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From Food Advertising to Digital Engagements:  

Future Challenges for Public Health 

Rebecca Wells and Martin Caraher 

 

Global spending on advertising is predicted to increase in 2016, with large food 

companies the second biggest category after the automotive industry. These food companies 

are predicted to spend $30.7 billion on advertising and promotion, compared to $30.4 billion 

in 2015 (Maddox 2015). An increasingly globalized food industry has successfully used 

advertising and marketing to develop and promote trademarked products in order to increase 

sales with brand recognition, brand loyalty and economies of scale. Oxfam (2013) estimates 

that worldwide, 500 companies control 70% of food choice. They identify ten powerful 

global food and beverage corporations, employing millions around the world and generating 

revenues of more than $1.1 billion a day (Oxfam 2013). Their food brands are promoted, 

marketed and advertised in a sophisticated way, with many of them recognized worldwide. 

The global reach and influence of these companies is significant–their annual revenues of 

more than US$450bn outstrip the GDP of all low-income countries combined (Oxfam 2013), 

which the World Bank put at US$392.9bn in 2015 (World Bank 2016). 

 This global food market has emerged within the last 100 years or so. While some 

products have been branded for centuries, for example bread, which carried its baker’s mark 

since at least the 13th century (Wilkins 1994), Lien and Jacobsen (2013) connect the 

beginning of mass food marketing to food production changes at the end of the 19th century. 

This period saw the industrialization of the food industry with advances in transportation, 

packaging and processing (Wilkins 1994). Food produced at a distance from its consumers 

began to be sold by middlemen such as shopkeepers. Food manufacturers began to package 

and brand their products both to protect them and to denote their quality. This had the 
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additional impact of building manufacturers’ own relationships with their customers 

(Douglas 1984). The rise of the mass media in the form of newspapers was occurring at about 

the same time and the mass circulation of these newspapers ensured a wider audience for the 

advertisements they carried. Lien and Jacobsen (2013) see a paradigm shift in the mid-

twentieth century when mass production of food and supply surpluses saw a growing interest 

in generating consumer demand and adopting sophisticated marketing techniques. Further 

shifts in mass media occurred with the development of new technologies, including the 

introduction of television and more recently with social media.   

Advertising and marketing are separate but linked activities, advertising being part of 

the marketing process. However, while advertising occurs at a specific point in the 

production process, marketing occurs throughout: before, during and after. Food marketing 

“is enacted as complex and all-encompassing. It is potentially everything to do with food 

until it is digested” (Lien and Jacobsen 2013, 259). The “marketing mix” model, introduced 

in the 1950s (Borden 1964) sees the marketer as a “mixer” of a number of product elements 

to optimize profit (Gronroos 1994). The Four P’s model (product, price, place and 

promotion) of the marketing mix gained popularity in the 1960s (McCarthy 1960) and came 

to dominate marketing theory for decades (Gronroos 1994). Some have introduced more Ps 

to the list to account for the marketing of services (e.g., people, physical evidence) but the 

original 4P model has persisted, despite its limitations (e.g., Glanz et al. 2012). However, 

another paradigm has emerged, “relationship marketing,” which focuses on interaction 

between company and consumer in an effort to create a longer term relationship that builds 

profits on repeat business (Gronroos 1994; Lindgreen 2003). The food industry makes use of 

both the 4Ps model and increasingly uses social media to enhance its relationship marketing, 

for example to encourage brand loyalty (e.g., Nieburg 2013; Heneghan 2016). Originally 

carried out in-house, marketing and advertising are now often carried out by separate, expert 
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organizations—themselves now constituting a massive global industry. Alongside has grown 

up a substantial public relations industry, dating from the early 20th century (Evans 2013).   

There are clear links between the old media channels of print, radio, and television and 

new social media. At the moment, social media are largely used to build on the relationships 

developed through marketing processes and have not, as yet, replaced traditional mass media 

channels. This replacement may occur as a generation emerges that is more comfortable with 

new media. Currently, traditional media such as television and radio use advertising to 

encourage individuals to visit social media sites. Here products are “directly marketed” to 

individuals based on their browsing history across multiple devices, creating the illusion of 

personal interaction.   

Researchers have examined the extent to which marketing and advertising have led to 

the mass global consumption of highly processed food and beverage brands or whether global 

brands have achieved market dominance through efficient distribution, economies of scale 

and market forces. At the end of the twentieth century, the majority of food industry 

advertising expenditure was on highly packaged food, while advertising of meats, fruits and 

vegetables was negligible (Gallo 1999; Adams et al. 2009). By 2006 some researchers found 

a decline in overall food advertising on television; in Canada, the majority of television food 

advertising focused on restaurants and meals while in the UK the majority was for food 

stores, e.g., supermarkets (Adams et al. 2009). This reflects both social trends and power 

concentrations: eating out in North America accounts for a large and growing percentage of 

the household budget (USDA 2014) giving power to the North American hospitality industry 

(Schlosser and Wilson 2006; Albritton 2009). In the United Kingdom eating in the home 

represents the bulk of household food spent (DEFRA 2015) and the big retailers in the United 

Kingdom have a powerful influence on food choice and culture (Blythman 2012; Lawrence 

and Dixon 2015). These ratios fluctuate over time, relative to food prices and disposable 
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incomes, however, the total amount spent on advertising by the food industry has consistently 

dwarfed the amount spent by government on nutrition information or education (Keane 1997; 

Gallo 1999; Nestle 2013).  

