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Marketing Food to Children: the Global Regulatory Environment 

 

Part 2. The global regulatory regime surrounding food marketing to children  

The marketing of food to children is covered both generally and specifically by several 

types of regulation:  

- statutory and self-regulations applicable to all people and products; 

- statutory and self-regulatory guidelines specific to children; 

- statutory restrictions specific to children;  

- statutory and self-regulatory guidelines specific to food advertising.  

 

2.1 Regulation of television advertising 

Television is a popular advertising medium for food and beverage products all over 

the world. Frequently, advertised products include breakfast cereals, soft drinks, 

snacks and fast foods. Consequently, television advertising has been the cause of 

more concern and debate in terms of its effects on children, than any other marketing 

technique.   

 

2.2 Regulation of in-school marketing 

As a technique for marketing food to children, in-school marketing is probably second 

to television advertising in terms of the amount of debate and controversy it has 

attracted in recent years.  

 

2.3 Regulation of sponsorship 

Sponsorship is the provision of funds and other resources to an event or activity in 

return for access to the exploitable commercial potential associated with that 

activity. As a marketing technique, it has several benefits. It has a global reach, it 

overcomes restrictions on convention advertising and is cheaper than broadcast 

advertising.  

 

2.4 Regulation of product placement 

Product placement is the use of any message, logo, object or prop that appears in a 

visual or graphic in exchange for payment. It is a technique that is widely used to 

market food and beverage products.  

Product placement is gaining in popularity as a marketing technique almost 

everywhere. Placement can be visual or verbal, or even part of a story line. The 
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appeal of product placement to advertisers lies in its ability to overcome the “ad-

skipping” capabilities of video recorders. Furthermore, the technique is cost-effective 

when compared with the purchase of normal airtime and is less disruptive than 

commercial breaks – the viewer is held captive, giving the product their undivided 

attention because it is part of the programme.  

 

2.5 Regulation of Internet marketing 

Marketing on the Internet is a “new” but rapidly expanding strategy. Ever since banner 

advertising first appeared in 1994, consumers, and children in particular, have been 

increasingly targeted with a range of Internet-based marketing techniques. Young 

people are the ideal target group for internet advertisers because they stay online for 

longer periods than adults and participate in a wider range of online activities. Online 

marketing strategies aimed at children include interactive games and activities, clubs, 

competitions, attractive sites with bold, eye-catching graphics and opportunities to 

build online communities through chat and e-mail facilities.  

 

2.6 Regulation of sales promotions 

Sales promotions are a marketing tool used to create an incentive to buy a product 

or service at the point-of-sale. Food companies worldwide use a wide range of sales 

promotion techniques to market food products, including premiums, prizes and price 

discounts. Having grown rapidly in recent years, sales promotions now form a valuable 

part of the marketing environment. Expenditure on sales promotions is also larger than 

advertising expenditures in many European countries.  

 

2.7 United Nations codes applicable to the regulation of marketing to children 

The United Nations (UN) and its agencies have a number of existing codes that are 

applicable to marketing to children. These include the UN Convention on the Rights 

of the Child, the UN Guidelines on Consumer Protection, the WHO International Code 

of Marketing of Breast-milk Substitutes and the Framework Convention on Tobacco 

Control. 


