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Executive Summary
Background

Results

Childhood obesity persists as one of the
defining global health and social issues of our
time, and policymakers continue to search
for interventions to tackle the root causes,
including the marketing and advertising
of less healthy food and drink. Emerging
evidence indicating obesity is also a risk
factor for Covid-19 complications has further
intensified the need to seek additional
interventions. The use of child-friendly cartoon
and licensed TV characters on food and drink
packaging is a technique used by many
manufacturers to increase the appeal of a
product to consumers, particularly children
who will be familiar with such characters.
Research suggests these characters are largely
used to market products that are high in fat,
sugar and/or salt (HFSS), so it is a potential
area for action in the Government’s childhood
obesity strategy. In 2020, UK retailers have
started to acknowledge this by removing
child-friendly characters from own-branded
high sugar cereals, and citing concerns around
the ‘pester power’ that these products create
for their customers. This creates a potential
climate in which industry-wide commitment
and a government level-playing field applying
to all food and drink brands, could become a
viable option.

Data suggests that for parents price and
branding are important factors in their
decision-making process, as opposed to
children, who are guided by the child-friendly
packaging, particularly where high profile,
well-recognised characters such as Peppa Pig
and Paw Patrol are used.

Methods

•• Parents also supported Government action

Food Active and the Children’s Food
Campaign teamed up to find out what parents
and carers across the UK thought about this
type of marketing and what action they would
like to see. Initial focus groups with 19 parents
of children aged between 18 months and
17 years old were used to develop an online
survey, which was completed by 942 parents
and carers across the UK.
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•• Two thirds of parents (68%) thought childfriendly characters on food and drink
packaging made it more difficult to feed
their children a healthy diet.

•• 4 in 5 (84%) parents disagreed with the

use of cartoon characters on snacks and
sweets.

•• 9 in 10 (91%) of parents agreed that the

use of child-friendly characters results in
children asking for the product.

•• Whilst 65.4% felt the use of cartoon

characters on healthier snack products was
acceptable, a number of parents expressed
concern about excessive packaging of food
in general.

•• The consensus among parents (90.4%) was
that supermarkets had an important role
to play by removing unhealthy products
designed to appeal to children at their eye
level on shelves, tills and checkouts.
to introduce legislations to restrict food
companies using cartoon characters on
HFSS products.
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Conclusions and
recommendations
This survey demonstrates clear and
overwhelming agreement from parents that
the use of cartoon characters on less healthy
food and drink products is unacceptable.
Ultimately, parents believe that the
responsibility lies with the food industry to
remove these characters, but that Government
should act if industry does not. As such, our
parent-informed recommendations include:

For the food industry:

•• All supermarkets plus brand

manufacturers to join Aldi, Lidl and Asda
in removing all child-friendly cartoon
characters from all breakfast cereals, as
well as extending the measure to other
products cited by parents such as yogurt,
ice creams and biscuits.

•• Supermarkets should stop putting

appealing unhealthy products at children's
eye level on shelves, or at tills and
checkouts.

For Government:

•• Introduce regulations to restrict

supermarket promotions at checkouts,
aisle ends and the store entrance.

•• Close the loophole in CAP regulations

which exempt brand mascots from the
rules applying to licensed TV and film
characters.

•• Use forthcoming consultations on

improving health and nutritional labelling
and packaging information rules, to
examine the evidence and explore policy
options for restricting the use of child
friendly characters on packaging of HFSS
food and drink, especially in early years.

See page 25 for the full set of
recommendations.

A selection of food products packaged to
appeal to children.
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Introduction
Obesity and overweight in
children
All children have the right to grow up happy
and healthy. However, approximately one
quarter of children aged 4-5, and one third of
10-11 year olds are now affected by overweight
and obesity1, leading to rising concern about
the impact this is having on their physical and
mental health both in the short term but also
into their adult life2.
Furthermore, those living in more deprived
areas of the country and in the most
disadvantaged households are more than
twice as likely to experience an unhealthy
weight (defined as overweight or obesity)
than their more affluent counterparts3. This
further exacerbates the health inequalities
that persist in some of our most vulnerable
communities across the country. An extensive
range of factors, from genetics and our social
circle, to our household income and the places
we spend time, all influence the likelihood of
us having a healthy weight. Companies spend
millions every year marketing and advertising
food and drink to us. Whilst some measures
are in place to protect children and young
people from excessive exposure to less healthy
food and drink marketing, they do not include
packaging. Academics, policy makers and
indeed parents themselves (as highlighted
in previous surveys carried out both by Food
Active and the Children’s Food Campaign4)
have highlighted the need for wider reaching
and more in-depth restrictions on such
advertising and marketing.
The 2020 Covid-19 pandemic and ‘lockdown
life’ has had significant implications on
children’s dietary patterns, both positive
and negative. Positive impacts may include
more time in the kitchen preparing homecooked meals or time spent exercising
as a family5. Negative impacts have been
suggested include an increase in snacking
on confectionery, cakes and biscuits and
crisps – foods which we are recommended
to consume ‘less often and in small amounts’
in the EatWell Guide6. It is worth noting that
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these impacts may be felt differently by
children across the socioeconomic gradient,
again with inequalities being an important
factor.
With the links between obesity and Covid-19
continuing to emerge from the evidence
base suggesting that obesity is a risk factor
for hospitalisation and severe Covid-19
complications7, this further solidifies the need
for preventing overweight and obesity in
children, as well as young people and adults.

The role of food packaging
The packaging of a food product now acts as
one of the most important determinants in a
consumer’s buying decision process8, as well
as increasing customer satisfaction and brand
loyalty9. From branding to colour schemes to
characters displayed on the packaging, these
are all designed in a way to appeal to the
consumer – with evidence showing packaging
particularly influences the product preferences
of children10.
There is particular concern when products
with high levels of saturated fat, free sugars
and salt are specifically targeted at children
and young people, who are shown by national
surveillance data to be already eating HFSS
diets11 and furthermore experiencing high
levels of overweight and obesity12.

