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Abstract: Exposure to the marketing of unhealthy foods and beverages is a widely acknowledged
risk factor for the development of childhood obesity and noncommunicable diseases. Food marketing
involves the use of numerous persuasive techniques to influence children’s food attitudes, preferences
and consumption. This systematic review provides a comprehensive contemporary account of
the impact of these marketing techniques on children aged 0–18 years and critically evaluates the
methodologies used. Five electronic academic databases were searched using key terms for primary
studies (both quantitative and qualitative) published up to September 2018; 71 eligible articles were
identified. Significant detrimental effects of food marketing, including enhanced attitudes, preferences
and increased consumption of marketed foods were documented for a wide range of marketing
techniques, particularly those used in television/movies and product packaging. Together, these
studies contribute strong evidence to support the restriction of food marketing to children. However,
the review also signposted distinct gaps: Firstly, there is a lack of use of qualitative and physiological
methodologies. Secondly, contemporary and sophisticated marketing techniques used in new media
warrant increased research attention. Finally, more research is needed to evaluate the longer-term
effects of food marketing on children’s weight.
Keywords: systematic review; food marketing; childhood obesity; marketing techniques; vehicles
of marketing

1. Introduction
Globally, the prevalence of overweight and obesity has risen dramatically amongst children
aged 5–19 years, from 4% in 1975 to 18% in 2016 [1]. As obesity in childhood is known to track into
adulthood [2], this highlights a cohort of 41 million children with the potential to become adults
with overweight and obesity with serious implications for health. Obesity, a disease in itself, is
also a modifiable behavioural risk factor for long-term noncommunicable diseases (NCDs), such as
cardiovascular diseases and some cancers [3,4]; thus, early intervention is critical.
Obesity is arguably a natural response to the modern food environment [5], where the marketing
and advertising of inexpensive, highly palatable, energy-dense foods and beverages is omnipresent [5,6].
The techniques used to market unhealthy foods to children are extensive, sophisticated and persuasive [7,8]
and target different vehicles of promotion (e.g., television) via varying marketing techniques (e.g.,
product placement). Analysis of children’s environments indicates persuasive marketing has a
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particularly strong presence on television [9], websites [10] and games [11] and extends its promotion
to supermarkets [12] and outside schools [13], resulting in minimal uncommercialised space.
Children are particularly susceptible to persuasive messages used in marketing communications,
as their cognitive development (cognition that allows one to recognise the selling and persuasive
intent of marketing communications) is relatively limited [14]. For example, young children in the
‘pre-cognition’ stage of cognitive defence are unable to differentiate television advertising and television
programme content [15]. Children are more likely to interpret marketing as factual [16]. Younger
children are known to interpret advertising as assistive information to ensure they are up-to-date
with what is available in the shops [16]. Therefore, it could be argued marketing exploits children’s
cognitive limitations and so is both inherently unfair [17] and a breach of children’s rights to appropriate
information as stated in Article 17 of the United Nations Convention for the Rights of the Child [18].
Acute and accumulative exposures to food marketing influence children’s thoughts and behaviours,
in particular, their attitudes, preferences and consumption of unhealthy commodities [19–21].
These factors are key components of a cascade of effects of marketing that may lead to childhood
overweight [22]. The most recent systematic assessment of the evidence on all three of these proximal
outcomes, published in 2013, included literature up to 2009 [23]. Thus, there is nearly a decade of new
research to be evaluated. Moreover, previous studies have noted methodological gaps in the body
of evidence, such as a need for child-appropriate study measures and in-depth qualitative data to
complement quantitative information [22]. Recent meta-analyses focused on consumption outcomes
also noted substantial methodological heterogeneity for the quantitative studies [20,24].
Therefore, this review aimed to provide a contemporary account of the impact of food marketing
on children’s food attitudes, preferences and consumption. It also aimed to explore the methodologies
used in the identified studies to determine salient gaps in the research. The key areas of enquiry in this
review informed the following research questions:
(1)
(2)
(3)

What are the impacts of different food marketing techniques on children’s (0–18 years) food
attitudes, preferences and consumption?
What methodologies and marketing techniques have been studied to evaluate the impact of food
marketing on children’s (0–18 years) food attitudes, preferences and consumption?
Are there opportunities to further explore the impact of food marketing techniques on children’s
(0–18 years) food attitudes, preferences and consumption?

2. Materials and Methods
The systematic review protocol was registered with the PROSPERO International Prospective
Register of Systematic Review [25] prior to inception (ID CRD42018107429) and is reported in accordance
with the Preferred Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA) [26]. The lead
researcher (RS) independently searched the following five academic electronic databases during
September 2018: SCOPUS (https://www.scopus.com/), PsycINFO (http://www.apa.org/pubs/databases/
psycinfo/index.aspx), MEDLINE (https://www.ncbi.nlm.nih.gov/pubmed/), Business Source Complete
(https://www.ebsco.com/products/research-databases/business-source-complete), and Web of Science
(http://apps.webofknowledge.com). The following Boolean search strings were used: (market* OR
persua* OR advert* OR commercial OR promot* OR technique OR brand*) AND (child* OR adolescen*
OR “young people” OR teen OR “junior high” OR “primary school” OR “high school” OR “secondary
school” OR youth OR boys OR girls OR camp OR parent*) AND (food OR drink OR beverage OR snack
OR juice OR soda NOT alcohol*) AND (consum* OR attitude OR choice OR intake OR prefer*). Articles
were required to adhere to the following criteria: They were peer-reviewed journal articles, published
in English, and were published in the period 1970–2018. Whilst the review focused on outcomes
measured in 0–18-year-olds, parents were included in the search terms to account for studies in which
they may have responded on behalf of young children or completed assessments/questionnaires.
A manual search of reference sections in eligible articles supplemented the formal electronic searches.
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2.1. Study Selection
Eligibility criteria required primary research that explored the influence of one or more marketing
technique(s) on one or more of children’s (0–18) attitudes, preferences or consumption of food or
beverages. Criteria extended to both quantitative and qualitative primary studies to capture all
methodologies. Figure 1 illustrates the systematic literature search. Potential material was exported
into EndNote X8 [27], and duplicates were removed. The lead reviewer (RS) prescreened the title and
abstract of the identified references for relevance. Secondary studies such as systematic reviews and
content analysis articles were not included. Exclusion criteria precluded studies that: Focused on
examining marketing techniques to promote good nutrition or studies focused on outcomes other than
attitudes, preference or consumption such as purchasing requests or body weight. Two independent
reviewers (RS and a research assistant) assessed each of the full-text articles against the inclusion and
exclusion criteria. A third reviewer (BK) was consulted when there were discrepancies between the
two reviewers, and a consensus was reached through discussion.

