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Manual for monitoring food marketing to children 

 

Aim 

To furnish researchers from diverse organisational and national contexts with the tools 

necessary to gather evidence on the marketing to children of food and non-alcoholic 

beverages high in saturated fats, trans-fatty acids, free sugars, or salt.  

To provide guidance on:  

 how to design and implement research to monitor food marketing to children via 

different marketing communications channels  

 how to analyse the content of food marketing by assessing the different 

techniques employed by food marketers  

 how to analyse and present results 

 

Specific considerations for monitoring food marketing to children 

Why monitor television? 

In many countries, TV advertising is typically one of the largest marketing 

communications channels. There is strong evidence that advertising on TV has a 

significant impact on children’s food preferences and purchase requests. 

 

Why monitor print media? 

Numerous print publications are targeted primarily or exclusively at children and 

adolescents. Many of these publications rely on advertising for their main revenue, 

and food advertising is therefore likely to be found in such publications. 

 

Why monitor companies’ websites? 

Internet access is growing worldwide, and, as a result, the internet is growing as a 

marketing medium. Many of the top food and beverage advertisers have branded 

websites designed to appeal to children. A 2006 study from the US found that 85% of 

the heaviest TV advertisers to children also had child-directed interactive websites, 

and nearly all of them contained branded images promoting specific products. 

Children’s exposure to marketing communications online is often interactive and 

prolonged, thereby increasing brand immersion and exposure. 

 

 

https://www.nuffieldfoundation.org/sites/default/files/files/food-manual-english-web.pdf


Why monitor outdoor advertising? 

Outdoor advertising on billboards and posters is one of the traditional forms of 

marketing. Brands often use advertisements strategically placed in areas of dense 

population and close to venues, such as schools etc, where children pass. 

 

Why monitor food packaging? 

Different techniques that are appealing to children are used on product packaging 

to attract children’s attention and to increase recognition of brands and products. 

 

Why monitor in-school marketing? 

The WHO Recommendations explicitly state that places where children gather, 

including schools, should be free from food marketing. A wide range of differing 

strategies are known to be used in the school environment. This includes direct 

marketing (eg poster advertisements), indirect marketing (eg sponsorship of school 

materials) and product sales (eg vending machines), although the extent of 

commercial activity in schools is likely to vary from country to country and from school 

to school. Knowledge of how marketing occurs in school settings is important because 

of the potential implied approval that such settings can give to the marketing 

message; for example, a school setting implies that the school authority endorses the 

message. 