Child-friendly characters
The use of attractive, child-friendly characters
are not a new food marketing tactic:
characters such as Frosties’ Tony the Tiger
and the Coco Pops monkey have been selling
sugary breakfast cereal for decades. These
characters are designed and owned by the
product brand, however in more recent times,
the food industry have secured partnerships
allowing them to license the use of children’s
favourite TV and film characters on packaging.
Two recent examples include the release of
the second edition of kid’s blockbuster film
Frozen 2 just before Christmas – and cue the
appearance of Elsa, Olaf and friends across
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a wide range of food and drink products
aimed at children; from cupcake kits to potato
waffles. To mark the release of his new movie,
Peter Rabbit - who notoriously steals only
vegetables from Mr McGregor’s garden marketed Cadbury’s Easter chocolate range.
These characters are displayed on packaging
solely to increase their appeal to children, and
ultimately influence their parents’ or carers’
purchasing decisions. This is not just true of
treats or breakfast cereals. There is evidence to
suggest child-friendly character branding can
positively increase children’s fruit or vegetable
intake compared with no character branding13.
However, only a small number of food brands
and retailers currently use characters to
encourage the purchase and consumption of
healthier food and drink options. One example
is Lidl’s Oaklands fruit and vegetable snacking
range, but perhaps the best example is the
Veg Power campaign, a fantastic partnership
between all the major retailers, commercial
broadcasters and thousands of schools,
in which villainous animated vegetable
characters are defeated by children eating
them. The campaign led to a 1.7% increase in

vegetable consumption by under-16s in its first
year14.
Far more often the use of children's characters
is much more often deployed for less healthy
products, than healthy ones. Research
conducted by Action on Sugar/Salt and the
Children’s Food Campaign in 201915 found
that of 526 product carrying child-friendly TV
or film characters and brand mascots, more
than half were HFSS16. This included more than
half of all products carrying under-5s favourite
characters Peppa Pig and Paw Patrol.
Furthermore, evidence suggests media
character branding (i.e. Peppa Pig or Disney’s
Frozen characters) is a more powerful
influence on children's food preferences,
choices and intake, especially for HFSS (e.g.
cookies, confectionary or chocolate) compared
with fruits or vegetables17. Similarly, research
has also found that displaying brand equity
characters (developed specifically to represent
a particular brand or product e.g. the CocoPops monkey) promotes unhealthy food
choices in children18.

Figure 1: Veg Power’s ‘Eat Them to Defeat Them’ advert
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Policy context
As part of a wide range of measures to
help reduce the prevalence of obesity, the
government of Chile in recent years legislated
that manufacturers are no longer permitted to
display cartoon characters on the packaging,
or use them to advertise, less healthy food and
drink19.
Aside from Chile, no countries have so far
taken action on this form of marketing20. In the
UK, the Government has taken steps to reduce
children’s overall exposure to the marketing of
less healthy food and drink. Ofcom prohibits
TV and broadcast advertising of HFSS
products on dedicated children’s channels,
whilst non-broadcast media regulations from
the Committee for Advertising Practices (CAP)
is monitored by the UK self-regulator the
Advertising Standards Authority (ASA). These
regulations apply where children under-16
make up 25% or more of the audience
or programmes and content that have a
‘particular appeal’ to children21 22. However,
despite these regulations, children still see a
significant amount of food marketing when
watching family TV and via non-broadcast
media23.
The CAP Code for non-broadcast advertising
does provide some additional restrictions
around the use of marketing content that
specifically appeals to under-12s, including the
use of child-friendly cartoon characters, brand
mascots and celebrities popular with children.
In 2019, the ASA cited this regulation when it
upheld a Children’s Food Campaign complaint
about Cadbury’s Freddo poster campaign,
digital audiobook and storybook24.
As part of the Childhood Obesity Plan Chapter
225 during 2019, the UK consulted on several
areas of marketing of less healthy food
and drink, including a 9pm watershed for
advertising on TV and online platforms, as well
as the promotion of food and drink by price
and place in retail settings. Closing in April and
June 2019 respectively, there has not yet been
any concrete outcome of the consultation or
confirmation of Government action (as of July
2020). Responses have been subject to further
delays following the Covid-19 pandemic, with

5

the Government’s obesity strategy put on
hold whilst Government health teams were
redeployed to play an important role in the
response to Covid-19. In May 2020, following
his own Covid-19 recovery, Prime Minister
Boris Johnson announced his intentions on
reducing the prevalence of obesity, and the
need for an ‘interventionist’ approach – a
significant shift from his previously stated
position26. There is also evidence that action
on obesity would still garner strong public
support as part of the Covid-19 recovery plan27.
Whilst we hope to see policy changes made
across this aspect of the marketing of food and
drink as a result of existing commitments, we
must also look to other avenues of marketing
that may be contributing to the ‘obesogenic
environment’. Even during the Covid-19
lockdown, companies have been employing a
range of marketing tactics to get their HFSS
products in front of families and children28.
Ultimately, we want children, young people
and families to be in a position whereby
making the healthy choice is the easy choice,
through environments which support them
to do so. We would argue that in the present
situation, a family’s choice is compromised by
a range of influences that are essentially cues
to consume less healthy food and drink.
Current marketing regulations ignore the
use of child-friendly characters (both brand
mascots and licensed TV and film characters)
on food and drink packaging or in-store
promotions. The Government’s Health and
Social Care Select Committee’s 2018 Time for
Action report on Childhood Obesity29, and
the former Chief Medical Officer Dame Sally
Davies, have both called on Government to
close this loophole in child protection from
HFSS food and drink marketing30.
However, since Action on Sugar & Children’s
Food Campaign’s 2019 survey, there are signs
that companies are starting to recognise the
case for change. In January 2020 supermarkets
including Lidl, Aldi and Asda announced they
will all remove child-friendly characters from
own-brand breakfast cereals, a move other
retailers such as Tesco and Co-op were already
quietly working on. Lidl cited evidence from
their own research in which three quarters of
parents said they experienced pester power
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when shopping with their children, and over
half believed cartoon characters on breakfast
cereal encouraged it. Whilst we welcome this
as one step in the right direction, there are
three concerns. Firstly, it applies to only ownbrand products, leaving most supermarkets
to continue selling a range of branded and
unbranded products with high sugar cereals
on their shelves designed to appeal to children.
Secondly, it only applies to breakfast cereals –
when evidence from product research shows
these characters can be found on a much
wider range of less healthy food and drink
products. Thirdly, a voluntary measure imposed
by a few retailers can easily be undermined or
watered down by future marketing decisions
or other manufacturers and retailers. What is
needed is a level playing field.

What action do parents want to see?
In order to inform any policy calls, we wanted
to hear from parents first – after all they are
the most important decision makers affecting
children’s eating habits. During summer and
autumn 2019, Food Active and the Children’s
Food Campaign teamed up to find out what
parents and carers think about this type of
marketing and what action they would like to
see. This report summarises the findings from
our research and includes a series of parent
and carer-informed recommendations to the
Government.

Some UK supermarkets are now removing
characters from their cereal brands.