Identification

Records identified through data base search (n
= 18,878)
Scopus (n = 2986)
Web of Science (n = 5288)
PsycINFO (n = 3529)
MEDLINE (n = 6052)
Business Source Complete (n = 1023)

Screening

Duplicates removed (n = 9374)
Records screened (n = 9504)

Eligibility

Records excluded after primary
screening of titles/abstracts (n = 9416)

Included

Full-text articles assessed for
eligibility (n = 88)

Additional records identified
through reference list of fulltext articles (n = 2)

Full-text articles excluded with
reasons (n = 19)
- Focus on exploring healthy
food consumption and
behaviours only (n = 16)
- Not enough information
available (n = 1)
- Not specific to food (n = 1)
- Only based on attention to
food cues (n = 1)

Studies included in review (n = 71)
Figure
1. PRISMAflow
flowchart
chart of
of the systematic
literature
search.
Figure
1. PRISMA
systematicreview
review
literature
search.

3. Results
The database searches identified 18,878 records, of which 9504 remained after the removal of
duplicates. Seventy-one articles met the inclusion criteria (see Figure 1).
3.1. Marketing Techniques Evaluated
Six key marketing techniques and platforms for marketing were identified (broad topics
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2.2. Data Extraction
RS and a research assistant extracted and recorded data in a tabulated summary. Details recorded
included the date, location, objectives, study design, sample size, demographics, procedure, main
marketing technique evaluated, outcome measures, and primary outcomes. Due to the heterogeneity
of the studies, a qualitative narrative synthesis was used to communicate the overall conclusions
of the studies. RS and a research assistant both separately conducted a quality assessment on the
selected articles using the NIH (National Institute of Health) tools [28] for quantitative studies, and the
CASP (Critical Appraisal Skills Program) [29] for qualitative studies. Each appraisal tool assessed four
domains: Study setup, participant selection, assessment and data analysis, and each study was given a
rating of either good, fair or poor.
3. Results
The database searches identified 18,878 records, of which 9504 remained after the removal of
duplicates. Seventy-one articles met the inclusion criteria (see Figure 1).
3.1. Marketing Techniques Evaluated
Six key marketing techniques and platforms for marketing were identified (broad topics included:
Television/movies, packaging, digital games, endorsers, print advertising and the internet). Table 1
documents the outcomes assessed; outcomes spanned the three proximal outcomes of interest and the
outcome ‘preference’ included studies which assessed preference by choice from a selection of items.
More detailed data extraction tables are included in the Supplementary Tables S1–S6.
Table 1. Marketing technique or vehicle of marketing studied, outcome(s) assessed and the quality of
the evidence.
Marketing Technique or
Vehicle of Marketing

Outcome Assessed
Attitudes

Preferences (including Food Choice)

Consumption

Television commercials for
unhealthy products

[30–35]

[31,32,34–51]

[31,35,44–47,52–58]

Product placement/movie tie-ins

[59,60]

[59–62]

[57,60]

[63–66]

[50,64,65,67–71]

[71]

[72,73] [74]qual

[75,76]

Television/Movies

Packaging
Promotional characters
Branding
Toys

[77,78]
[67,79–81] [82]qual

Labelling/colour
Digital games
Advergames

[33,34,83–88]

[34,84,85,87,89,90]

[58,84,87,88,91,92]

[66]

[79]

[93]

Endorsers
Celebrities
Animated characters

[90]

Print advertising
Magazines

[94]qual [95]

[95,96]

Internet
Social media

[49]

Online advertisements

[97]

