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Food Active
Food Active is a North West healthy weight programme from the Health Equalities Group.

The aim of Food Active is to tackle the social, environmental, economic and legislative factors
which influence people’s lifestyle choices and behaviours. You can find out more at
www.foodactive.org.uk .

Children’s Food Campaign

The Children’s Food Campaign is a national organisation championing children’s rights,
parent power and government action to improve the food environment children grow up in.

They have recently launched The Parents’ Jury, an initiative giving a voice to parents on the
food available and promoted in their children’s schools, in shops, on the high street, and
beyond. You can find out more at www.childrensfood.org.uk .
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Executive summary

The UK'is currently facing a childhood obesity epidemic. Despite the introduction of a
Childhood Obesity Plan in 2016, trends continue to show year on year increases in the
number of children leaving school obese. Policymakers must urgently address the driving
influences of this epidemic, of which Junk Food Marketing (JFM) is a great concern.

There is a significant body of evidence that shows JFM negatively influences children’s eating
habits, and despite changes to advertising regulations, children are still exposed to a
significant amount of JFM on broadcast media, via non-broadcast media and in the wider built
environment.

The UK Parliament Health and Social Care Committee have recently put forward
recommendations designed to tighten JFM practices, including a 9pm watershed for |FM and
banning the use of characters in JFM. However, parents’ views on such policies and JFM in
general are not widely researched. This study was designed to fill that gap, to collect data
from parents in the North West of England and to give an insight into their thoughts on JFM to
children.

KEY FINDINGS

1 85% of parents said junk food marketing encourages their child to ask for the
advertised foods and drink

1 TV (74%), supermarket promotions (69%) and popular children’s TV and characters on

packaging (48%) were the three platforms that had most impact on their children’s

eating habits.

©4% of parents want a ban on the advertising of unhealthy food and drink on family

time TV programmes.

72% of parents want children’s meals with toys to meet government nutrition

standards

/5% of parents think that food and drink industry do not act responsibly when

marketing to children

Only 37% of parents said the food and drink industry were making changes to help

reduce childhood obesity

= =_ =/ =

Considerations

These findings suggest parents in the North West are concerned about the influence junk
food marketing has on their child’s eating habits and would support a number of policy
measures to tackle this, including a ban on JFM during family time viewing and restricting the
use of toys in unhealthy children’s meals. These calls are also supported by health charities,
medical colleges and the UK Government’s Health Select Committee who believe these
policy changes will have a positive impact on levels of childhood obesity.

In anticipation of the Childhood Obesity Plan chapter 2 which is due for release over Summer
2018, policymakers should consider these findings to further inform appropriate anti-obesity
measures that are welcomed by the public and parents alike.
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Introduction

There is a childhood obesity epidemic in the UK, with one in five children aged 4-5 years and
one in three children aged 10-11 years being overweight or obese. The North West of
England however experiences levels above the national average at both reception and year 6
age —in Cumbria, as many as 28.2% of children start school overweight or obese and in
Manchester, 40.3% of children leave primary school overweight or obese [1].

Despite the introduction of the Childhood Obesity Plan in 2016, trends indicate that the
number of children leaving primary school obese continues to increase [2]

Obesity is a chronic disease and it adversely affects the short term and the long term physical
and psychological health of children [3] and also often results in a long-lasting negative
impact on weight status in adolescence and adulthood [4].

Junk food marketing (JFM), which is the marketing of foods that are high in fat, salt and sugar
(HFSS), is a major contributor to the obesogenic environment in the UK. Unsurprisingly, food
advertising in the UK is dominated by unhealthy foods [5], with the top spending HFSS
brands investing over £143 million on advertising their products each year [6]. As a result, |FM
is hard for children to avoid, and children are also often considered a primary target for |FM,
but because of their immaturity they are unable to critically assess JFM [7].

A growing body of evidence shows that JFM directly results in children consuming more
HFSS foods[7, 8, 9], with obese and overweight children consuming even more HFSS foods
after seeing HFSS adverts than normal weight children do [9]. Research has also shown that
the diets of children as young as three years old are negatively impacted by watching TV
programmes and the adverts around them [10].

The Advertising Standards Authority, the UK's independent advertising regulator and the
Committee for Advertising Practice (CAP), has created regulations to restrict JFM to children
on both broadcast and non-broadcast media, where children make up 25% or more of the
audience online and TV programmes that have a “particular appeal’ to children[11, 12].
However, children still see a significant amount of |FM when watching family TV and via non-
broadcast media despite these regulations [13]. In fact, the Obesity Health Alliance (OHA)
recently reported that 59% of adverts around family programmes would be banned if they
were shown on children’s TV [13]. The OHA also reported that in the worst-case scenario
children saw 9 HFSS advertisements in a 30-minute period [13].

The continued exposure to JFM means that powerful and negative influences on children’s
food preferences and eating habits remain, and this makes it difficult for children to follow a
healthy balanced diet and for their parents to provide a healthy balanced diet for them [14].

Recent recommendations from the UK Parliament Health and Social Care Committee [15]
called on the Government to tighten JFM practices, including a 9pm watershed for JFM and
banning the use of child-friendly TV, film and cartoon characters. However, it is not widely
known what parents think of |JFM and associated policies, so this study was designed to
collect data from parents in the North West in order to provide a regional perspective on
parent’s attitudes in relation to JFM and their child, and to contribute to the narrative.
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The aim of this study is to further the understanding of parents’ perceptions of the influence of
JFM on their child’s food choices by collecting views from parents in the North West on:

the impact of JFM on their child’s eating habits
perceived challenges in achieving a healthy diet for their child
positive and negative influences on their child’s eating habits

= =4 =4 =

policy measures they would support in relation to the food environment

Methods

Study design

This was a cross-sectional study, with the research questions based on those used in the Rudd
Report [16], and further developed using input from academics, researchers and a pilot study.
The two criteria for taking part in the questionnaire were that parents must be living in the
North West of England, and have children aged 2-17/ years old living at home.

To facilitate recruitment and to allow people to freely express their thoughts we chose to
gather data using an online questionnaire. The survey research questions are || GcNR


























































