Supermarket shelves still carry many sugary products marketed with child-friendly characters.
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The Research
Aims and objectives
The aim of this project was to understand how
parents and carers across the UK feel about
the use of child-friendly characters on less
healthy food and drink packaging.
Objectives:

•• Undertake a number of focus groups with

parents to outline what the key issues, if
any, participants think there are with using
child-friendly characters on food and drink
packaging; to find out the age range of
children these characters mostly influence,
if any

•• Use the findings from the focus groups

to inform the development of an online
survey to include a range of questions to
gauge

•• Disseminate an online survey to parents

and carers in the UK to gather their
views on the use of child-friendly cartoon
characters on food and drink items

Methods
In the summer of 2019, Food Active conducted
three focus groups with parents in Bolton,
Halton and Chester. Focus groups were
informal and used semi-structured questions
to shape discussions. A number of different
examples of children’s food and drink
products that use child-friendly characters on
packaging were used as prompts. Boards were
also developed which displayed a branded
child-friendly products and unbranded
equivalents, made up of yogurts, cereals and
spaghetti hoops. Two boards were produced
for each product, revealing the difference
in both the price and sugar content, to
help facilitate the discussions around these
products. Participants were mainly mothers
(n=17) of young children, and two fathers
attended to share their views too.
Focus groups and interviews with parents
were either recorded or notes were made
during the interview, and summarised
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following the session. Permission was gained
from all participants to record their responses.
Using the ideas and concerns raised by the
parents in the focus groups and interviews, an
online survey was developed by Food Active
and the Children’s Food Campaign. This was
piloted with four parents before launching
nationally. Parents and carers with children
aged 18 months to 17 years old were invited to
take part. Questions were framed differently
for parents with children aged between 18
months to 6 years old and 7 to 11 years old
to make them age-relevant. The parents
with children aged 12 to 17 years were asked
to provide more of a reflective/ objective
response, the rationale for this criterion was
that children over 11 years may not engage
with cartoon characters in the same way as
their younger counterparts. The survey was
divided into the following sections:
Section 1: yogurts – parents of 18 month to 6
years only
Section 2: cereals – parents of 7-11-year olds
only
Section 3: all parents (18 months – 17 years old)
We defined child-friendly characters as the
following:

•• Brand-owned characters: e.g. Cadbury
Freddo, M&S Percy Pig or Coco Pops
Monkey

•• TV and film licensed characters: e.g. Peppa
Pig, Minions, Disney’s Frozen or Toy Story
characters, Teletubbies

The survey was launched on SurveyMonkey
mid November 2019 and remained open for
a 4-week data collection period. Food Active
disseminated the survey via its local authority
network, social media following and mailing
list. The Children’s Food Campaign distributed
the survey across its vast network of members,
its Parents’ Jury, social media channels and
via the Sustain network. The survey was
also published on the Mumsnet community
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website and featured as a guest post in late
December. Partners were provided with a
brief communications toolkit with suggested
tweets and pictures to use.

Survey respondents
This survey was completed by a total of 942
parents and carers across the UK. 90.6%
(n=633) were female and 8.6% (n=60) were
male. Almost half of all respondents were
aged 35-44 (47.7%, n=333), followed by 25.3%
(n=177) aged 45-54 and 21% (n=147) aged
25-34. The three most frequently reported
regions of residence for respondents were the
North West of England (30.6%, n=214), Greater
London (13.3%, n=121) and Yorkshire and the
Humber (12%, n=84).
70.3% (n=490) of respondents had obtained an
undergraduate degree, followed by 21% (n=147)
either having GCSE/O Level qualifications or
A levels/BTEC national diploma. The majority
of respondent’s average household income
before tax (including any benefits, tax credits
or pensions) was in the highest bracket of
£40,000+ (52.8%, n=397).

Research Limitations
There are some limitations within this research
to take into consideration. Whilst efforts were
made to disseminate the survey across a wide
range of audiences, the sample is not currently
representative of the UK population.

UK Supermarket shelves stocking food
products targeted at children
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Survey Results
Factors influencing product
choices
1. Parents/carers yogurt product choice:
Children aged 18 months – 6 years old
Raw data and figures for the following graphs
and tables can be found in the Appendices.
Respondents who reported having children
aged between 18 months and 6 years old
were presented with the selection of yogurts
(as seen in Figure 2) and asked which
product they would choose if they were in
the supermarket looking for yogurts for their
children. They were also asked what yogurt
they think their child would choose, given they
had the choice.

Nestle Munch Bunch
Fromaige Frais

£
I would choose the
cheapest

Paw Patrol Fromage Frais

He loves that [Peppa] pig. In
fact, we saw this very product
stocked at his eyeline in a One Stop
at the weekend and he kicked off
when I said no.
— Parent, Pester Power? Report 2020

Unbranded Fromage
Frais

🚫

?

I wouldn’t choose any

Other

Peppa Pig Fromage Frais

Figure 2: Selection of yogurts presented to parents and carers with children aged 18 months – 6 years old
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Figure 3 demonstrates that there are large
disparities between which yogurt parents
would choose compared to their children.
Just under a third of parents and carers were
most likely to choose unbranded fromage
frais for their children (30.9%, n=189), yet only
1.7% (n=10) of parents thought their child
would chose this option. Parents and carers
believed children were seven times more likely
to choose Paw Patrol yogurts compared to
parents (5.2% vs. 38.8%) and over four times
likely to choose Peppa Pig yogurts (9% vs. 39%).

Note that Parents were also offered
the answers ‘other’ (with a chance to
comment/explain) or ‘I wouldn’t choose
any’ and ‘I would choose the cheapest’
when answering what yogurts they
would chose. When parents were asked
what they thought their child(ren) would
choose, they were also offered the option
‘they wouldn’t choose any’.

Yogurt choices: parents vs. children
Other
They wouldn’t appeal to my child
I would choose the cheapest
I wouldn’t choose any
Peppa Pig Fromage Frais
Unbranded Fromage Frais
Paw Patrol Fromage Frais
Nestle Munch Bunch Fromage Frais

0

50
Children

100

150

200

250

Parents

Figure 3: A comparison between yogurt choices for parents and children
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Reasons for choice
Figure 4 clearly shows that, without the
influence of children, the price and perceived
health value of a product are the most
important determinants in parents’ own
choice – parents choosing supermarket
own brands reflected this. However, when
yogurts are branded with children’s favourite
characters such as Peppa Pig or Paw Patrol,
their specific appeal to children then becomes
the major determinant for parents’ choosing
them, ahead of price or health concerns.