  The public health community has repeatedly expressed concern over the mass 

consumption of highly processed foods that are energy dense and high in fat, salt and sugar 

[HFSS foods]. Moodie et al. (2013) point out that these industrially produced “ultra-

processed” foods and drinks are durable, palatable and ready to consume, which puts them at 

a commercial advantage over fresh, perishable, whole products. Marketers and advertisers 

have promoted these advantages, emphasizing reliability, convenience and economy in their 

intensive and extensive marketing of these products. Many scholars (e.g., Moodie et al. 2013; 

Nestle 2013; Moubarac et al. 2014) say HFSS processed foods have largely replaced fresh, 

minimally processed foods in the diets of the global north, prompting further concern over 

the extent or contribution the aggressive marketing of HFSS products has on rising global 

non-communicable diseases related to poor diets (Moodie et al. 2013). Public discourse (e.g., 

in the mass media, see Adams 2011) has focused on a binary argument in which public health 

actors argue for increased regulation of “unhealthy” foods (e.g., Story and French 2004; 

Moodie et al. 2013) while marketing and industry bodies tend to argue for the benefits of 

self-regulation, the free market and individuals’ right to choose (Buse and Harmer, 2007; 

Kraak et al. 2012; Gornall 2014). However in the academic literature there are debates about 

the simplistic classification of foodstuffs as “healthy” or “unhealthy,” and the tendency for 

the media and research in nutrition science to focus on individual nutrients at the expense of 

overall diets. Dixon (2009) and Scrinis (2008) argue that this “nutritionalism” can cause food 

to be seen merely as a collection of nutrients—denying its complex cultural and social 

significance. In some countries such as Brazil and Australia, new food guidance relegates 

some foods to the category of discretionary, removing them from the “food plate” or “food 
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pyramid” altogether. This helps negate some of the arguments over definitions of “healthy” 

versus “unhealthy” food, as they are deemed non-foods to begin with. While this may not 

have much impact on consumer choice, it could encourage the food industry to reformulate 

their products, to avoid having them designated as a non-essential food.   

A response from the public health community has been the development of a discipline 

called “social marketing,” which seeks to harness commercial advertising and marketing 

principles for social good (Hastings 2007). Examples include campaigns by public health 

organizations to promote healthier eating patterns such as the UK’s Change4Life program 

(see below for further discussion on this), fortification of foods with micronutrients in India 

(Bhagwat et al. 2014), and culturally relevant diabetes interventions in the United States 

(Thackeray and Neiger 2003). However, this can never compete against either the budgets or 

reach of full scale commercial marketing and so public health advocates have consistently 

encouraged regulation as an important element to encourage good nutrition (Kraak et al. 

2016; Panjwani and Caraher 2014).  

 

Reviews of the Literature 

  Much of the published public health literature has concentrated on measuring the 

effects of advertising and marketing, and authors have taken part in a vigorous debate with 

the food industry as to the impact of advertising and marketing of “unhealthy foods” on 

audiences (Lindstrom 2008; Nestle 2013; Lang and Heasman 2015). There is also a raft of 

literature on the pros and cons of regulation of marketing and advertising. Research in this 

area has focused on health claims for food (e.g., Heasman and Mellentin 2001; Lawrence and 

Germov 2004; Nocella and Kennedy, 2012), advertising of alcoholic beverages (e.g., Smart 

1988; Nelson 2010; Hastings et al. 2010; Bosque-Prou et al. 2014), marketing of infant 

formulas (e.g., Howard et al. 2000; Aguayo et al. 2003; Brady 2012), and marketing of food 
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to children (e.g., Hastings et al. 2003; Hawkes 2008; McGinnis et al. 2012). These debates 

have generally centered on the effectiveness of marketing restrictions and a neoliberal 

impulse to argue for choice. The food industry has argued for its right to advertise its 

products within a free market structure, in which it regulates itself with support from 

government (Sharma et al. 2010), even when there are societal costs such as damaging health 

or environmental outcomes, e.g., contribution to chronic disease patterns or greenhouse gas 

emissions (Panjwani and Caraher 2014). For their part, public health researchers have 

repeatedly put forward arguments in favor of legislation and regulation (Hastings et al. 2010). 

This long running debate about individuals’ rights to choose what they eat reached a peak 

with disagreements about food advertising aimed at young people. Here, public health 

campaigners have successfully argued that children and adolescents belong to a special group 

of consumers who are vulnerable to advertising messages differently than adults.  

