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HOW MANY JUNK FOOD ADS DO
CHILDREN SEE A DAY?



CHILDREN’S EXPOSURE TO UNHEALTHY
COMMODITY MARKETING BY
CATEGORY/DAY
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WHO OWNS THE PRODUCTS?



RESULTS (I1): UNHEALTHY FOOD MARKETING
FROM TRANSNATIONAL COMPANIES

Other brands
44%

Coca-Cola
Amatil

All unhealthy food marketing

Mondelez
10%

. Suntory (Frucor)

Mars, Incorporated

PepsiCo
4%
Nestle Unilever
The Kellogg 3%

Company 2%
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WHAT ABOUT ONLINE?



KIDS ONLINE
AOTEAROA
RESEARCH

* 156 |2-year-old children
in Wellington recorded
online activity using
Zoom screen-recording

* Libby McNaughton junk
food marketing online

* Pilot study manual
coding 24 children

Objective Assessment of the Nature and Extent of Children’s
Internet-Based World: Protocol for the Kids Online Aotearoa Study
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INITIAL FINDINGS - HEALTHFULNESS

Healthfulness of children’s online exposure to food marketing/hr online.
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INITIAL FINDINGS - PLATFORM

hildren’s exposure to food marketing online, by platform

Food marketing
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CHILDREN TELL US THE
IMPACT

Prime Minister for a day:
children’s views on junk
food marketing and what to
do about it

Louise N Signal, Gabrielle LS Jenkin, Michelle B Barr, Moira Smith,
Tim J Chambers, Janet Hoek, Cliona Ni Mhurchu

They see the marketing
everywhere, they know the
marketed food is unhealthy, but
the marketing makes them feel
hungry and desire the food, which
many go on to buy, despite
knowing that it is unhealthy. Many
children agree junk food should
not be marketed to children & 2/3
would do something about it if
they were PM for a day.



Children saturated with junk food marketing
|00+ ads/day

8 transnational corporations largely
responsible

CONCLUSION This research enables adults to see what the
children see & hear to what they say

Tobacco marketing eliminated by
comprehensive government regulation

Let’s do it for alcohol, gambling & junk food.
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