

24 Pester messages 2 3

Benefit claims

25 Health or quality claims 51 65

26 Nutrition claims 30 38

27 Well-being claims 1 1

Legal and nutritional info

28 Age restriction 11 14

29 Parents 7 9

30 Privacy 66 85

31 Cookies 65 83

32 Nutritional information 51 65

33 Links 4 5
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nutritional content
• 51% of  foods advertised exceed the 

recommended nutrient intake range* for 

saturated fat per total energy (10%)

• 49% exceed the recommended value for 

energy derived from sugar (10%)

• average fat content per total energy 

percentage of  advertised packaged foods: 36%

• average sugar content per total energy 

percentage of  advertised packaged foods: 40%

• average salt content per 100g: 0.8g 
(10% of  the total daily recommended intake for salt (6g)

* World Health Organization. Diet, nutrition and the prevention of chronic diseases.
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