For the parents who stated they wouldn’t
choose any of the children’s yogurts presented,
a summary of the reasons behind this were:

•• They only buy plain yogurt
•• Their interpretation of the food labels to
pick the one lowest in sugar

•• They only purchase soy/dairy-free yogurts
for their children

•• They are reducing single-use plastics and
choosing larger tubs instead

•• They don’t buy yogurts for the children

Reasons for choosing yogurt (parents)
My child would prefer the packaging
My child prefers the taste
The product is cheaper or better value
It looks healthier
It’s a brand I always/regularly buy
I prefer the product
My child would ask me for it
0
Nestle Munch Bunch (n=68)

20
Paw Patrol (n=31)

40

60
Peppa Pig (n=52)

Figure 4: Reasons for choosing yogurt type (parents).

I don't think food and drink should have any
characters on, regardless of whether they are healthy
or unhealthy foods. I'd rather just see the product and the
information about it.
— Parent, Pester Power? Report 2020
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Parents were then asked to think about
the reasons why their child may choose the
particular yogurt they reported. A word cloud
summarising the key words of responses can
be seen in Figure 6. The size of the words
indicate how frequently it was reported
by respondents. Respondents frequently
reported that their child(ren) ‘loves Paw Patrol/
Peppa pig’ and other key words include
‘packaging’, ‘branding’, ‘cartoons’, ‘colours/
colourful’ and ‘favourite/recognise characters’.

It shouldn't [have an impact].
But if you allow your children
to watch endless hours of television
with adverts aimed at them, it will
definitely make it harder.
— Parent, Pester Power? Report 2020

Obsessed

Peppa Pig

Appeal

Packaging

Adverts

Toy
Enjoy

Product

Dogs

Watch Friends
Cartoons
Nursery

TV

Disney
Positive Colour
Likes Fruit Familiar
Taste
Child
Pig Friendly

Animals

Brand

Cartoon

Characters

Attracted

Pictures

Bright

Favourite

Prefer

Images

Flavours

Cow

Identify

Children

Fan Mascot
Fun

Appealing Heroes

Loves

Association Adore

Kinder

Paw Patrol

Recognisable

Attractive

Love

Colourful

Choice

Programme

Familiar

Popular

Figure 5: Reasons why parents believe their children would choose particular yogurts.
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2. Parents/carers cereal product choice:
Children aged 7 - 11 years old
Recognising that Peppa Pig and Paw Patrol
primarily appeal to very young children,
respondents who reported having children
aged between 7 – 11 years old were presented
with the selection of cereals below (as seen in
Figure 6) and asked which they would choose
if they were in the supermarket looking for a
breakfast cereal for the kids. They were also
asked which cereal they think their child
would choose if they had the choice.

She will recognise the
characters so she will want to
eat it. Her favourite character is on it
so she will think, "if he likes it then it
must be tasty" or "I want to eat what
my favourite hero eats".
— Parent, Pester Power? Report 2020

Kellog’s Rice Crispies

Harvest Morn Crisp Rice

£

🚫

?

I wouldn’t choose any

Other

I would choose the
cheapest

Kellog’s Disney
Incredibles Cereal

Figure 6: Selection of cereals presented to parents with children aged 7 – 11 years old

13

Unbranded Rice Snaps

Pester Power or Parent Power?

Figure 7 demonstrates that there were large
disparities between which cereals parents
would choose compared to what they thought
their children would choose. A quarter of
parents and carers would choose unbranded
rice snaps for their children (25.6%, n=68),
compared to just 2% (n=9) of children. Just
3% (n=11) of parents would opt for the Disney
Incredibles cereal, yet 57% (n=207) of parents
thought their children would choose this
cereal. Choices for Kellogg’s Rice Crispies
remained relatively similar between parents
and children.

Note that Parents were also offered
the answers ‘other’ (with a chance to
comment/explain) or ‘I wouldn’t choose
any’ and ‘I would choose the cheapest’
when answering what cereal they would
chose. When parents were asked what
they thought their child(ren) would
choose, they were also offered the option
‘they wouldn’t choose any’.

Cereal choices: parents vs children
Other
They wouldn’t appeal to my child
I would choose the cheapest
I wouldn’t choose any
Kellogg’s Rice Crispies
Unbranded Rice Snaps
Harvest Morn Crisp Rice
Kellogg’s Disney Incredibles Cereal

0

50
Children

100

150

200

250

Parents

Figure 7: Cereal choices as reported by parents and children

It has familiar, fun characters on it. Although as the
parent of an autistic child, familiarity is more important
than anything else.
— Parent, Pester Power? Report 2020
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Reasons for choice
Figure 8 suggests that parents viewed the
price and brand of the product as some of
the most important factors in their decisionmaking process, especially for supermarketown labels. However, when it comes to
branded cereals with child-friendly characters
such as the Disney Incredibles Cereal or
Kellogg’s Rice Krispies (characters Snap,
Crackle and Pop), reasons for purchasing
varied more widely, with familiarity plus their
overt appeal to children (including taste,
packaging or general appeal), becoming
important determinants in their purchasing
choices.

For the parents who stated they wouldn’t
choose any of the children’s cereals presented,
a summary of the reasons behind this were:
•

Don’t buy cereals

•

Preference for other types of cereal (i.e.
Coco Pops) or healthier options (Weetabix
or porridge)

•

Preference for other types of breakfast
items (i.e. toast, eggs, porridge)

•

Opt for cereals that are lowest in sugar/
high in fibre and choose to review the food
labelling before making a decision

•

Concerns that all the types of cereals
presented are too high in sugar

•

Choice would be down to whichever was
on promotion at the time

•

Opt for gluten free alternatives due to
dietary requirements

Reasons for choice by cereal
My child would prefer the packaging
My child prefers the taste
The product is cheaper or better value
It looks healthier
It’s a brand I always/regularly buy
I prefer the product
My child would ask me for it
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Kellogg’s Disney Incredibles (n=11)

Harvest Morn Rice Krispies (n=31)

Kellogg’s Rice Crispies (n=86)

Unbranded rice snaps (n=96)

Figure 8: Reasons for choosing cereal (parents).
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Parents were then asked to think about the
reasons why their child may choose this
particular cereal. A word cloud summarising
the key words of responses can be seen in
Figure 9. The size of the words indicate how
frequently it was reported by respondents.
Some of the key words reported by parents
included ‘cartoons/characters’, ‘packaging’,
‘brand’, ‘film’, ‘recognise’, ‘appeal’ and ‘familiar’.