This table contains both quantitative and qualitative studies. Qualitative studies are indicated by ‘qual’.
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3.2. Description of Studies
Study participants’ ages ranged from 2–17 years, and nearly all studies used a mixed-sex sample,
with the exception of one study that was males only [44]. The majority of studies were conducted
in North America (n = 23), followed by the UK (n = 14), Australia (n = 9), the Netherlands (n = 6),
Canada (n = 4) and 12 other countries. Sixty-eight studies used a quantitative methodology and three
studies used a qualitative methodology (indicated in Table 1). The quantitative studies employed
either between subjects (n = 52) or within subjects (n = 16) designs. A majority of the quantitative
studies measured acute (one-time) exposures to food advertising (n = 62), and a few investigated the
impact of cumulative food marketing exposure (n = 6), with exposure periods ranging from 2–16 days.
The three qualitative studies implemented interviews with friendship pairs [94] and one-on-one
interviews [74,82].
3.3. Coverage and Impact of Marketing Techniques
Table 1 indicates the three most commonly studied marketing techniques involved television/movies
(n = 36), packaging (n = 22) and digital games (n = 13). The impact of television commercials,
particularly the influence of exposure on preferences and consumption, had been studied the most
(n = 31). Common outcomes of exposure to television and movie marketing of unhealthy foods
included consuming significantly more advertised and non-advertised food (relative to those who were
not exposed or were shown healthier alternatives/nonfood advertisements) and increased positive
attitudes toward and more frequent choices of the advertised food or unhealthier foods. For example,
a television commercial study, deemed to be of high quality, embedded food or toy commercials into a
television programme and provided participants with the opportunity for ad libitum snacking during
the show with the inclusion of the advertised food [56]. It revealed that participants who viewed the
food advertisements consumed an average of 48 kilocalories more of the advertised food than those
who viewed toy advertisements (p < 0.01) [56].
A substantial number of studies on the influence of packaging were identified, particularly with
a focus on preference (including food choice) (n = 22). Many of these studies demonstrated the
persuasive nature of promotional characters and labelling used on the packaging of food products.
For example, a study (given a high-quality rating in this review) asked children to rate their taste
preferences and preferred snack choice for three matched food pairs, presented either with or without
brand-equity characters (characters developed specifically to represent a brand) on the packaging [64].
Children were significantly more likely to prefer the taste (p < 0.1) and were more likely to choose the
item in packaging with these characters (73% of children) compared with a matched food without the
characters (p < 0.001) [64].
The impact of digital games was the third most frequently evaluated marketing technique (n = 13)
and was explored chiefly by exposing children to advergames. Advergames provide a brand-rich
video game environment [98], where the brand and/or product is a prominent feature [99]. They
have become a popular platform for advertisers to connect with children online [100]. The evidence
base for the influence of food marketing within advergames has a nearly equal number of studies
for the measurement of all three outcomes. The studies used advergames with durations ranging
from 2–12 min, commonly followed by an assessment for attitudes and the opportunity for ad libitum
snacking. The marketing of unhealthy foods through advergames significantly increased children’s
consumption of unhealthy food (p < 0.03) [84], and when children were exposed to both advergames
and television commercials, advergames generated the most positive brand attitudes (p < 0.001) [34].
Some of the studies in Table 1 also investigated factors that may mediate the impact of marketing
techniques such as: A protective message [91], attentional bias [92], weight status [47,75], genetics [56],
parental influence [40,41,54], developmental stage and gender [38,40] and health knowledge [39]. These
studies indicated a fast latency of initial fixations to food cues (p = 0.05), heavier weight status (p = 0.05
and p = 0.04) and FTO risk alleles (p = 0.02) all increased food consumption in children [47,56,75,92].
Food marketing was also more likely to influence the food preferences of boys than girls (p = 0.03) [38].
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Some findings showed a moderating impact of and the activation of health knowledge [39] (p = 0.03),
but overall, the influence of food marketing was not mediated by a protective message (Dutch children
p = 0.1 and Spanish children p = 0.2) [91], parental influence (p > 0.05, p > 0.05 and p = 0.7) [40,41,54] or
age (p = 0.3) [38].
3.4. Gaps in Marketing Techniques Explored
Fewer studies investigated the impact of endorsers (n = 4), print advertising (n = 3) or the internet
(n = 2), and only one study measured the outcome of consumption. The sole study that explored the
impact of endorsers on consumption was given a high-quality rating in this review and found the
presence of a sports endorser led children to consume significantly more food than children who were
not exposed to the endorsed material (p < 0.001) [93]. The available studies on print advertising and
the internet predominantly revealed a strong influence of these techniques on children’s attitudes
and preferences. For example, one study (given a fair rating in this review) investigated the impacts
of magazine advertisements and found children exposed to food advertisements in the magazines
were more likely to choose the advertised items when making a subsequent food choice compared
to those who saw no food advertising (p = 0.04) [95]. Two studies explored the impact of internet
advertisements and the use of social media but revealed mixed findings on the influence on children’s
preferences (p < 0.001) [49] and food choice (p = 0.6) [97]. Lastly, it is worth noting that whilst there
were more studies focused on the influence of digital gaming, the methodology used was limited
because only exposure to advergames was measured, i.e., investigating the impact of exposure to
games with food or brands embedded into the game itself (presence or absence). Thus, no research
investigated other techniques used in online games played by children.
3.5. Design and Methodological Gaps
Many of the studies took similar approaches to the measurement of attitudes, preferences and
consumption, such as administering questionnaires or scales, allowing the participants to make a
real or hypothetical food choice, and measuring ad libitum intake of provided foods. Very few
studies investigated these outcomes using extraneous methods, such as measuring physiological
outcomes of exposure. Three studies implemented additional measures to investigate the potential
mechanisms underpinning exposure effects [37,69,92]. For example, eye-tracking has been used to
measure attentional bias, in which an interaction between the type of advergame and the latency of
initial fixation to food cues influenced consumption of snacks [92]. Children with a faster latency
of initial fixations in the energy-dense advergame had a higher total intake (189.2 kcal) than those
who played the nonfood advergame (131.2 kcal) (p < 0.05) [92]. Functional resonance imaging has
also been applied as a measure to understand food choice. It has shown increased brain activity in a
reward region of the brain when children were making food choices after food marketing exposure
(p < 0.05) [37].
The review identified a strong emphasis on quantitative studies, with only three qualitative studies
available [74,82,94]. A study given a high rating in this review used friendship pairs and revealed that
children claimed to like licensed characters on products because “all my favourite stuff is on it” [94].
This is a useful insight and could be used, for example, in complementing the experimental studies
that have shown promotional characters are influential on children’s preferences [64,65,68,69,71].
There was a deficiency of studies that explored the long-term impact of marketing techniques
on any outcome (n = 6). One study, given a high rating by this review, exposed children to either
television commercials or a combination of television commercials plus advergames (multimedia) over
a period of 6 days [58]. This study successfully detected that children did not compensate for eating
more after exposure to advertising, leading to an additional daily food intake of 194kj (p < 0.001) [58].
It revealed all children in the multiple-media condition ate 182kJ more (p < 0.01) compared to children
who were exposed to a single-media source [58].
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The majority of the studies in this review investigated the influence of marketing unhealthy food
products using stimuli selected by the researchers (n = 70). This did not guarantee the stimuli used
would appeal to the participant sample. Studies often used well-known brands and marketing content
commonly used to promote to children, such as that retrieved from well-known advertisements, shown
during television hours popular with children. Only one study showed the participants a selection of
brands and asked them to identify the brands they had an interaction or connection with in the real
world, which were then used as the study stimuli [65]. Even in this case, the researchers had decided
the selection of brands from which the children would choose. Similarly, few studies used brands
assumed to be unfamiliar to the children (n = 2), demonstrated to be useful to investigate the effect of
exposure in the absence of existing associations or preferences.
4. Discussion
Overall, the identified studies present a strong, comprehensive body of evidence demonstrating the
powerful influence of food marketing exposure. The studies also identify the influences on children’s
attitudes, preferences and consumption of the vehicles of promotion and associated techniques,
particularly with regard to television commercials, and the marketing techniques used in packaging
of products. The review signposts the vehicles of promotion and marketing techniques that require
further assessment and the importance of further research to strengthen the current body of evidence.
A lack of evidence linking food marketing to childhood obesity is an oft-cited reason, by both
governments [101,102] and the food industry [103], for the limited action to restrict children’s exposure
to unhealthy food marketing. This review of the body of evidence indicates otherwise. It has
documented a strong link between food marketing to childhood obesity. The findings of this review
support further restriction of food marketing to children as a key solution for the management of
childhood obesity [21,104].
4.1. Strengths and Weaknesses of Selected Studies
The majority of the reviewed studies were assigned either good or fair ratings. The studies’
main strengths were in the exposure and assessment methods used. Their weaknesses were most
visible in the participant sample used (i.e., not using random sequence generation, a less-generalisable
sample, and nonreporting of sufficient statistical power in the sample size). There is a possibility
of publication bias that studies which did not find any signification associations may not have been
published; however, evidence shows that this was formally tested with intake studies in 2016 and no
evidence was found of publication bias [20].
4.2. Priority Areas Identified for Future Research
This review identified areas of future research to strengthen the body of evidence. These consisted
of additional methodology and additional marketing techniques which are detailed in Table 2.
Marketing communications aim to influence children’s thoughts and behaviours via both the
implicit and explicit memory; thus, some messages are consciously recognised when processed,
and some are processed automatically without conscious awareness. Therefore, for researchers seeking
to quantify the behavioural impact of marketing, it is crucial that the methodology used be appropriate
to the type of exposure assessed and the relevant measurable outcome. For example, for overt
marketing, it may be most appropriate to capture explicit articulation or attitude ratings, but with
covert marketing exposure, it may be beneficial to observe physiological behavioural responses. This is
especially relevant as studies noted an increasing use of marketing techniques designed to influence
children’s implicit memory [105,106]. Research into these implicit and physiological responses is
extremely valuable for expanding knowledge about the individual and automatic responses food
marketing can prompt. Research with children, who may have more difficulty expressing themselves
than adults [107,108], requires appropriate methodology and the use of a range of implicit and explicit
techniques to ensure findings are not reliant on the children explicitly expressing their reaction.
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Such studies are vital for attaining a holistic understanding of the impact of food marketing on children.
In this review, very few studies implemented a physiological measure to evaluate the implicit influence
of food marketing. This is a notable gap in the available evidence.
Table 2. Research gaps to be addressed in future studies.
Additional Marketing Techniques