 

Marketing to Children and Adolescents 

  One of the main debates among researchers, civil society groups and policy makers 

centers on how and whether legislation against advertising towards children and adolescents 

could work (Hastings et al. 2003; Livingstone 2006; Hawkes and Lobstein 2011; Cairns et al. 

2013). Before regulation and legislation can even be implemented there are practical 

difficulties of definition—how should (un)healthy food be defined? How should children be 

defined in age terms? In addition, there has been fierce debate over whether or not food 

advertising and marketing is demonstrably linked to rising childhood obesity and diet related 

non communicable diseases (DRNCDs). Researchers have found that advertisements 

influence children’s eating habits and food preferences and can have a harmful effect on their 

health (Hastings et al. 2003; Cairns et al. 2009; Kelly et al. 2013) but while television 

viewing is positively correlated with obesity in children, research has found that there are 
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multiple influences on childhood obesity and it is difficult to isolate precisely the influence of 

television. In addition, some have argued that a focus on childhood obesity misses the 

contribution to other diet related non communicable diseases (DRNCDs), problematizes 

weight in a way that is moralistic (Kirkland 2011; Guthman 2003), unfairly responsibilizes 

individuals (Crawford 1977; 1980; 1984) and is used by the food and marketing industries to 

deflect attention away from the wider issues of DRNCDs (Caraher, Landon and Dalmeny 

2006).  

  The weight of evidence from what became known as the Hastings Review (Hastings 

et al. 2003) resulted in the Office of Communications (Ofcom), the UK communications 

regulator, introducing new restrictions on the advertising of foods high in fat salt and sugar in 

television programs aimed at children under 16 in the UK (Ofcom 2006). The UK is not 

alone in considering regulation in this area—in 2011, of 59 countries surveyed, “26 have 

made explicit statements on food marketing to children in strategy documents, and 20 have, 

or are developing, explicit policies in the form of statutory measures, official guidelines or 

approved forms of self-regulation” (Hawkes and Lobstein 2011, 83). Further evidence linking 

advertising to childhood obesity led to the World Health Organization (WHO 2016) 

recommending that “settings where children and adolescents gather and the screen-based 

offerings they watch, should be free of marketing of unhealthy foods and sugar-sweetened 

beverages.” Nonetheless, Kraak et al. (2016) reported that no WHO Member State had 

“implemented comprehensive legislation or enforced mandatory regulations to prohibit the 

marketing of fatty, salty, and/or sugary branded foods and non-alcoholic beverage products to 

young people.” This is within the context of an ongoing neoliberal debate about the 

effectiveness of legislation, with governments preferring to act in partnership with industry, 

using voluntary agreements. This strategy risks accusations that governments are protecting 

food industry interests over public health, and the voluntary approach has also more recently 
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been questioned by so-called “Big Food” itself (Nkwocha 2016) who are keen to see a level 

playing field in food legislation. 

Two international examples are instructive when considering the benefits and 

limitations of regulation in this area. The longest running model of restrictions on advertising 

of food to children comes from Québec, which has regulated on this issue since 1980. For 

over two decades no food advertising targeted directly at children, on Québec-controlled 

French language stations within its borders, has been broadcast during children’s viewing 

times. A number of analyses of the Québec model have shown the impact of restrictions on 

television advertising (Hawkes 2004; Dhar and Baylis 2011). In the modern world of global 

communications, cross-border media impact was often cited as an impediment—and one of 

the challenges faced in Québec, where most of the English programming comes from Ontario 

or the US (e.g., via satellite) and is therefore not subject to Québec regulation. The ban on 

advertising to children in Québec was upheld by a Supreme Court ruling in 1989. Challenged 

on the basis that it contravened the right to free speech, the Canadian court found that the ban 

did not in fact unduly limit free expression. For regularly updated reports on this and other 

international food advertising legislation see the World Cancer Research Fund’s 

NOURISHING Framework (WCRF 2016).   

Other lessons learned from Québec included that marketing should be defined much 

more broadly and inclusively—not just of existing media, but of other unthought-of avenues 

that reach children—to prevent the marketing dollars flowing via alternative unregulated 

pathways. This included packaging, sponsorships, endorsements, etc. In addition, large 

numbers of children are also exposed to advertising through mainstream programming which 

is not specifically directed at children, but which is often viewed by many more children and 

adolescents than children’s programming itself (Dhar and Baylis 2011).  
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The other example, from Sweden, is used by both advocates of a ban to show what 

can be achieved and by opponents who claim that the ban has failed to halt the rising tide of 

obesity. In Sweden all advertising aimed at children under the age of 12 is banned, as are 

advertisements before or after children’s programs. This initiative was introduced not to 

reduce obesity or to improve health per se but as a human rights scheme—the guiding 

principle is fair play and protection of children from undue influence such as advertising and 

marketing (Caraher, Landon and Dalmeny 2006). The Swedish case is based not on “good” 

or “bad” food but on the findings from research that children under twelve cannot clearly 

distinguish advertising messages from program content. The issue was discussed during the 

Swedish Presidency of the EU in 2001, in preparation for the revision of the EU Broadcasting 

Directive in 2002/3. This drive by Sweden for changes in Europe alarmed the advertising 

lobby, who advised their members that this could lead to wider bans (Caraher, Landon and 

Dalmeny 2006).   