These characters are rarely
used on healthy foods, and
therefore make it less likely that
healthy foods will be chosen.
Boring plain yogurt over Peppa Pig
sweetened yogurts? Almost every
parent I know chooses the latter,
even simply because it sends the
message that it's 'kid food'.
— Parent, Pester Power? Report 2020
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Figure 9: Reasons why parents think their child(ren) would choose particular cereals.
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Examples of food and drink
products and brands that use
child-friendly characters on
their packaging

well as ‘chocolates’, ‘sweets’, ‘drinks’, ‘biscuits’,
‘cakes’, ‘ice cream/ice lollies’, ‘cheese’ and
‘tinned beans/spaghetti shapes’. Some of the
characters that were mentioned by parents
and carers were ‘Frozen’, ‘Paw Patrol’, ‘Peppa
Pig’, ‘Disney’, ‘Barney Bear’, ‘Star Wars’ and
‘Minions’ on brands and products including
‘McDonalds’, ‘Coco Pops’, ‘Heinz’, ‘Kinder’,
‘Nesquik’, and beyond breakfast cereal and
yogurt to include chocolates, sweets, crisps,
snacks, cheese, cakes, ice cream and pasta.

Parents and carers were asked to think about
any examples of food and drink products
or brands they see or are aware of that use
child-friendly characters on packaging. The
responses to this are presented in a word
cloud in Figure 10 below. Cereals and yogurts
were two frequently reported products, as

Frozen Products

Paw Patrol

Sweets

Cake Mixes

Nesquick

Coco Pops

Pasta

Crisps

Frosties

Juice

Thomas The Tank Engine

Cheese

Cathedral City

Frubes Disney

Heinz
Star Wars
Ice Cream

Cereal
Yogurt

Coca Cola
Advent Calendar

Tony The Tiger

Rice

Chocolate

Freddo
Kellogg's
Lollipops
Happy Meals Tinned pasta

McDonald's

Raisins Minions
Jelly Drinks

Baked Beans

Frozen

Rice Krispies

Cake

Cheese Strings
Sugary Drinks
Ice Lollies
Smoothies

Peppa Pig

Pasta Shapes

Kinder Eggs

Krispies

Biscuits

Fromage Frais

Spaghetti Shapes

Figure 10: Examples of food and drink products/brands that use child-friendly characters on
packaging as reported by parents and carers.
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Impact of child-friendly
characters on food and drink
products

behaviours and preferences of children and
young people. The information was collected
using a multiple-choice question.
The responses are displayed in Figure 11 below.
91.1% (n=645) of respondents agreed that the
use of these characters results in children
asking for the product and almost two thirds
(61.5%, n=436) stated that children ask for the
brands associated with the character.

Over two thirds of parents told us that they
have purchased products carrying childfriendly characters in order to please their
children, as evidenced in responses to the
questions below.
a) Have you purchased a food/drink product
carrying child-friendly characters because
your child(ren) asked you for it?
68.1% (n=454) of parents responded ‘yes’.

For the parents who stated ‘other’, some of the
additional information provided includes:
“They have a meltdown if they are not allowed
it / become upset in the supermarket if they
can’t have it”

b) Have you purchased such products as a
treat or reward that you know your child(ren)
would like?
68.2%, (n=455) of parents responded ‘yes’.

“Instant attraction”
“Younger children get attached and relate to
characters, treating them like friends”

Parents and carers of all children under 17
were invited to comment about their own
experiences and of parents more generally,
and report what impact they felt products
with child-friendly characters have on the

“It puts unnecessary pressure on parents
to buy more expensive and less nutritious
products”
“Judge other children at school for not having
it in their lunch box”

Impact on children
Other (please explain)

4.6% (n=33)

Ask for the brands associated with the character

61% (n=436)

Refuse to eat/drink other options

33% (n=238)

Try a product which they would otherwise refuse to eat

51% (n=367)

Ask for the product

91% (n=645)

Eat the product

53% (n=378)
0

200

400

600

800

Figure 11: Thinking not just about your own experiences, but those of parents more generally, do you think the
use of cartoon and TV characters on children’s food and drink packaging makes it more likely for children to..
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Some children don’t even
know what the food or drink
is and just want it for who appears
on the front of it. This can lead to
parents/carers giving in or behaviour
problems or food waste if it is
something which they know the
child does not like.
— Parent, Pester Power? Report 2020

drink product, and two thirds of parents
disagree strongly.

•• Over 8 in 10 parents disagreed with

cartoon characters being used on snacks
and sweets, with more than half of parents
disagreeing strongly.

•• Almost 7 in 10 parents are happy to see

cartoon characters promoting fruit and
vegetables, whilst 15% disagree.

•• Two thirds of parents support the use of

cartoon characters for healthier snacking
options such as dried raisins or nuts, whilst
17% disagree.

Barriers to a healthy diet
Over two thirds of parents and carers (67.8%,
n=480) stated that they thought child-friendly
characters on food and drink packaging
makes it more difficult for parents to feed their
children a healthy diet. 18% (n=128) disagreed,
with the remaining 14.1% (n=100) stating they
were not sure. 73 parents and carers reported
‘other’ and a summary of the additional
comments is provided below:

•• Role of parents, saying no/making

decisions and avoiding the trap these
products set up

•• Pester power and peer pressure; parents

may feel these products are suitable for
children as they are aimed at children and
ultimately also attracted to the products

•• It depends on the type of products that the
characters are displayed on – if they are on
fruit and vegetables, they may be a help
not a hindrance for a healthy diet.

•• The products with characters on are
generally more unhealthy

Views on use of child-friendly
characters on different
products
Figure 12 shows the level to which parents
agree or disagree with the use of cartoon
characters on different types of foods.

•• 9 in 10 parents disagree with the use of

cartoon characters on any HFSS food or
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•• Parents are split on using cartoon

characters on everyday store cupboard
essentials e.g. pasta, rice or tinned beans,
with around 1 in 3 each agreeing and
disagreeing.

•• Half of all parents support the use of

characters on one-off celebration items
such as birthday cakes, but around 22%
disagree.

Additional comments from parents showed
some scepticism about using cartoon
characters for any type of snacking product,
regardless of its health profile. Some parents
also expressed concern about excessive
packaging of food in general – whilst
they could see the power of child-friendly
characters to promote healthier food, they did
not support further packaging of fruit and
vegetables.
Over two thirds of parents and carers (68.6%,
n=488) felt that child-friendly characters had
a place on fruit and vegetable packaging, of
which 47.7% strongly agreed. By contrast there
was very little support for the use of these

We can teach as much as we
want in schools about healthy
diets, but children are impacted by
advertising - we need to practice
what we teach!
— Parent, Pester Power? Report 2020

Pester Power or Parent Power?

characters on snacks and sweets and food and
drink products that are HFSS. 84% (n=595) of
parents and carers disagreed with the use on
snacks and sweets, of which over half (53.9%,
n=382) stated they strongly disagreed. 89.3%
(n=633) of parents disapproved of the use
on HFSS food and drink products, of which
two thirds (64.8%, n=459) said they strongly
disagreed. Parents and carers were more
ambivalent about the use of these characters
on everyday store cupboard items, with a third
(34.4%, n=244) responding ‘neither agree nor
disagree’. In addition, half of respondents (50%,
n=355) agreed with the use of characters on
one-off celebration and seasonal items. Whilst
the majority, 65.4% (n=563) felt their use on
healthier snack products was acceptable,
some parents were also sceptical about using
cartoon characters for any type of snacking
product. A number of parents also expressed
concern about excessive packaging of food
in general – whilst they could see the role
of child-friendly characters to promote
healthier foods, they did not want to see more
packaging on fruit and vegetables.