Additional Methodology
Explicit and implicit techniques. These may involve:

Contemporary marketing techniques and
vehicles of marketing:
-

Social media
Internet advertising
Advertising in online games (i.e.,
pop-up advertisements)
Other new media

-

Qualitative methods
Child-centred methods
Physiological methods

Stimuli
-

Stimuli informed by participants
Unfamiliar stimuli

Exposure duration
-

Accumulative exposures

It is also necessary, particularly when conducting research with children, to explore motivations
and reasoning through means other than experimental studies, for example, with the use of
qualitative studies. Qualitative and child-centred methodology can help children to feel meaningfully
involved [109] and may allow researchers to tease apart what specific aspects of marketing resonate
most with children. This review only identified three studies that used qualitative methodology.
Future research incorporating more qualitative research will add greater insight and weight to the
body of evidence.
In all studies, researchers had deemed the exposure stimuli as potentially appealing to children.
The materials were often popular global or national brands children were likely to have seen before.
This highlights an opportunity for future research. Firstly, children have been described as ‘experts
in their own lives’ [110] and may be the most accurate source for determining appropriate stimuli,
especially for studies that seek to measure the impact of exposure so as to contribute to policy evidence
at a global level. This is not to say the studies made a mistake in choosing the stimuli, but more studies
should champion the use of stimuli informed by the participants, in turn using brands and products
considered most relevant to their participants. Secondly, a majority of studies used brands assumed
popular with and recognisable by with children. Using unfamiliar brands ensures measurement of
exposure outcomes occurs in the absence of existing brand associations and preferences. Future research
should also seek to use unfamiliar or mock food brands as stimuli.
Furthermore, future research should measure the impacts of accumulative exposure, reflective
of the longer-term effects of food marketing and children’s exposure to repeated promotions
in real life. Two studies in this review investigated whether or not children compensate for
advertising-induced snack consumption at subsequent meals [52,58]. The results identified potential
links between advertising and longer-term body weight and health outcomes, evidence vital for informing
global policymaking.
Additional marketing techniques for future research foci are of a contemporaneous nature, which
likely explains why new media appear to be an understudied area of food marketing. Content analyses
examining digital platforms have discovered a vast amount of marketing on popular children’s
websites [111,112] and food brand websites [112,113]. However, this review identified very few
studies explored the effect of marketing on websites or other digital platforms. The studies exploring
social media and internet advertisements found these forms of marketing to children had detrimental
consequences for dietary health, and this warrants further research. This is not without methodological
and ethical challenges that make identifying and replicating what children are exposed to online
a hurdle to overcome [114], yet the evidence generated is imperative for informing contemporary
global policymaking.
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Further to a need for more research into the digital environment, there was a bias identified in
the approach studies used to measure the influence of online games, as all studies implemented an
advergame model. Advergames are very common [115] and are very influential on children, if not more
influential than television commercials when compared on the same participants [34,58]. Therefore,
understanding and recognising their influence is vital. However, children are not thought to spend
much of their online time on food brand websites where advergames are housed [116]. It is believed
“gaming” as an online phenomenon is on the rise [117], and the games children play contain numerous
contemporary advertising techniques, such as pop-up and unlock-to-play advertisements [118]. Future
research should seek to explore these techniques and establish their impacts, to ensure academic
knowledge synchronises with the contemporary marketing environment.
5. Conclusions
This review found a strong body of evidence that exposure to food marketing impacts children’s
attitudes, preferences and consumption of unhealthy foods, with detrimental consequences to health.
Current studies provide valuable insights and provide compelling evidence to support the restriction
of food marketing to children. Future research to explore contemporaneous marketing techniques,
using a wider range of methodologies, could further strengthen this body of evidence.
Supplementary Materials: The following are available online at http://www.mdpi.com/2072-6643/11/4/875/s1,
Table S1: Digital Games, Table S2: Endorsers, Table S3: Internet, Table S4: Packaging, Table S5: Print Advertising,
Table S6: Television/movies.
Author Contributions: R.S., B.K., H.Y., and E.B. contributed to the conceptualisation and methodology of this
research. R.S. and B.K. contributed to the data analysis. R.S. contributed to the writing of the original draft
preparation. B.K., H.Y., and E.B. contributed to the writing review and editing. All authors have approved the
final manuscript.
Funding: This research was funded by the Australian Research Council (LP140100120) and the Cancer Council
NSW (Linkage grant partner).
Acknowledgments: This research was supported by a grant from the Australian Research Council (LP140100120)
and the Cancer Council NSW (Linkage grant partner). We would like to thank our research assistants Nina and
Joao for their time and assistance.
Conflicts of Interest: The authors declare no conflicts of interest. The Australian Research Council played no part
in the conceptualisation or methodology of this systematic review, the drafting of the manuscript or the decision
to submit the paper for publication.

References
1.

2.

3.
4.
5.

6.
7.

Abarca-Gómez, L.; Abdeen, Z.A.; Hamid, Z.A.; Abu-Rmeileh, N.M.; Acosta-Cazares, B.; Acuin, C.; Adams, R.J.;
Aekplakorn, W.; Afsana, K.; Aguilar-Salinas, C.A.; et al. Worldwide trends in body-mass index, underweight,
overweight, and obesity from 1975 to 2016: A pooled analysis of 2416 population-based measurement studies
in 128·9 million children, adolescents, and adults. Lancet 2017, 390, 2627–2642. [CrossRef]
Evensen, E.; Wilsgaard, T.; Furberg, A.-S.; Skeie, G. Tracking of overweight and obesity from early childhood
to adolescence in a population-based cohort—The Tromsø Study, Fit Futures. BMC Pediatr. 2016, 16, 342.
[CrossRef]
World Health Organization. Noncommunicable Diseases: Progress Monitor 2017; Report No.: 9241513020;
World Health Organization: Geneva, Switzerland, 2017.
World Health Organization. Obesity and Overweight; World Health Organization: Geneva, Switzerland, 6
November 2018.
Swinburn, B.A.; Sacks, G.; Hall, K.D.; McPherson, K.; Finegood, D.T.; Moodie, M.L.; Gortmaker, S.L.
The global obesity pandemic: Shaped by global drivers and local environments. Lancet 2011, 378, 804–814.
[CrossRef]
Boyland, E.J.; Whalen, R. Food advertising to children and its effects on diet: A review of recent prevalence
and impact data. Pediatr. Diabetes 2015, 16, 331–337. [CrossRef]
Boyland, E.J.; Halford, J.C. Television advertising and branding. Effects on eating behaviour and food
preferences in children. Appetite 2013, 62, 236–241. [CrossRef] [PubMed]

Nutrients 2019, 11, 875

8.
9.
10.
11.
12.

13.
14.
15.

16.
17.
18.

19.
20.

21.
22.

23.

24.

25.
26.
27.
28.
29.