 A recent development in Chile that is being discussed at the time of writing is 

removal of advertising of food high in calories, sugar, salt and fat from television, radio, 

magazines and websites. This is based on the argument that prohibition in one area results in 

displacement to other channels with the result that overall the number of advertisements for 

HFSS foods remains the same (WCRF 2016). This is an ongoing debate with countries acting 

unilaterally and taking different approaches to regulation and legislation.    

 

Corporate Capture of Popular Food Culture 

  Alongside the public health literature on marketing of food to children and 

adolescents, there is an emerging body of public health literature on food and marketing that 

examines the corporate capture of food and its related cultural meanings (Mindell et al. 2012; 

Panjwani and Caraher 2014). Public health researchers have identified marketing 
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opportunities used by food companies at mass public events as contributing to an 

environment where energy-dense, nutrient poor food choices are the default option and often 

the cheapest one (WCRF 2016; Swinburn et al. 1999). Studies looking at food and drink 

marketing at sporting events have investigated, for example, the advertising of fast food and 

alcoholic beverages at cricket matches in Australia (Sherriff et al. 2010), consumer opinions 

on food and drink advertising during Canadian sporting events (Danylchuk and MacIntosh 

2009), professional athletes’ endorsements of food and beverages in the United States (Bragg 

et al. 2013), and World Cup football sponsorship by fast food and soda brands (Collin and 

MacKenzie 2006). These studies have indicated that fast food and sugar-sweetened beverage 

companies have to some extent replaced tobacco advertising at sporting events and that these 

sponsors have been considered preferable to alcohol and tobacco advertising both by 

consumers and regulators. However, studies have shown that food and drinks endorsed by 

celebrities and chosen as sponsors for major sporting events such as World Cup football were 

energy-dense and nutrient poor and these were at odds with the stated ambition of many of 

these publicly funded tournaments to inspire greater public sporting activity and 

achievement. While Bell and others (2011) outline the dangers associated with extrapolating 

public health measures on smoking to those attempting to address diet-related ill health, 

public health academics see lessons to be learned in the regulation and promotion of food 

from the areas of tobacco and alcohol control. Key among these are that education and 

voluntary agreements must be combined with legislation, regulation and economic 

approaches. Corporate power, they feel, cannot be matched and therefore should be regulated 

(Moodie et al. 2013; Mercer et al 2003; Daynard 2003).  

 Other researchers have focused on product placement in films, television programs 

and online gaming environments. Again, literature here has focused on targeted marketing to 

children. Scholars (Lackey 1993; Beng 1995; Sutherland et al. 2010) have documented the 
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nature and frequency of food and beverage advertising in movies, pinpointing the successful 

placement of Reese’s Pieces confections in the 1982 children’s movie E.T. the Extra-

Terrestrial as the starting point for an expansion in product placement in children’s movies.  

Sutherland et al. (2010) analyzed the top 20 US box office movies for each year from 1996 to 

2005 and found that candy/confections and salty snacks were the most prevalent food brands 

in movies, while sugar-sweetened beverages were the most prevalent drinks. Fast food 

comprised two thirds of the food retail establishment brand placements. There has been 

conflicting research, some (e.g., Gupta and Lord 1998) showing that prominent product 

placements were more effective than advertisements, while others (e.g., Beng 1995) showed 

that consumers did not necessarily recall the brand or indicate any intention to buy it after 

having seen the film. Public health researchers raised concern that such covert advertising 

was unethical, unhealthy and should be regulated, especially in films directed at a young 

audience. However, compared to television advertising to children this is a neglected research 

area (Sutherland et al. 2011) and Sabour et al. (2016) reported that in contrast to regulations 

on advertising, product placement legislation/regulation in the United States ranges from 

“weak to non-existent.” Elsewhere, regulation for product placement of unhealthy foods to 

children has been proposed in various forms (industry self-regulation, government guidelines, 

statutory regulation) in various countries, but most has focused on self-regulation (Hawkes 

2008; Hawkes and Lobstein 2011). 