I don't really think food is
the place for child-friendly
characters. They should not be part
of the decision-making process. Still,
if they are deployed, they should only
come out on healthy food - eg Peter
Rabbit carrots, but not at a premium
price or with extra packaging
because of it.
— Parent, Pester Power? Report 2020

Acceptability of the use of child-friendly characters
on different food products
Healthier snack products
One off celebration/seasonal items
Everyday store cupboard essentials
Any product that is HFSS
Snacks and sweets
Fruit and vegetables
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Figure 12: Parents and carers acceptability of the use of child-friendly characters on different food products
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Parental support for actions
to address the use of childfriendly characters on food
and drink packaging

The second most supported measure is for
the Government to create new laws to stop
companies using child-friendly cartoon
characters on unhealthy food, supported by
84.2% (n=597) of respondents (of which 63.5%,
n=450, strongly agreed).

Figure 13 shows parents and carers were
most supportive of action in the supermarket
environment?
90.4% (n=641) of parents and carers agree that
supermarkets have an important role to play
by removing unhealthy products designed to
appeal to children at their eye level on shelves,
tills and checkouts.

The measure with the least support was
‘parents should just say no’, however 68%
(n=482) of respondents still either agreed
or strongly agreed, with comments from
parents showing high acceptance of their
responsibility, but also a request for their role
in parenting to be supported by food and drink
companies, and through clear regulations on
what they are allowed to do.

Support for proposed measures to address this issue
Supermarkets should stop putting unhealthy
products designed to appeal to children at their
eye level on shelves or at tills and checkouts
Schools should do more to educate parents and
children about healthy food and drink

Parents should just say no

Government should create new laws to stop companies
using child-friendly cartoon characters on any
unhealthy food
Food and drink companies should stop creating
and using child-friendly cartoons on food and drink
packaging, unless it is a healthy product (e.g. not HFSS)
The companies who make cartoons (i.e. Disney
or Nickelodeon) should only allow theirchildren’s
characters on healthy products
0

Strongly Agree

Agree

200

Neither agree not disagree

400

Disagree

600

Strongly disagree

Figure 13: Parents and carers support for a set of proposed measures aimed at tackling the issue of childfriendly characters on food and drink packaging
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Parents and carers were provided with an
opportunity to explain why they agreed
or disagreed with the proposals listed on
the previous page. Some of the comments
provided by respondents include:

The ethics of marketing to children
“Marketing at children should be illegal. They
should not be regarded as bait. Their parents
want them to be healthy and are fighting
against big business.”
“We need to safeguard children from the
influence of advertising. Companies should
not be profiting from children’s health being
compromised and damaged for shareholder
profits! It’s outrageous.”

The challenges faced by parents and carers
“Parents’ job is hard, please do everything
to help make it easier to get through the
supermarket shop while not giving in to
demands for unhealthy foods.”
“It takes a lot of effort and determination to
say no when kids ask for a certain brand but
I do it for their own good. They often hate me
for it but I hope one day they will understand
when they are grown ups with a healthy
weight and all their teeth!”
“Even if parents say no, it gives the child the
inbuilt frustration of some form of wonderful
forbidden fruit.”
“Although it is the parents’ decision
supermarkets and the government should
make it easier for them to pick the healthier
option.”
“I'm sure many others, like me, would have
assumed the ones with TV characters on
would be made healthier for children.”
“Before my little one started school it was
easy to keep her diet very healthy but peer
pressure and introduction of more unhealthy
snacks and sweets within schools is making it
more difficult and I can see already her taste
changing and her having more of a sweet
tooth.”

I think both parents and
children are attracted to the
brands. I associate the cartoon
branded products as having more
sugar in or of being less healthy so
generally have never bought these
but I have often been put under
pressure from my children to do so.
— Parent, Pester Power? Report 2020

The role of schools
“Schools do a lot already - parents need to
stop buying it and a law should be passed to
stop advertising products to children full stop.”
“I am not saying that parents and schools
should not have a role but you can't expect
they alone take responsibility when the food
environment around us is loaded with junk
food that clearly appeals to children. It's an
everyday fight and it's not fair to put the
responsibility onto parents and schools. It's like
putting a plaster on the problem when the
system is clearly broken.”

The supermarket environment
“Supermarkets don't help parents to give
healthier options in general. Some of my
local supermarkets offer free fruit to children
when shopping but it’s often empty/old fruit
whereas there is often crisps/chocolate readily
available throughout the supermarket and at
the tills.”
“The placement of products at child’s eye
level is irresponsible and places unnecessary
pressure on parents and carers.”

Government intervention
“Tax relief/discounts on production/supply of
healthier foods making them cheaper may be
a better option.”
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“Government should play a leading role in
legislation against food companies. Parents
need support to help children. Bring back
home economics and learning in schools
about food, cooking, labelling etc...”

Moving away from packaged foods
altogether

“Governments shouldn’t have to create laws.
The companies should see it as a moral duty.”

“I don’t think there should be any link between
TV/film characters and food. They have no
place on packaging. Packaging should merely
tell us what’s in a product - like the plain
packaging ban on tobacco products.”

The cost of branded child-friendly products

Is a treat a treat?

“Access to healthy food is an issue for some
families as is food security.”

“A treat is no longer a treat, it’s every day
consumption. Our school allows children
to give bags of sweets out when it’s their
birthday but that means every week of term
pretty much there’s sweets, which they should
say no to.”