10 of 14

Boyland, E.; Harrold, J.; Kirkham, T.; Halford, J. Persuasive techniques used in television advertisements to
market foods to UK children. Appetite 2012, 58, 1170. [CrossRef]
Kelly, B.; Smith, B.; King, L.; Flood, V.; Bauman, A.; Smith, B. Television food advertising to children:
The extent and nature of exposure. Public Health Nutr. 2007, 10, 1234–1240. [CrossRef] [PubMed]
Potvin Kent, M.; Pauzé, E. The frequency and healthfulness of food and beverages advertised on adolescents’
preferred web sites in Canada. J. Adolesc. Health 2018, 63, 102–107. [CrossRef]
Lee, M.; Choi, Y.; Quilliam, E.T.; Cole, R.T. Playing With Food: Content Analysis of Food Advergames.
J. Consum. Aff. 2009, 43, 129–154. [CrossRef]
Harris, J.L.; Schwartz, M.B.; Brownell, K.D. Marketing foods to children and adolescents: Licensed characters
and other promotions on packaged foods in the supermarket. Public Health Nutr. 2010, 13, 409–417. [CrossRef]
[PubMed]
Kelly, B.; Cretikos, M.; Rogers, K.; King, L. The commercial food landscape: Outdoor food advertising around
primary schools in Australia. Aust. N. Z. J. Public Health 2008, 32, 522–528. [CrossRef]
Rozendaal, E.; Buijzen, M.; Valkenburg, P. Comparing Children’s and Adults’ Cognitive Advertising
Competences in the Netherlands. J. Child Media 2010, 4, 77–89. [CrossRef]
Carter, O.B.; Patterson, L.J.; Donovan, R.J.; Ewing, M.T.; Roberts, C.M. Children’s understanding of the
selling versus persuasive intent of junk food advertising: Implications for regulation. Soc. Sci. Med. 2011, 72,
962–968. [CrossRef] [PubMed]
Ludvigsen, A.; Scott, S. Real kids don’t eat quiche: What food means to children. Food Cult. Soc. 2009, 12,
417–436. [CrossRef]
Kunkel, D.; Wilcox, B.L.; Cantor, J.; Palmer, E.; Linn, S.; Dowrick, P. Report of the APA Task Force on Advertising
and Children; American Psychological Association: Washington, DC, USA, 2004.
United Nations General Assembly. Convention on the Rights of the Child, Opened for Signature 20 November
1989; Treaty Series; Volume 1577, p. 3 (Entered into Force 2 September 1990); United Nations: New York, NY,
USA, 1989.
Obesity Policy Coalition and The Global Obesity Centre. Tipping the Scales: Australian Obesity Prevention
Consensus; Obesity Policy Coalition and The Global Obesity Centre: Melbourne, Australia, 2017.
Boyland, E.J.; Nolan, S.; Kelly, B.; Tudur-Smith, C.; Jones, A.; Halford, J.C.; Robinson, E. Advertising as a cue
to consume: A systematic review and meta-analysis of the effects of acute exposure to unhealthy food and
nonalcoholic beverage advertising on intake in children and adults. Am. J. Clin. Nutr. 2016, 103, 519–533.
[CrossRef] [PubMed]
World Health Organization. Report on the Commission on Ending Childhood Obesity; World Health Organization:
Geneva, Switzerland, 2016.
Kelly, B.; King, M.L.; Chapman, M.K.; Boyland, E.; Bauman, A.E.; Baur, L.A. A Hierarchy of Unhealthy Food
Promotion Effects: Identifying Methodological Approaches and Knowledge Gaps. Am. J. Public Health 2015,
105, e86–e95. [CrossRef] [PubMed]
Cairns, G.; Angus, K.; Hastings, G.; Caraher, M. Systematic reviews of the evidence on the nature, extent
and effects of food marketing to children. A retrospective summary. Appetite 2013, 62, 209–215. [CrossRef]
[PubMed]
Sadeghirad, B.; Duhaney, T.; Motaghipisheh, S.; Campbell, N.R.C.; Johnston, B.C. Influence of unhealthy food
and beverage marketing on children’s dietary intake and preference: A systematic review and meta-analysis
of randomized trials. Obes. Rev. 2016, 17, 945–959. [CrossRef] [PubMed]
International Prospective Register of Systematic Reviews [Internet]. 2018. Available online: https://www.crd.
york.ac.uk/prospero/ (accessed on 18 July 2018).
Moher, D.; Tetzlaff, J.; Liberati, A.; Altman, D.G. Reprint—Preferred Reporting Items for Systematic Reviews
and Meta-Analyses: The PRISMA Statement. Phys. Ther. 2009, 151.
Clarivate Analytics. EndNote. X9 ed2018 [Computer Software]. Available online: https://endnote.com/
(accessed on 20 August 2018).
National Heart LaBIH, The National Institutes of Health (NIH). Study Quality Assessment Tools; NIH: Bethesda,
MD, USA, 2014.
Critical Appraisal Skills Programme. CASP Qualitative Checklist; Critical Appraisal Skills Programme: Oxford,
UK, 2017.

Nutrients 2019, 11, 875

30.

31.
32.
33.
34.
35.
36.

37.

38.
39.

40.
41.
42.

43.
44.
45.
46.

47.
48.

49.
50.
51.
52.

