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Exposure and power

WHO definitions, 2012



Power of marketing



Why market to children?



Evidence of impact on children’s diets

Norman et al, AJPH 2015 



WHO recommendations



WHO recommendations

WHO Report of the Commission on 

Ending Childhood Obesity, 2016



Food marketing and children’s rights

UNICEF, 2018



Policy implementation

16 countries with statutory regulations:

• 10 restrict unhealthy food marketing while 6 restrict all food marketing
• 5 countries restricting marketing up to 18 years of age; other countries have lower age thresholds
• Television is the most frequently restricted medium
• Chile is the only country to combine advertising restrictions on the basis of content (devoted children’s channels 

or programs targeting children), audience composition ( > 20% child audience), and time, with broad scheduling 
restrictions extending from 6:00 AM to 10:00 PM, regardless of programming type or audience.



Monitoring for accountability



Categorising foods – core/non-core



Nutrient profiling models



African nutrient profile model

• target population group includes children and adolescents, aged 2 to 19 years 

• 18 food groups

• application to the nutritional quality of foods regardless of the quantities 
consumed (per 100g/ml)

• the nutrients for which thresholds have been set are: total fat, saturated fat, total 
sugars, added sugars, sodium and energy. A food product must not exceed (on a 
per 100 g/ml basis) any of the relevant thresholds provided in the model for that 
food product category if marketing is to be permitted.

• marketing is systematically prohibited for:
1. food products that contain >1% of total energy in the form of industrially produced trans-

fatty acid
2. food products with non-sugar sweeteners.



African nutrient profile model



Food marketing to children on TV – Global study
Average frequency of food ads (ads/hour/channel)

All food Not- permitted Permitted Ratio permitted: not-permitted
Asia Pacific
China 6.5 (5.8) 3.3 (3.7) 1.3 (2.0) 1:3

Australia 6.0 (3.2) 3.8 (2.6) 0.9 (1.1) 1:4

New Zealand 4.7 (3.7) 2.8 (2.6) 1.0 (1.1) 1:3

Thailand 3.6 (7.4) 2.3 (5.0) 0.0 (0.2) 1:58

Malaysia 3.2 (3.6) 2.4 (2.8) 0.1 (0.3) 1:24

Tonga 2.7 1.8 0.0 No permitted food ads

Fiji 0.9 0.5 0.2 1:3

Samoa 0.9 0.4 0.2 1:2

New Caledonia 0.3 0.1 0.1 1:1

American Samoa 0.4 0.3 0.0 No permitted food ads

Africa
South Africa 4.6 (4.2) 2.7 (2.8) 0.7 (1.0) 1:4

Central and South America
Chile 2.5 (3.0) 1.6 (2.1) 0.6 (1.2) 1:3

Mexico 5.1 (5.6) 3.9 (4.4) 0.8 (1.4) 1:5

Colombia 5.3 (4.5) 3.9 (3.6) 0.9 (1.3) 1:4

Costa Rica 3.4 (3.2) 2.2 (2.4) 0.3 (0.6) 1:7

Guatemala 3.2 (3.1) 1.9 (2.2) 0.4 (0.9) 1:5

Argentina 2.8 (3.4) 2.2 (2.6) 0.2 (0.6) 1:11

Europe
Spain 7.3 (5.0) 5.2 (3.5) 1.5 (1.8) 1:3

Slovenia 5.3 (6.9) 2.8 (3.8) 1.0 (1.7) 1:3

United Kingdom 3.1 (2.9) 1.9 (2.0) 0.6 (1.0) 1:3

Malta 2.3 (3.4) 1.5 (2.6) 0.7 (1.3) 1:2

North America
Canada 10.9 (6.9) 9.7 (5.9) 0.8 (1.5) 1:12

OVERALL 3.7 (4.4) 2.4 (3.1) 0.6 (1.2) 1:4

Kelly, Vandevijvere, et al, Ob Reviews 2019



Food marketing to children on TV – Global study

Nr Parent company
Total food ads      

(n (%))
Not-permitted 

food ads  (n (% ))

N of 
countries 
with ads 

from 
companies 

(N/22)

1 Coca-Cola Company 2010 (4.6) 1853 (6.6) 20

2 Kellogg Company 1623 (3.7) 1599 (5.7) 13
3 Nestlé S.A. 2342 (5.4) 1289 (4.6) 16
4 Pepsico, Inc 1397 (3.2) 1276 (4.5) 15
5 Danone 1852 (4.3) 1185 (4.2) 14

6 Mondelez International, Inc 897 (2.1) 858 (3.0) 15

7 Unilever Group 1381 (3.2) 844 (3.0) 15
8 McDonald’s Corporation 1518 (3.5) 826 (2.9) 17
9 General Mills, Inc 912 (2.1) 800 (2.8) 4
10 Mars, Inc 784 (1.8) 669 (2.4) 13
11 Grupo Arcor S.A 601 (1.4) 601 (2.1) 2
12 Yum! Brand, Inc 710 (1.6) 597 (2.1) 14
13 Ferrero Group 529 (1.2) 529 (1.9) 8
14 Fonterra Cooperative Group 629 (1.5) 519 (1.8) 6

15 Restaurant Brands International Inc. 553 (1.3) 483 (1.7) 8
Kelly, Vandevijvere, et al, Ob Reviews 2019



This project

Measuring children’s food marketing environments in Ghana:

On television:
3 popular channels, 18 hours per day, 3 months, frequency of unhealthy ads per hour per channel using 
core/non core and AFRO nutrient profile model; promotional strategies; exploring product placement

In and around the schools:
Defining appropriate school zones for Ghanaian children; photographing/geocoding advertisements;  
frequency of unhealthy ads per 100m² within defined school zones using core/non-core and AFRO nutrient 
profile model; promotional strategies

In-store:
Selecting different types of stores (small grocery stores, supermarkets, others) and in-store measures (price 

promotions, display/poster promotions, on-pack promotions and promotions through animations/samples)  
taking into account prominence of in-store areas; accessibility of products/promotions to children
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