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A healthy food environment in BC STROKE

FOUNDATION
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‘| learnt that if we
work together we
can make change”
—student participant
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Youth can be a powerful and positive HEART &"

STROKE

force of Change FOUNDATION
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Youth are Targets of Food and HEART &"
. STROKE
Beverage Marketing




Media Literacy Workshops Across BC @ STROKE

FOUNDATION

0 Workshops aimed to foster media literacy of
food and beverage marketing

= 94 workshops across BC for clubs and classes
= Approx. 2,000 youth
= 27 Schools/Organizations




Media Literacy of Food and Beverage @ HEART &"

STROKE

FOUNDATION

Marketing

3 Students and teachers analyze and dissect food and
beverage marketing. Eg. commercials, facebook,
advergames, twitter, marketing in schools, internet,
video games, etc.

‘| learnt the different

ways that companies
target me”

— student participant




Awareness of strategies used to target children @ HEART &"

STROKE

FOUNDATION

and youth

CHILDREN TWEENS



Scan for Food and Beverage Marketing @ STROKE.

FOUNDATION

E.g. Point Grey Secondary

a Students first scanned the school for food and
beverage marketing

Q Students then scanned the nearby recreation center
for food and beverage marketing




HEART &™
Post-workshop homework @ STROKE

FOUNDATION

Q Teens across BC are invited to audit their community
for food and beverage marketing aimed at children
and youth

Q Teens document where they find food and beverage
marketing aimed at children and youth

d Then, submit their “homework” to Heart and Stroke



HEART &™
Homework cont’d @ STROKE

FOUNDATION

a Goal is for students to see how what they learned in
the workshop applies to their daily lives, and to
become more conscious of food and beverage
marketing

a Top 10 audits submitted by May 30, 2014 will be
awarded $1000!




It’s a challenging and complex issue

It is difficult because our district
has decided to take unhealthy food
marketing out of our school, but we
have lost money for our athletic
programs.

-Teacher, School District No 23

HEART &™

STROKE

FOUNDATION




e _ege s HEART &™
Some parallel initiatives by HSF @ STROKE

Examples of other projects on
the topic of "marketing to kids”



1) Experts Meeting, February 6-7, 2014 @ STROKE

FOUNDATION

= Partnered with the Childhood Obesity Foundation

= Convened “marketing to kids” research and policy experts
from across Canada

= Presentations on the latest research

= Seminar by the Berkeley Media Studies Group

= Lecture by Dr. Ken Wong of Queen’ s University
* Presentations on policy and related initiatives

= Small group discussions
Childho.d
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2) Webinar series coming up, June 2014 @ STROKE

FOUNDATION

* [nternational best practices and direction, and
recommendations for working across organizations

= Overview of M2K policy recommendations from across
Canada and areas of alignment.

= State of the evidence around the vulnerabillity to food
and beverage marketing by age groups.
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3) Understanding other NGOs’ perspectives

HEART &™

STROKE

FOUNDATION

« Compiling policy position papers and lit reviews from
NGOs across Canada

« Summarizing them and their rationales/evidence in a

matrix

 Identifying areas of commonality

« Goal is to start looking for potential areas of

collaboration across NGOs

Heart e Foundation | BC 8 Yukon

Position Statement May 2013
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Background Paper:
Marketing and Advertising of Food and
Beverages to Children

HEARTA"
STROKE

Original Article

Restricting marketing to children: Consensus on
policy interventions to address obesity

Caulfield’,
nd

School o Public Health, Universiey of Alberts,

Open

.’ Dietitians of Canada
(@ o it u onote

Advertising of
Food and Beverages
to Children

Position of Dietitians of Canada

DECEMBER 2010

<
7/~ APCCP

Alberta Policy Coalition for
Chronic Disease Prevention

Eliminating Marketing of Unhealthy
Foods and Beverages to Children and Youth

May 2012

Issue:

Alberta children are exposed to a high volume of food and beverage advertisements every day through media such as
TV, internet, and schools (i.e. scoreboards and signs). A 2006 review of over 100 research studies concluded that
marketing strongly influences children’s food and beverage preferences, requests and consumption habits and that
advertising of food and beverages on TV is associated with obesity of children and youth (1). This is largely the result of
the food industry’s heavy promotion of energy dense, high fat, high salt or high sugar foods and beverages, and almost
no promotion of healthier food such as fruit and vegetables. In an international comparison study of 11 countries,
Alberta had the second highest rate of TV advertising of nutritionally poor foods and beverages (2).
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. HEART &™
4) Hearing from parents @ STROKE

FOUNDATION
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Interview parents from various
cultural and ethnic backgrounds to
understand:

1) The current level of awareness of food and beverage marketing to children and youth;

2) How BC parents feel that food and beverage marketing is affecting them, their children
and our communities;

3) How BC parents understand the health impacts of food and beverage marketing to
children;

4) What BC parents from various see as the solutions to reducing the potentially harmful
health impacts of food and beverage marketing.



HEART &™
STROKE
FOUNDATION

Thank you!

Kelsey Pinch
Youth Engagement Coordinator
Kpinch@hsf.bc.ca
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