11 of 14

Dixon, H.G.; Scully, M.L.; Wakefield, M.A.; White, V.M.; Crawford, D.A. The effects of television
advertisements for junk food versus nutritious food on children’s food attitudes and preferences. Soc. Sci. Med.
2007, 65, 1311–1323. [CrossRef]
Goldberg, M.E.; Gorn, G.J. Behavioral Evidence of the Effects of Televised Food Messages on Children.
J. Consum. 1982, 9, 200.
Uribe, R.; Fuentes-García, A. The effects of TV unhealthy food brand placement on children. Its separate and
joint effect with advertising. Appetite 2015, 91, 165–172. [CrossRef] [PubMed]
Panic, K.; Cauberghe, V.; De Pelsmacker, P. Comparing TV Ads and Advergames Targeting Children:
The Impact of Persuasion Knowledge on Behavioral Responses. J. Advert. 2013, 42, 264–273. [CrossRef]
Neyens, E.; Smits, T.; Boyland, E. Transferring game attitudes to the brand: Persuasion from age 6 to 14.
Int. J. Advert. 2017, 36, 724–742. [CrossRef]
Harris, J.L.; Haraghey, K.S.; Lodolce, M.; Semenza, N.L. Teaching children about good health? Halo effects in
child-directed advertisements for unhealthy food. Pediatr. Obes. 2018, 13, 256–264. [CrossRef]
Boyland, E.J.; Kavanagh-Safran, M.; Halford, J.C.G. Exposure to ‘healthy’ fast food meal bundles in television
advertisements promotes liking for fast food but not healthier choices in children. Br. J. Nutr. 2015, 113,
1012–1018. [CrossRef]
Bruce, A.S.; Pruitt, S.W.; Ha, O.-R.; Cherry, J.B.C.; Smith, T.R.; Bruce, J.M.; Lim, S.-L. The Influence of Televised
Food Commercials on Children’s Food Choices: Evidence from Ventromedial Prefrontal Cortex Activations.
J. Pediatr. 2016, 177, 27–32.e1. [CrossRef]
Chernin, A. The Effects of Food Marketing on Children’s Preferences: Testing the Moderating Roles of Age
and Gender. Ann. Am. Acad. Polit. Soc. Sci. 2008, 615, 101–118. [CrossRef]
Esmaeilpour, F.; Heidarzadeh Hanzaee, K.; Mansourian, Y.; Khounsiavash, M. Children’s food choice:
Advertised food type, health knowledge and entertainment. J. Food Prod. Market. 2018, 24, 476–494.
[CrossRef]
Ferguson, C.J.; Contreras, S.; Kilburn, M. Advertising and fictional media effects on healthy eating choices in
early and later childhood. Psychol. Popul. Media Cult. 2014, 3, 164–173. [CrossRef]
Ferguson, C.J.; Munoz, M.E.; Medrano, M.R. Advertising Influences on Young Children’s Food Choices and
Parental Influence. J. Pediatr. 2012, 160, 452–455. [CrossRef] [PubMed]
Gatou, T.; Mamai-Homata, E.; Koletsi-Kounari, H.; Polychronopoulou, A.; Mamai-Homata, E.;
Koletsi-Kounari, H. The short-term effects of television advertisements of cariogenic foods on children’s
dietary choices. Int. Dent. J. 2016, 66, 287–294. [CrossRef] [PubMed]
Goldberg, M.E.; Gibson, W.; Gorn, G.J. TV Messages for Snack and Breakfast Foods: Do They Influence
Children’s Preferences? J. Consum. 1978, 5, 73. [CrossRef]
Goldberg, M.E.; Gorn, G.J. Children’s Responses to Repetitive Television Commercials. J. Consum. 1980, 6, 421.
Halford, J.C.; Gillespie, J.; Brown, V.; E Pontin, E.; Dovey, T.M. Effect of television advertisements for foods
on food consumption in children. Appetite 2004, 42, 221–225. [CrossRef]
Halford, J.C.; Boyland, E.J.; Hughes, G.; Oliveira, L.P.; Dovey, T.M. Beyond-brand effect of television (TV)
food advertisements/commercials on caloric intake and food choice of 5–7-year-old children. Appetite 2007,
49, 263–267. [CrossRef]
Boyland, E.; Hughes, G.; Dovey, T.; Halford, J. Beyond-brand effect of television (TV) food advertisements on
food choice in children: The effects of weight status. Int. J. Obes. 2007, 31, 43.
Halford, J.C.G.; Boyland, E.J.; Cooper, G.D.; Dovey, T.M.; Smith, C.J.; Williams, N.; Lawton, C.L.; Blundell, J.E.
Children’s food preferences: Effects of weight status, food type, branding and television food advertisements
(commercials). Pediatr. Obes. 2008, 3, 31–38. [CrossRef]
Pettigrew, S.; Tarabashkina, L.; Roberts, M.; Quester, P.; Chapman, K.; Miller, C. The effects of television and
Internet food advertising on parents and children. Public Health Nutr. 2013, 16, 2205–2212. [CrossRef]
Ülger, B. Packages with cartoon trade characters versus advertising: An empirical examination of preschoolers’
food preferences. J. Food Prod. Market. 2009, 15, 104–117. [CrossRef]
Resnik, A.; Stern, B.L. Children’s Television Advertising and Brand Choice: A Laboratory Experiment.
J. Advert. 1977, 6, 11–17. [CrossRef]
Anderson, G.H.; Khodabandeh, S.; Patel, B.; Luhovyy, B.L.; Bellissimo, N.; Mollard, R.C. Mealtime exposure
to food advertisements while watching television increases food intake in overweight and obese girls but
has a paradoxical effect in boys. Appl. Physiol. Nutr. Metab. 2015, 40, 162–167. [CrossRef]

Nutrients 2019, 11, 875

53.

54.
55.

56.

57.
58.

59.
60.
61.
62.
63.

64.
65.

66.
67.

68.
69.

70.
71.
72.
73.
74.

12 of 14

Anschutz, D.J.; Engels, R.C.; Van Strien, T. Side effects of television food commercials on concurrent
nonadvertised sweet snack food intakes in young children. Am. J. Clin. Nutr. 2009, 89, 1328–1333. [CrossRef]
[PubMed]
Anschütz, D.J.; Engels, R.C.; Van Strien, T. Maternal encouragement to be thin moderates the effect of
commercials on children’s snack food intake. Appetite 2010, 55, 117–123. [CrossRef]
Emond, J.A.; Lansigan, R.K.; Ramanujam, A.; Gilbert-Diamond, D. Randomized Exposure to Food
Advertisements and Eating in the Absence of Hunger among Preschoolers. Pediatrics 2016, 138. [CrossRef]
[PubMed]
Gilbert-Diamond, D.; Emond, J.A.; Lansigan, R.K.; Rapuano, K.M.; Kelley, W.M.; Heatherton, T.F.; et al.
Television food advertisement exposure and FTO rs9939609 genotype in relation to excess consumption in
children. Int. J. Obes. 2017, 41, 23–29. [CrossRef]
Harris, J.L.; Bargh, J.A.; Brownell, K.D. Priming Effects of Television Food Advertising on Eating Behavior.
Health Psychol. 2009, 28, 404–413. [CrossRef] [PubMed]
Norman, J.; Kelly, B.; McMahon, A.-T.; Boyland, E.; Baur, L.A.; Chapman, K.; King, L.; Hughes, C.;
Bauman, A. Sustained impact of energy-dense TV and online food advertising on children’s dietary intake:
A within-subject, randomised, crossover, counter-balanced trial. Int. J. Behav. Nutr. Phys. Act. 2018, 15, 37.
[CrossRef] [PubMed]
Dixon, H.; Niven, P.; Scully, M.; Wakefield, M. Food marketing with movie character toys: Effects on young
children’s preferences for unhealthy and healthier fast food meals. Appetite 2017, 117, 342–350. [CrossRef]
Matthes, J.; Naderer, B. Children’s consumption behavior in response to food product placements in movies.
J. Consum. 2015, 14, 127–136. [CrossRef]
Toomey, D.A.; Francis, A.L. Branded product placement and pre-teenaged consumers: Influence on brand
preference and choice. Young Consum. 2013, 14, 180–192. [CrossRef]
Auty, S.; Lewis, C. Exploring children’s choice: The reminder effect of product placement. Psychol. Mark.
2004, 21, 697–713. [CrossRef]
Arrúa, A.; Vidal, L.; Antúnez, L.; Machín, L.; Martínez, J.; Curutchet, M.R.; Giménez, A.; Ares, G. Influence
of Label Design on Children’s Perception of 2 Snack Foods. J. Nutr. Educ. 2017, 49, 211–217.e1. [CrossRef]
[PubMed]
McGale, L.S.; Halford, J.C.G.; Harrold, J.A.; Boyland, E.J. The Influence of Brand Equity Characters on
Children’s Food Preferences and Choices. J. Pediatr. 2016, 177, 33–38. [CrossRef] [PubMed]
Letona, P.; Chacon, V.; Roberto, C.; Barnoya, J. Effects of licensed characters on children’s taste and snack
preferences in Guatemala, a low/middle income country. Int. J. Obes. 2014, 38, 1466–1469. [CrossRef]
[PubMed]
Smits, T.; Vandebosch, H. Endorsing children’s appetite for healthy foods: Celebrity versus non-celebrity
spokes-characters. Communications 2012, 37. [CrossRef]
Ares, G.; Arrúa, A.; Antúnez, L.; Vidal, L.; Machín, L.; Martínez, J.; Curutchet, M.R.; Giménez, A. Influence
of label design on children’s perception of two snack foods: Comparison of rating and choice-based conjoint
analysis. Food Qual. Prefer. 2016, 53, 1–8. [CrossRef]
Roberto, C.A.; Baik, J.; Harris, J.L.; Brownell, K.D. Influence of Licensed Characters on Children’s Taste and
Snack Preferences. Pediatrics 2010, 126, 88–93. [CrossRef]
Ogle, A.D.; Graham, D.J.; Lucas-Thompson, R.G.; Roberto, C.A. Influence of cartoon media characters on
children’s attention to and preference for food and beverage products. J. Acad. Nutr. Diet. 2017, 117, 265–270.
[CrossRef]
Lapierre, M.A.; Vaala, S.E.; Linebarger, D.L. Influence of Licensed Spokescharacters and Health Cues on
Children’s Ratings of Cereal Taste. Arch. Pediatr. Adolesc. Med. 2011, 165. [CrossRef]
Kotler, J.A.; Schiffman, J.M.; Hanson, K.G. The Influence of Media Characters on Children’s Food Choices.
J. Health Commun. 2012, 17, 886–898. [CrossRef] [PubMed]
Elliott, C.D.; Hoed, R.C.D.; Conlon, M.J. Food Branding and Young Children’s Taste Preferences:
A Reassessment. Can. J. Public Health 2013, 104, e364–e368. [CrossRef]
Robinson, T.N.; Borzekowski, D.L.G.; Matheson, D.M.; Kraemer, H.C. Effects of Fast Food Branding on
Young Children’s Taste Preferences. Arch. Pediatr. Adolesc. Med. 2007, 161, 792. [CrossRef]
Kellershohn, J.; Walley, K.; Vriesekoop, F. Young children’s perceptions of branded healthy fast food.
Br. Food J. 2018. [CrossRef]