 There has been some literature exploring attempts to raise awareness of the health 

status of food products within the advertising space. The alcoholic beverage industry has for 

some time voluntarily included “drink responsibly” messages in its advertising. These have 

been examined in the public health literature (e.g., Smith et al. 2014) and the advertising 

literature (e.g., Ringold 2008) with mixed results. Some public health commentators argue 

that these voluntary warnings are often incidental to the main slogan or tagline, fail to define 
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moderate drinking and may even encourage heavier drinking, while others argue that 

responsible drinking messages can promote moderate drinking behavior.  In a related but 

more recent development, the city of San Francisco has required billboards to add warnings 

to advertisements for sugar-sweetened beverages. This development, reminiscent of warning 

labels used on cigarette packaging, was fought by the beverage industry but welcomed by 

public health campaigners (Arthur 2016). These, however, remain public education initiatives 

and are not designed to limit the product, placement or price. Parallel examples are the sugar 

tax in Mexico, the proposed sugar tax in the UK, and the failed Danish fat tax (Caraher and 

Cowburn 2015). In these instances, the focus has moved beyond control of advertising to 

focus on the Ps of placement and price of such products. In all instances the power of food 

and marketing companies extends beyond the budget they have for lobbying activities and the 

access and influence on government and government departments they have at their disposal. 

This lobbying is legitimate although not covered by agreements on disclosures or public 

accountability (Nestle 2013).  

 

The Impact of New and Social Media  

 Those looking at the media in the light of changing technologies have long sought to 

understand and emphasize the changes technological advances in communications have had 

on social interaction (McLuhan et al. 2008). The rise of the Internet and social media has 

provided new opportunities for marketers and advertisers to promote their products in a more 

sophisticated way that accounts for the interactive nature and immediacy of social media 

platforms. The marketing literature reflects the interest of business in engaging and using 

social media for its own purposes (Drury 2008; Mangold and Faulds 2009; Kaplan and 

Haenlein 2010). Lang and Heasman (2015) document the shift in food marketing budgets 

from television (which remains an important platform) towards digital marketing activities 
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using the Internet, social media and advergaming (advertising using video games).  

 The time lag inherent in academic research means that public health research is still 

measuring the scope and scale of digital marketing (e.g., Montgomery and Chester 2009), but 

little work has yet been done exploring the impact this new development is having on 

nutrition and diets. However, in common with the food industry, health professionals at 

various levels have begun to use digital marketing in combination with the techniques of 

social marketing to engage consumers and try to change behavior. Two pertinent UK-based 

examples are Change4Life and GULP (Give Up Loving Pop). Change4Life is a government 

social marketing campaign (www.nhs.uk/change4life) introduced in 2009 as part of the 

“Healthy Weight, Healthy Lives” strategy. While this is an innovative public/private model 

using apps, animations and games as well as traditional media, Change4Life again focuses 

heavily on weight reduction and is undermined by industry involvement and a lack of 

opportunities for users to interact in a meaningful way. GULP 

(www.giveuplovingpop.org.uk) is a civil society initiative which aims to raise awareness of 

the health harms associated with over-consumption of soda. While innovative, as a local, 

charitable organization GULP has limited resources to engage proactively with users.     

 

Methodologies and Paradigms 

  Public health academics and policy makers seek to understand how traditional and 

new media influence purchasing behaviors. Concentrating on quantitatively measuring 

marketing output, public health researchers have analyzed thousands of hours of television 

advertising and thousands of words of media texts (e.g., Boyland et al. 2016; Boyland et al. 

2015). These analyses can measure correlations with health effects but cannot show causality.  

Additionally, Lindstrom (2008) shows that many assumptions about relationships between 

advertisements and the decision-making process are in fact mistaken, as these relationships 

http://www.nhs.uk/change4life)
http://www.giveuplovingpop.org.uk)/
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are more complex than imagined. The literature in public health has been largely driven by a 

linear model of communication which in the main fails to take into account the complex 

nature of communication and food choice. In contrast, the fields of communication and 

cultural studies have developed theories that explore audience interaction with messages, 

emphasizing that audiences do not simply passively accept messages, texts, symbols or signs, 

but that they also negotiate, oppose or interpret them (e.g., McQuail 2011; Hartley 2012). 

Literature in marketing, public relations and business has also shown interest in these 

complex models of communication, new technologies and new methods in advertising and 

marketing (e.g., Belk 2007).   

 For their part, advertisers base their budgets on numbers of consumers reached and 

sales data, but they also have difficulty attributing impact or effect on their audiences to 

advertising. Traditionally the assumption of advertisers has been that increases in sales show 

correlation, in contrast to the delayed effects of public health messages. The difficulty of 

measuring the effect of advertising and an associated debate about this has antagonized 

relationships between public health researchers and advertisers (e.g., Advertising Association 

2013). Food in the Internet age, with a vast and expanding array of food blogs, apps, 

sponsored websites and games, poses new difficulties (Aspray, Royer and Ocepek 2013). 

While we agree it is necessary to understand the mechanism through which these marketing 

endeavors work from a public health perspective, too little focus has been on a public health 

precautionary approach where the onus is on the food and marketing industries to show no 

harm, by documenting how food and food categories contribute to ill-health.  