“These food items with characterisation are
usually higher priced than the supermarket
own brands of the same product. Parents are
already having their budget stretched as food
costs increase and I think these particular
brands are an additional pressure.”
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Conclusions
This survey was the first of its kind and has
collected the views of a range of parents and
carers across the UK regarding the use of
child-friendly characters on food and drink
packaging. There are some limitations to the
survey, which can be found at the start of the
Appendices.
The association of cartoon characters with
HFSS food and drink must end.
Firstly, the survey demonstrates that there is
a clear and overwhelming agreement from
parents that the use of cartoon characters on
HFSS food and drinks must end. This report
provides a significant catalogue of frustrations,
opinions and reasons why these characters
should not be displayed on HFSS food and
drink packaging. Parents told us that such
products are much more popular with their
children owing to their attractive packaging
that children would consistently choose if
they had the choice. Parents also suggested
this can cause issues including pester power
(resulting in conflicts and disagreements),
influence on children’s food and brand
preferences, and can therefore pose a barrier
to healthy eating, given that these characters
are in the majority found on HFSS products
(as suggested by parents but also reported in
other research31). As a result, parents felt that
measures to remove these characters from
less healthy food and drink would help them
in providing a healthy diet for their children.

Parents accept their responsibility, but want
the food and marketing industry and the
Government to play their role too.
Ultimately, parents felt that the responsibility
for such measures lie with the food industry
and that changes should be made specifically
to the retail supermarket environment to
stop promoting these products. They tell us
they find supermarket shopping with their
children stressful, and deliberate placement
of child-friendly treats and snacks make their
job much harder. Parents also supported
Government action to introduce legislation

to stop industries creating and using child
friendly characters on HFSS products.
Some parents did ultimately think that they
themselves have a role to play in not buying
these products – in the context of addressing
obesity, we agree that parents have a role and
responsibility to play along with a wide range
of stakeholders, from national Government, to
local councils, to supermarkets to health care
professionals.

Parents question whether any foods should
be marketed or packaged to appeal to
children, except for special occasions.
Some parents told us they would like to see
all associations – not just the unhealthy ones
– with food and drink ended. They also want
clear information on product packaging, not
marketing gimmicks that mislead them into
thinking a product is suitable for a child, when
it may not be.
Other parents believe there is a role for
children’s characters to play in encouraging
healthy eating habits and trying new products
and would like to see more association with
healthier products.
Whilst there was support for the use of childfriendly characters on fruit and vegetables
from parents, there were also many who felt
we need to move away from food and drink
packaging altogether owing to concerns
around sustainability and the amount of
packaging associated with our grocery shop.
Some parents did however feel an exception
in the use of child-friendly characters could
be made for special occasions, where they are
one-off celebrations, such as a child’s birthday
cake, for example.
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Recommendations
Our parent-informed recommendations to the
Government and food industry include:

For Industry:

For Government:

•• All remaining supermarkets plus brand

•• Introduce new regulations to restrict

manufacturers who have not already
pledged to do so, should immediately
remove all child-friendly cartoon
characters from all breakfast cereals.

•• All food and drink manufacturers, retailers

and out-of-home companies should adopt
a clear commitment to remove cartoon
characters from any HFSS product.

•• All companies licensing the use of child-

friendly TV/film or cartoon characters
should adopt clear health and nutrition
guidelines that ensure their characters are
never associated with any HFSS product
as defined by the Government’s Nutrient
Profile Model, or any product carrying a red
nutritional label.

•• Supermarkets should stop putting

unhealthy products designed to appeal to
children at their eye level on shelves, or at
tills, aisle ends and store entrances.

•• All companies should immediately adopt
front-of-pack colour coded nutritional
labels so that parents can easily identify
products high in fat, salt and sugar.
Companies licensing the use of their
intellectual property to food and drink
brands should make this a condition of
usage on packaging.

•• Without increasing use of packaging, food

and drink manufacturers and retailers,
entertainment companies and broadcast/
online platforms should continue to invest
in and support information and in-store
campaigns to encourage children to
choose healthier products such as fruit and
vegetables.
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supermarket promotions for all HFSS
products at checkouts, aisle ends and store
entrances.

•• Close the loophole in CAP Regulations on

the marketing of HFSS products to under
16s, which currently exempt brand mascots
from rules applying to licensed TV and film
characters.

•• Use forthcoming consultations on

improving health and nutritional labelling
and packaging information rules, to
examine the evidence and explore policy
options for restricting the use of child
friendly characters on packaging of HFSS
food and drink, especially in early years.

•• Recognise parents’ concern at the

association between advertising and
in-store marketing and packaging,
immediately introduce a 9pm watershed
for the advertising of all HFSS products,
and equivalent extended restrictions online
and in non-broadcast media.

•• Introduce mandatory Front-of-Pack colourcoded nutritional labelling, drawing on
available evidence on the effectiveness and
impact of different labelling approaches
used in the UK and the rest of the world.

•• To support parents in educating children
about healthy eating, the active delivery
of food and nutrition education, which is
already a mandatory part of the school
curriculum, should form part of official
inspection regimes, and be adequately
resourced. Curriculum guidelines should
include educating children about
marketing tactics and devices used by
food and drink companies aimed at
encouraging children, young people and
their parents to purchase and consume
their products.
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Appendix: Survey questions and data
Please note that the questions below do not represent all the questions in the survey and are
listed to provide the raw data for questions to referred to in the results section.
Figure 3, page 10
Q: Imagine you are in a supermarket alone and on your shopping list is yogurts for the kids.
Assuming they are all a similar price, which of the four products below would you choose?
PARENTS: Type of yogurt

%

(n=611)

Nestle Munch Bunch Fromage Frais

11.46%

70

Paw Patrol Fromage Frais

5.24%

32

Unbranded Fromage Frais

30.93%

189

9.0%

55

19.48%

119

I would choose the cheapest

11.13%

68

Other

12.77%

78

Peppa Pig Fromage Frais
I wouldn't choose any

Figure 4, page 11
Q: Why is that? Tick all that apply.

Total (n=333)

Nestle Munch
Bunch (n=68)

Paw patrol
(n=31)

Peppa Pig
(n=52)

Unbranded
(n=181)

My child would
ask me for it

23.1% (n=77)

17.6% (n=12)

58% (n=18)

55.7% (n=29)

9.9% (n=18)

I prefer the
product

14.1% (n=47)

22% (n=15)

3.2% (n=1)

1.9% (n=1)

16.5% (n=30)

15% (n=50)

32.3% (n=22)

6.4% (n=2)

23% (n=12)

7.7% (n=14)

It looks
healthier

33.3% (n=111)

20.5% (n=14)

3.2% (n=1)

3.8% (n=2)

51.9% (n=94)

The product
is cheaper or
better value

24.9% (n=83)

4.4% (n=3)

6.4% (n=2)

5.7% (n=3)

40.8% (n=74)

My child prefers
the taste

9.9% (n=33)

29.4% (n=20)

9.6% (n=3)

9.6% (n=5)

2.7% (n=5)