Nutrients 2019, 11, 875

75.

76.

77.

78.

79.

80.
81.
82.
83.

84.
85.
86.
87.

88.
89.
90.
91.

92.
93.
94.
95.
96.

13 of 14

Forman, J.; Halford, J.C.G.; Summe, H.; MacDougall, M.; Keller, K.L. Food branding influences ad libitum
intake differently in children depending on weight status. Results of a pilot study. Appetite 2009, 53, 76–83.
[CrossRef] [PubMed]
Keller, K.L.; Kuilema, L.G.; Lee, N.; Yoon, J.; Mascaro, B.; Combes, A.-L.; Deutsch, B.; Sorte, K.; Halford, J.C.
The impact of food branding on children’s eating behavior and obesity. Physiol. Behav. 2012, 106, 379–386.
[CrossRef] [PubMed]
Gregori, D.; Ballali, S.; Gafare, C.E.; Casella, A.; Stefanini, G.; Alves, R.D.S.; Franchin, L.; Amador, I.; Da
Silva, N.M.A.; Dibildox, J. Investigating the obesogenic effects of marketing snacks with toys: An experimental
study in Latin America. Nutr. J. 2013, 12, 95. [CrossRef] [PubMed]
Gregori, D.; Gulati, A.; Hochdorn, A.; Ballali, S.; Paramesh, H.; Kumar, M.; Baldi, I. Food Packaged with
Toys: An Investigation on Potential Obesogenic Effects in Indian Children. Indian J. Pediatr. 2014, 81, 30–38.
[CrossRef] [PubMed]
Dixon, H.; Scully, M.; Niven, P.; Kelly, B.; Chapman, K.; Donovan, R.; Martin, J.; Baur, L.A.; Crawford, D.;
Wakefield, M. Effects of nutrient content claims, sports celebrity endorsements and premium offers on
pre-adolescent children’s food preferences: Experimental research. Pediatr. Obes. 2014, 9, E47–E57. [CrossRef]
[PubMed]
Marshall, D.; Stuart, M.; Bell, R. Examining the relationship between product package colour and product
selection in preschoolers. Food Qual. Prefer. 2006, 17, 615–621. [CrossRef]
Miller, E.G.; Seiders, K.; Kenny, M.; Walsh, M.E. Children’s use of on-package nutritional claim information.
J. Consum. 2011, 10, 122–132. [CrossRef]
Josion-Portail, M. Children, packaging and on-pack nutritional information: An exploratory study. Port. J.
Market./Rev. Port. Market. 2011, 27, 62–74.
Vanwesenbeeck, I.; Walrave, M.; Ponnet, K. Children and advergames: The role of product involvement,
prior brand attitude, persuasion knowledge and game attitude in purchase intentions and changing attitudes.
Int. J. Advert. 2017, 36, 520–541. [CrossRef]
Harris, J.L.; Speers, S.E.; Schwartz, M.B.; Brownell, K.D. US Food Company Branded Advergames on the
Internet: Children’s exposure and effects on snack consumption. J. Child Media 2012, 6, 51–68. [CrossRef]
Rifon, N.J.; Quilliam, E.T.; Paek, H.-J.; Weatherspoon, L.J.; Kim, S.-K.; Smreker, K.C. Age-dependent effects of
food advergame brand integration and interactivity. Int. J. Advert. 2014, 33, 475–508. [CrossRef]
Redondo, I. The effectiveness of casual advergames on adolescents’ brand attitudes. Eur. J. Mark. 2012, 46,
1671–1688. [CrossRef]
Folkvord, F.; Anschütz, D.J.; Buijzen, M.; Valkenburg, P.M. The effect of playing advergames that promote
energy-dense snacks or fruit on actual food intake among children. Am. J. Clin. Nutr. 2013, 97, 239–245.
[CrossRef] [PubMed]
Folkvord, F.; Anschütz, D.J.; Nederkoorn, C.; Westerik, H.; Buijzen, M. Impulsivity, “advergames,” and food
intake. Pediatrics 2014, 133, 1007–1012. [CrossRef]
Mallinckrodt, V.; Mizerski, D. The Effects of Playing an Advergame on Young Children’s Perceptions,
Preferences, and Requests. J. Advert. 2007, 36, 87–100. [CrossRef]
Putnam, M.M.; Cotto, C.E.; Calvert, S.L. Character Apps for Children’s Snacks: Effects of Character Awareness
on Snack Selection and Consumption Patterns. Games Health J. 2018, 7, 116–120. [CrossRef]
Folkvord, F.; Lupiáñez-Villanueva, F.; Codagnone, C.; Bogliacino, F.; Veltri, G.; Gaskell, G. Does a ‘protective’
message reduce the impact of an advergame promoting unhealthy foods to children? An experimental study
in Spain and The Netherlands. Appetite 2017, 112, 117–123. [CrossRef] [PubMed]
Folkvord, F.; Anschütz, D.J.; Wiers, R.W.; Buijzen, M. The role of attentional bias in the effect of food
advertising on actual food intake among children. Appetite 2015, 84, 251–258. [CrossRef] [PubMed]
Boyland, E.J.; Harrold, J.A.; Dovey, T.M.; Allison, M.; Dobson, S.; Jacobs, M.-C.; Halford, J.C. Food Choice and
Overconsumption: Effect of a Premium Sports Celebrity Endorser. J. Pediatr. 2013, 163, 339–343. [CrossRef]
Jones, S.C.; Mannino, N.; Green, J. ‘Like me, want me, buy me, eat me’: Relationship-building marketing
communications in children’s magazines. Public Health Nutr. 2010, 13, 2111–2118. [CrossRef]
Jones, S.C.; Kervin, L. An experimental study on the effects of exposure to magazine advertising on children’s
food choices. Public Health Nutr. 2011, 14, 1337–1344. [CrossRef] [PubMed]
King, L.; Hill, A.J. Magazine adverts for healthy and less healthy foods: Effects on recall but not hunger or
food choice by pre-adolescent children. Appetite 2008, 51, 194–197. [CrossRef] [PubMed]