  As noted above, a popular government strategy in this area is voluntary agreement 

with industry. While there is some evidence that PPPs (public private partnerships) can 

contribute positively to public health outcomes (Buse and Harmer 2007), many have not had 

the desired effects, and accountability and monitoring are often missing from the equation 
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(Panjwani and Caraher 2014; Buse and Harmer 2007; Kraak et al. 2012; Kraak et al. 2016). 

Also many lack a clear outcome against which success and company culpability can be 

measured. Key learning is that business often defaults on the original intention and there is a 

lack of accountability by politicians and civil servants to argue for the greater good or to set 

limits on what is negotiable.    

 

The Future 

  Current problems with public health research relate to its conceptualization of 

information and behavior change as a linear model of movement, whereas the food and 

beverage industries are increasingly moving towards new media and use these platforms to 

build relationships with and between customers.  While public health policy has been 

successful in introducing restrictions on advertising to groups such as children, particularly in 

the realm of television advertising, public health research and action have been slow to 

respond to the new areas of digital and social media. At the moment, much is made of the 

power of “nudge” (Thaler and Sunstein 2008) to bring about positive health changes.  

While such persuasive behavioral interventions may be useful, public health academics have 

argued that they still do not and cannot match the power of “Big Food” and the promotion of 

highly processed food that is high in calories, fat, salt and sugar.  

  In common with other areas of prevention work, research on advertising restrictions 

suffers from a lack of evidence-based, well-designed intervention projects. One way of 

addressing this is by adopting a solution-oriented approach (Robinson and Sirard 2005). In 

essence, this moves the research focus away from developing more descriptions of the 

problem, to working on solutions. This means that research in this area, in addition to 

focusing on the processes and mechanisms involved in marketing, would also look to develop 

policies that use econometric and health data to estimate the impact of “Big Food,” including 
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how its marketing and advertising contributes to ill health. This is a strategy already adopted 

by sections of public health engaged with alcohol control, where the contribution of alcohol 

companies to alcohol-related ill health and other social costs such as domestic violence have 

been measured (Addiction and Lifestyles in Contemporary Europe Reframing Addictions 

Project, www.alicerap.eu). This possible new area for public policy to develop, could also 

address criticism of public health research by shifting from victim blaming that emphasizes 

individual behavior change towards a system in which large companies are held responsible 

(Crawford 1977; Guthman 2011). As Julie Guthman notes, many individual, consumerist 

solutions are based on singular causes, “which tends to neglect the sources of the problem in 

production and lets off the hook those more responsible for the problem (corporate bad actors 

and policy makers)” (Guthman 2011, 187). 

 As noted above, public health research is lagging behind that of industry in the move 

to understanding and developing social media (see Lindstrom 2008 for an industry view on 

this). In policy terms, public health practitioners do not always possess the requisite skills to 

develop policy interventions in new areas (Caraher and Cowburn 2015). Future debates will 

be further complicated by discussions on the right of the food industry to promote and sell 

food and the public health mandate to protect citizens and populations. Current trends predict 

more countries adopting restrictions in combination with industry partnership to try to bridge 

this gap. Public health researchers will continue to try to keep up with the advances and 

changes in technology, which offer increasing opportunities and platforms for marketing and 

advertising. Key developments include the use of big data and social media algorithms for 

direct marketing (O’Raghallaigh 2015). The debate at the moment is polarized and diffuse, 

with a notable lack of interdisciplinary work. Opportunities exist for public health researchers 

to work more closely with academics in the fields of communications, marketing and 

http://www.alicerap.eu/
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advertising as well as anthropology and sociology, to explore the options for both restricting 

and harnessing the power of marketing for the public good.   

 

References 

Adams, Jean, Kathleen Hennessy-Priest, Sigrun Ingimarsdóttir, Judy Sheeshka, Truls Østbye 

and Martin White. 2009. “Changes in Food Advertisements during ‘Prime-

Time’Television from 1991 to 2006 in the UK and Canada.” British Journal of 

Nutrition, 102(04): 584-593. 

Adams, Stephen. 2011 “Tax Unhealthy Foods or Half will be Obese by 2030”, The Telegraph  

August 26. Accessed September 16, 2016. 

http://www.telegraph.co.uk/news/health/8722709/Tax-unhealthy-foods-or-half-will-be-

obese-by-2030.html 

Advertising Association. 2013. “Understanding Food Advertising”. Accessed 5 August 2016.  

http://www.adassoc.org.uk/wp-content/uploads/2014/09/Understanding-Food-

Advertising.pdf  

Aguayo, Victor M., Ross, Jay, S., Kanon, Souleyman and Ouedraogo, Andre N. 2003. 

“Monitoring Compliance with the International Code of Marketing of Breastmilk 

Substitutes in West Africa: Multisite Cross Sectional Survey in Togo and Burkina 

Faso.” BMJ 326, 7381: 127. 

