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Obesity, Food Intake and  
Food Marketing in Children 

 Commercial food 
advertising aimed at 
children directly affects:  

Food preferences 

Short term 
consumption patterns 

Food purchase 
requests 

Associated with 
obesity 



Policy Context: Canada 

Participating Companies 

 

• Broadcast Code for Advertising to Children and 
its Code Interpretation Guidelines  
 

 Station-specific policies 
 

 Children’s Food and Beverage Advertising 
Initiative  
 



Policy Context: Quebec 
 Consumer Protection Act (Section 248,249)  

 1978 

 no commercial advertising directed at children under 
thirteen years of age  

  To determine whether or not an advertisement is 
directed at persons under 13 yrs: 

  the nature and intended purpose of the goods 
advertised; 

  the manner of presenting such advertisement; 

  the time and place it is shown 

 15% of audience needs to consist of children 2-12 

 

 



Example of Advertisements That 
Would be Permitted or Not in 

Quebec  

 

 http://www.youtube.com/watch?v=WKlHZ_mQm34 

 http://www.youtube.com/watch?v=TQuJLRY5XkY 

http://www.youtube.com/watch?v=WKlHZ_mQm34
http://www.youtube.com/watch?v=TQuJLRY5XkY




Marketing to Children in Canada: 
Current Knowledge 

 Food/beverage marketing to children is extensive 

 4-7 advertisements/hour/station 

 Television advertising remains the dominant medium 
to market foods to children (2-11 yrs) 

 Little research evaluating the impact of the CAI  

 U.S. and U.K. 

  modest improvements in children’s exposure  

 Insignificant improvement in nutritional quality 





Research Questions 
 Since the implementation of the CAI, has children’s 

exposure to food/beverage marketing changed? 

 

 What is children’s average exposure per month to 
various food categories? 

 

 



Methodology 

 Purchased data from Nielsen Media Research  for 
Toronto and Vancouver 

 May 2006  (pre-CAI) 
 May 2009 (post-CAI) 
 May 2011  

 11 food categories  
• Candy 
• Chocolate bars 
• Cookies 
• Portable snacks 
• Cheese 
• Yogurt 

 
 
 

   

 
 

• Breakfast cereals 
• Juices 
• Diet and regular 

soft drinks 
• Fast food  

 



Methodology 
• Nielsen Spot Watch  
• All stations  

• 27 stations in Toronto and Vancouver 

•Hours 

• 6 am to midnight 

• Borealis software 

• exposure 

 

 



Exposure: Average Number of Advertisements 
Viewed per Month by Children 2-11 yrs. on All 

Stations in Toronto in May 2006-2009 
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Exposure: Average Number of Advertisements 
Viewed per Month by Children 2-11 yrs. on All 

Stations in Vancouver in May 2006-2009 
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Average Number of Advertisements Viewed in 
May 2011 by Children 2-11 yrs in Toronto on 

All Stations  

 

6.9 
12.5 

8.2 
12.8 

15.7 15.2 

25.2 

7.7 
3.1 2.3 

56.2 

0

10

20

30

40

50

60

 Total= 165.8 
advertisements 

Neilson Media Research; 2011 



Average Number of Advertisements Viewed in 
May 2011 by Children 2-11 yrs in Vancouver 

on All Stations  
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On average…  

 Children viewed 165.8 ads in May 2011 in Toronto 

    165.8 X 30 seconds 

 = 4974 seconds/60 seconds 

 = 82.9 minutes of food/beverage      
advertising on TV in Toronto 

= 50.2 minutes in Vancouver  

Bottom line 

Children’s exposure has increased since 
the implementation of the CAI 





Research Question 
 What is the impact of the CAI on of food/beverage 

advertising on children’s specialty channels? 

 

 Since the implementation of the CAI, have companies 
participating in this initiative  changed the   

 Volume? 

 Power- content, design and execution of ad?  

 Healthfulness of foods/beverages in ads? 



Methodology 
 Purchased data from Nielsen Media Research  for 

Toronto/Vancouver 
 May 2006  (pre-CAI) 
 May 2011 (post-CAI)  

 Stations: 2 children’s specialty channels 
 11 food categories  
• Candy 
• Chocolate bars 
• Cookies 
• Portable snacks 
• Cheese 
• Yogurt 

 
 
 

   

 
 

• Breakfast cereals 
• Juices 
• Diet and regular 

soft drinks 
• Fast food  

 



Summary of Findings on Children’s 
Specialty Channels 2006-2011 

 POSITIVES 
 CAI has decreased volume of advertising (24%) 

 Results are very uneven between CAI companies 

 NEGATIVES 
 Power of advertisements has increased 

 Children and teens targeted more  

 Teens targeted more  

 Increases in spokes character and licensed character use  

 Healthfulness of advertised foods remains unchanged 

 “Less healthy” advertisements using plethora of 
marketing techniques  

 

 
 





Exposure: Average Number of Ads Viewed Per 
Month by Children 2-11 years on All  Stations in 

Montreal in May 2006-2011 
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Internet Marketing in Canada 
 104 products advertised to children on TV 

 Websites with child directed content  
 35% of English websites 

 31% of French websites  

 Website access restrictions 
 18% restrict access to children from Quebec under 13 yrs 

 14% restrict access to children under 6 years  

 Spokes-characters  
 >50 of sites regardless of language  

 Advergames 
 >60% of English sites  (mean = 4 games/site) 

  >55% of French sites (mean = 3 games/site) 





INFLUENCE LACK OF INFLUENCE 

 

• Since 2006 
• Volume of ads has decreased 

on CSC (-24%) 
• Some corporations are 

not  advertising to 
children (n= 4) 

 
 

• Exposure is high  
• On CSC 

• Frequent use of  
•spokes characters 
•licensed characters  

•Poor nutritional quality 
• Since 2006 

•  Children’s exposure has 
increased on all stations 
•Spokes-character and licensed 
character  use has increased  
•Children/teens targeted more 
•No change in healthfulness of 
foods advertised 

 

The Influence of the Children’s Food and 
Beverage Advertising Initiative on TV 

Advertising 



INFLUENCE LACK OF INFLUENCE 

TV 
•  Less volume of advertising on CSC 

• Fewer candy/snacks/cookies, 
and breakfast cereal 
advertisements 

 
• Children targeted much less 

often on CSC 
 
• Spokes-characters and licensed 

characters  used less often 
 

TV 
• More juice,  chocolate  as fast 

food ads on CSC   
• Majority of foods advertised are 

“less healthy” on CSC 
• Not protecting English Quebec 

children 
 
•    Since 2006 

•    Children’s exposure to 
advertisements has increased 
significantly (62%) 
•    Healthfulness of ads on 
children’s stations has decreased 

 
 

The Influence of Quebec’s Consumer Protection 
Act on TV Advertising 



Recommendations: Quebec 
 Systematic surveillance 

 Stiffer penalties for corporations who violate the CPA 

 Problem: 

 Focus of legislation is child directed advertising 

 Gets at the power of the advertisement only 

 Does not affect the volume 

 

 

 



Recommendations: Canada 
 Need a broad based ban on all commercial 

food/beverage marketing to children and youth 
 Across all media 

 In places where children gather 

 Current self regulatory system is not protecting 
children in Canada 

 Not enough participants 

 Weak nutritional criteria 

 Audience threshold that are too high (25-35%) 

 