Nutrients 2019, 11, 875

97.
98.
99.
100.
101.
102.

103.
104.
105.
106.
107.
108.
109.

110.
111.

112.
113.

114.

115.
116.
117.
118.

14 of 14

Tarabashkina, L.; Quester, P.; Crouch, R. Food advertising, children’s food choices and obesity: Interplay of
cognitive defences and product evaluation: An experimental study. Int. J. Obes. 2016, 40, 581–586. [CrossRef]
Giallourakis, T. Advergames 2009. Available online: http://advergames.com/about.php (accessed on
4 May 2016).
Schwartz, M.B.; Kunkel, D.; DeLucia, S. Food marketing to youth: Pervasive, powerful, and pernicious.
Commun. Res. Trends 2013, 32, 4.
Culp, J.; Bell, R.A.; Cassady, D. Characteristics of Food Industry Web Sites and “Advergames” Targeting
Children. J. Nutr. Educ. 2010, 42, 197–201. [CrossRef]
Hoek, J. Marketing communications and obesity: A view from the dark side. N. Z. Med. J. 2005, 118.
Australian Communications and Media Authority. Review of the Children’s Television Standards 2005;
Final Report of the Review; Australian Communications and Media Authority: Canberra, Australia,
2009.
Coalition on Food Advertising to Children. Children’s Health or Corporate Wealth? The Case for Banning
Television Food Advertising to Children; Coalition on Food Advertising to Children: Sydney, Australia, 2006.
Lobstein, T.; Baur, L.; Uauy, R. Obesity in children and young people: A crisis in public health. Obes. Rev.
2004, 5, 4–85. [CrossRef]
Jenkin, G.; Madhvani, N.; Signal, L.; Bowers, S. A systematic review of persuasive marketing techniques to
promote food to children on television. Obes. Rev. 2014, 15, 281–293. [CrossRef]
Folta, S.C.; Goldberg, J.P.; Economos, C.; Bell, R.; Meltzer, R. Food Advertising Targeted at School-Age
Children: A Content Analysis. J. Nutr. Educ. 2006, 38, 244–248. [CrossRef] [PubMed]
Uribe, R.; Fuentes-García, A. Comparing children’s explicit and implicit understanding of advertising and
placement on TV. Int. J. Advert. 2017, 36, 928–944. [CrossRef]
Pine, K.J.; Veasey, T. Conceptualising and Assessing Young Children’s Knowledge of Television Advertising
within a Framework of Implicit and Explicit Knowledge. J. Mark. Manag. 2003, 19, 459–473.
Jones, A. Child-centred methodology: A means to understanding psychosocial neglect and harm in cases of
migration: A caribbean context. In Proceedings of the International Congress on Child Abuse and Neglect
(ISPCAN), Hong Kong, China, 7–10 September 2008.
Langsted, O. Looking at quality from the child’s perspective. In Valuing Quality in Early Childhood Services:
New Approaches to Defining Quality; SAGE: Thousand Oaks, CA, USA, 1994; pp. 28–42.
Potvin Kent, M. Food and Beverage Marketing on Television during Children’s Preferred Viewing:
The Influence of Regulatory and Self-Regulatory Policies. Unpublished Doctoral Dissertation, University of
Ottawa, Ottawa, ON, Canada, 2014.
Kelly, B.; Bochynska, K.; Kornman, K.; Chapman, K. Internet food marketing on popular children’s websites
and food product websites in Australia. Public Health Nutr. 2008, 11, 1180–1187. [CrossRef]
Weber, K.; Story, M.; Harnack, L. Internet Food Marketing Strategies Aimed at Children and Adolescents:
A Content Analysis of Food and Beverage Brand Web Sites. J. Am. Diet. Assoc. 2006, 106, 1463–1466.
[CrossRef] [PubMed]
Tatlow-Golden, M.; Verdoodt, V.; Oates, J.; Jewell, J.; Breda, J.J.; Boyland, E. A safe glimpse within the
“black box”? Ethical and legal principles when assessing digital marketing of food and drink to children.
WHO Public Health Panor. 2017, 3, 613–621.
Alvy, L.M.; Calvert, S.L. Food Marketing on Popular Children’s Web Sites: A Content Analysis. J. Am.
Diet. Assoc. 2008, 108, 710–713. [CrossRef]
An, S.; Kang, H. Advertising or games? Advergames on the internet gaming sites targeting children.
Int. J. Advert. 2014, 33, 509–532. [CrossRef]
An, S.; Jin, H.S.; Park, E.H. Children’s Advertising Literacy for Advergames: Perception of the Game as
Advertising. J. Advert. 2014, 43, 63–72. [CrossRef]
Meyer, M.; Adkins, V.; Yuan, N.; Weeks, H.M.; Chang, Y.-J.; Radesky, J. Advertising in young children’s apps:
A content analysis. J. Dev. Behav. Pediatr. 2019, 40, 32–39. [CrossRef] [PubMed]
© 2019 by the authors. Licensee MDPI, Basel, Switzerland. This article is an open access
article distributed under the terms and conditions of the Creative Commons Attribution
(CC BY) license (http://creativecommons.org/licenses/by/4.0/).