Albritton, Robert. 2009. Let Them Eat Junk; How Capitalism Creates Hunger and Obesity. 

   Pluto Press, London.  

Arthur, Rachel. 2016. “San Francisco Soda Warnings Prompt UK Call for Similar Rule”  

Beveragedaily.com. Accessed August 1 2016. 

http://mobile.beveragedaily.com/Regulation-Safety/San-Francisco-soda-warnings-

prompt-UK-call-for-similar-

http://www.telegraph.co.uk/news/health/8722709/Tax-unhealthy-foods-or-half-will-be-obese-by-2030.html
http://www.telegraph.co.uk/news/health/8722709/Tax-unhealthy-foods-or-half-will-be-obese-by-2030.html
http://www.adassoc.org.uk/wp-content/uploads/2014/09/Understanding-Food-Advertising.pdf
http://www.adassoc.org.uk/wp-content/uploads/2014/09/Understanding-Food-Advertising.pdf
http://mobile.beveragedaily.com/Regulation-Safety/San-Francisco-soda-warnings-prompt-UK-call-for-similar-rule?utm_source=RSS_text_newsutm_medium=RSS_feedutm_campaign=RSS_Text_News
http://mobile.beveragedaily.com/Regulation-Safety/San-Francisco-soda-warnings-prompt-UK-call-for-similar-rule?utm_source=RSS_text_newsutm_medium=RSS_feedutm_campaign=RSS_Text_News


 18 

rule?utm_source=RSS_text_newsutm_medium=RSS_feedutm_campaign=RSS_Text_

News  

Aspray, William, George Royer, and Melissa G. Ocepek. 2013. Food in the Internet Age. 

  New York: Springer. 

Babin, Laurie A. 1996. “Advertising Via the Box Office: Is Product Placement Effective?” 

  Journal of Promotion Management 3, 1-2: 31-52. 

Belk, Russell W., ed. 2007. Handbook of Qualitative Research Methods in Marketing.               

Cheltenham: Edward Elgar Publishing. 

Beng, Soo Ong. 1995. “Should Product Placement in Movies be Banned?”, Journal of 

  Promotion Management, 2:3-4, 159-176, DOI: 10.1300/J057v02n03_09  

Bhagwat, Sadhana, Deepti Gulati, Ruchika Sachdeva, and Rajan Sankar. 2014. “Food 

Fortification as a Complementary Strategy for the Elimination of Micronutrient 

Deficiencies: Case Studies of Large Scale Food Fortification in two Indian States.” 

Asia Pacific Journal of Clinical Nutrition 23, S1: s4-s11. 

Blythman, Joanna. 2012. Shopped: The Shocking Power of British Supermarkets. 

  London: HarperCollins. 

Borden, Neil H. 1964. “The Concept of the Marketing Mix”, Journal of Advertising 

  Research, Vol. 4, June: 2-7.  

Bosque‐Prous, Marina, Albert Espelt, Anna M. Guitart, Montserrat Bartroli, Joan R. Villalbí, 

and M. Teresa Brugal. 2014. “Association Between Stricter Alcohol Advertising 

Regulations and Lower Hazardous Drinking Across European Countries." Addiction 

109,  10: 1634-1643. 

Boyland, Emma J., Sarah Nolan, Bridget Kelly, Catrin Tudur-Smith, Andrew Jones, Jason 

CG Halford, and Eric Robinson. 2016. “Advertising as a Cue to Consume: a 

Systematic Review and Meta-analysis of the Effects of Acute Exposure to Unhealthy 

http://mobile.beveragedaily.com/Regulation-Safety/San-Francisco-soda-warnings-prompt-UK-call-for-similar-rule?utm_source=RSS_text_newsutm_medium=RSS_feedutm_campaign=RSS_Text_News
http://mobile.beveragedaily.com/Regulation-Safety/San-Francisco-soda-warnings-prompt-UK-call-for-similar-rule?utm_source=RSS_text_newsutm_medium=RSS_feedutm_campaign=RSS_Text_News


 19 

Food and Nonalcoholic Beverage Advertising on Intake in Children and Adults.” The 

American Journal of Clinical Nutrition: 103(2): 519-533. doi:10.3945/ajcn.115.12002 

Boyland, Emma J., Melissa Kavanagh-Safran, and Jason CG Halford. 2015. “Exposure to 

‘healthy’Fast Food Meal Bundles in Television Advertisements Promotes Liking for 

Fast Food but not Healthier Choices in Children.” British Journal of Nutrition 113, 

06: 1012-1018. doi:10.1017/S0007114515000082 

Brady, June Pauline. 2012. “Marketing Breast Milk Substitutes: Problems and Perils 

  Throughout the World.” Archives of Disease in Childhood, 97(6):529-532. 

Buse, Kent and Andrew M. Harme. 2007. “Seven Habits of Highly Effective Global Public 

–private Health Partnerships: Practice and Potential”. Social Science and Medicine; 

64(2):259–71. 