My child would
prefer the
packaging

25.2% (n=84)

16.1% (n=11)

77.4% (n=24)

73% (n=38)

6% (n=11)

It’s a brand I
always/regularly
buy
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Figure 3, page 10
Q: Now put yourself in your children's shoes. Which of these products is most likely to appeal to
them?
CHILDREN: Type of yogurt

%

(n=587)

15.5%

91

Paw Patrol Fromage Frais

38.84%

228

Unbranded Fromage Frais

1.7%

10

Peppa Pig Fromage Frais

39.01%

229

They wouldn't appeal to them

4.94%

29

Nestle Munch Bunch Fromage Frais

Figure 7, page 14
Q: Imagine you are in a supermarket alone and on your shopping list is breakfast cereals for the
kids. Assuming they are all a similar price, which of the four products below would you choose?
PARENTS: Type of cereal

%

(n=374)

Kellogg's Disney Incredibles Cereal

2.94%

11

Harvest Morn Crisp Rice

8.29%

31

Unbranded Rice Snaps

25.67%

96

Kellogg's Rice Crispies

22.99%

86

I wouldn't choose any

20.05%

75

I would choose the cheapest

10.7%

40

Other

9.36%

35
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Figure 8, page 15
Q: Why is that? Tick all that apply.

Total (n=220)

Kellogg’s
Disney
Incredibles
(n=11)

Harvest Morn
Rice Krispies
(n=31)

10% (n=22)

44.4% (n=4)

6.4% (n=2)

13.9% (n=12)

4.2% (n=4)

I prefer the
product

20.4% (n=45)

11.1% (n=1)

0% (n=0)

34.8% (n=30)

14.8% (n=14)

It’s a brand I
always/regularly
buy

33.1% (n=73)

0% (n=0)

35.4% (n=11)

55.8% (n=48)

14.8% (n=14)

It looks
healthier

13.1% (n=73)

11.1% (n=1)

6.4% (n=2)

9.3% (n=8)

19.1% (n=18)

The product
is cheaper or
better value

41.3% (n=91)

0% (n=0)

58% (n=18)

0% (n=0)

77.6% (n=73)

My child prefers
the taste

15.4% (n=34)

33.3% (n=3)

12.9% (n=4)

27.9% (n=24)

3.1% (n=3)

My child would
prefer the
packaging

8.1% (n=18)

66.6% (n=6)

3.2% (n=1)

10.4% (n=9)

2.1% (n=2)

My child would
ask me for it

Kellogg’s Rice Unbranded rice
Crispies (n=86) snaps (n=96)

Figure 7, page 14
Q: Now put yourself in your children's shoes. Which of these products is most likely to appeal to
them?
CHILDREN: Type of cereal

%

(n=365)

56.71%

207

Harvest Morn Crisp Rice

5.21%

19

Unbranded Rice Snaps

2.47%

9

Kellogg's Rice Crispies

27.12%

99

They wouldn't appeal to them

8.49%

31

Kellogg's Disney Incredibles Cereal
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Figure 11, page 18
Q: Thinking not just about your own experiences, but those of parents more generally, do you
think the use of cartoon and TV characters on children’s food and drink packaging makes it
more likely for children to... (Please tick all that apply)
Impact on children

%

(n=708)

53.39%

378

91.1%

645

Try a product which they would otherwise
refuse to eat

51.84%

367

Refuse to eat/drink other options

33.62%

238

Ask for the brands associated with the
character

61.58%

436

4.6%

33

Eat the product
Ask for the product

Other (please explain)

Figure 12, page 23
Q: Please state if you agree or disagree with the use of child-friendly characters on the
following products.

Total
(n=220)

Kellogg’s
Disney
Incredibles
(n=11)

Harvest
Morn Rice
Krispies
(n=31)

Kellogg’s
Rice Crispies
(n=86)

Unbranded
rice snaps
(n=96)

47.7%
(n=338)

21.1%
(n=150)

15.6% (n=111)

6.7% (n=48)

8.6% (n=61)

Snacks and sweets (crisps,
sweets and chocolate)

1.6% (n=12)

2.6% (n=19)

11.5% (n=82)

30.1%
(n=213)

53.9%
(n=382)

Any product that is high
in fat, sugar and/or salt or
carrying a red traffic light
food label

2.4% (n=17)

1.4% (n=10)

6.7% (n=48)

24.5%
(n=174)

64.8%
(n=459)

Everyday store cupboard
essentials (baked beans,
and pasta shapes)

8.1% (n=57)

24.7%
(n=175)

34.4%
(n=244)

16.3%
(n=116)

16.3%
(n=116)

One-off celebration/
seasonal items (e.g.
birthday, Easter,
Hallowe’en, Christmas)

11.5% (n=82)

38.5%
(n=273)

27.5%
(n=195)

9.8% (n=70)

12.4%
(n=88)

33.3%
(n=236)

32.1%
(n=227

17.2%
(n=122)

8.7% (n=62)

8.6% (n=61)

Fruit and vegetables

Healthier snack products
(nuts, dried fruit and low
salt savoury snacks)
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Figure 13, page 21
Q: Please state whether you agree or disagree with the following measures.

Strongly
agree

Agree

Neither
agree nor
disagree

Disagree

Strongly
disagree

The companies who make
cartoons (eg. Disney,
Nickelodeon) should
only allow food and drink
companies to use their
children’s characters on
healthy products

49.4%
(n=350)

27.9%
(n=198)

13.9% (n=99)

5.1% (n=36)

3.5% (n=25)

Food and drink
companies should stop
creating and using childfriendly cartoons on food
and drink packaging,
unless it is a healthy
product (e.g. not high in
fat, sugar and/or salt).

52.9%
(n=375)

30.2%
(n=214)

11% (n=78)

3.9% (n=28)

1.8% (n=13)

Government should
create new laws to
stop companies using
child-friendly cartoon
characters on any
unhealthy or junk food.

63.5%
(n=450)

20.7%
(n=147)

9.4% (n=67)

4.2% (n=30)

1.9% (n=14)

34% (n=241)

34% (n=241)

22% (n=156)

7.2% (n=51)

2.6% (n=19)

Schools should do more
to educate parents and
children about healthy
food and drink

37.1%
(n=263)

32.9%
(n=233)

20.7%
(n=147)

7% (n=50)

2.1% (n=15)

Supermarkets should
stop putting unhealthy
products designed to
appeal to children at their
eye level on shelves, or at
tills and checkouts.

68.7%
(n=487)

21.7%
(n=154)

6.7% (n=48)

1.9% (n=14)

0.7% (n=5)

Parents should just say no
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