Cairns, Georgina, Kathryn Angus, and Gerard Hastings. 2009. The Extent, Nature and Effects 

of Food Promotion to Children: a Review of the Evidence to December 2008. 

Geneva: World Health Organization. 

Cairns, Georgina., Kathryn Angus, Gerard Hastings and Martin Caraher. 2013. “Systematic 

Reviews of the Evidence on the Nature, Extent and Effects of Food Marketing to 

Children. A Retrospective Summary.” Appetite, 62: 209-215. 

doi:10.1016/j.appet.2012.04.017 

Caraher, Martin. 2012. “Food and Health Policy.” In Encyclopedia of Food and Agricultural 

Ethics, edited by Paul B.Thompson and David M. Kaplan.  Berlin: SpringerReference 

DOI: 10.1007/SpringerReference_307719 2012- 10-11 14:22:43 UTC 

Caraher, Martin and Gill Cowburn 2015. “Guest Commentary: Fat and Other Taxes, Lessons 

for the Implementation of Preventive Policies.” Preventive Medicine, 77: 204-206. 

doi: 10.1016/j.ypmed.2015.05.006 

Caraher, Martin, Jane Landon and Kath Dalmeny. 2006. “Television Advertising and 

http://dx.doi.org/10.1016/j.appet.2012.04.017
http://dx.doi.org/10.1016/j.ypmed.2015.05.006


 20 

   Children: Lessons from Policy Development.” Public Health Nutrition, 9(5): 596- 

  605. 

Collin, Jeff and Ross MacKenzie. 2006. “The World Cup, Sport Sponsorship, and Health.”  

 The Lancet, 367(9527):1964-1966. 

Crawford, Robert. 1977. “You are Dangerous to your Health: the Ideology and Politics of 

   Victim Blaming.” International Journal of Health Services; 7(4): 61–680. 

Crawford, Robert. 1980 “Healthism and the Medicalisation of Everyday Life.” International 

   Journal of Health Services 10(3): 365–387. 

Crawford, Robert. 1984. “A Cultural Account of ‘Health’: Control, Release and the Social 

Body.”  In McKinlay, J.B. (editor) Issues in the political economy of healthcare. New 

York: Tavistock, 60–103. 

Danylchuk, Karen E. and Eric MacIntosh. 2009. “Food and Non-alcoholic Beverage 

Sponsorship of Sporting Events: the Link to the Obesity Issue.” Sport Marketing 

Quarterly, 18(2): 69. 

Daynard, Richard A. 2003. “Lessons from Tobacco Control for the Obesity Control 

   Movement” Journal of Public Health Policy Vol. 24, No. 3/4: 291-295 

DEFRA (2015) “Family Food 2014”, Department for Environment Food and Rural Affairs, 

Accessed September 16, 2016. 

https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/485982

/familyfood-2014report-17dec15.pdf  

Dhar, Tirtha and Kathy Baylis. 2011. “Fast-Food Consumption and the Ban on Advertising 

Targeting Children: The Quebec Experience.” Journal of Marketing Research: 

October 2011, 48(5): 799-813. 

Dixon, Jane. 2009. "From the Imperial to the Empty Calorie: How Nutrition Relations  

Underpin Food Regime Transitions." Agriculture and Human Values 26, no. 4: 321-

https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/485982/familyfood-2014report-17dec15.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/485982/familyfood-2014report-17dec15.pdf


 21 

333. 

Douglas, Torin. 1984. The Complete Guide to Advertising. London: Papermac 

Drury, Glen. 2008. “Opinion Piece: Social Media: Should Marketers Engage and How Can it  

  be done Effectively?” Journal of Direct, Data and Digital Marketing Practice, 9(3): 

274-277. 

Evans, Richard. 2013. From the Frontline: The Extraordinary Life of Sir Basil Clarke.         

   Stroud: The History Press. 

Gallo, Anthony E. 1999. “Food Advertising in the United States.” America’s eating habits: 

 Changes and consequences. US Department of Agriculture, Economic Research 

Service, Food and Rural Economics Division. Agriculture Information Bulletin No. 

750. 

Glanz, Karen, Michael DM Bader, and Shally Iyer. 2012. "Retail Grocery Store Marketing 

 Strategies and Obesity: an Integrative Review." American Journal of Preventive 

Medicine 42, no. 5: 503-512. 

Gornall, Jonathan. 2014. “Is the Billion Unit Pledge just Window Dressing?” BMJ;  

348(g3190), http://dx.doi.org/10.1136/bmj.g3190. 

Grönroos, Christian. 1994. “From Marketing Mix to Relationship Marketing: Towards a 

  Paradigm Shift in Marketing.” Management Decision, 32(2): 4-20. 

Gupta, Pola B., and Kenneth R. Lord. 1998. "Product Placement in Movies: The Effect of 

Prominence and Mode on Audience Recall." Journal of Current Issues & Research in 

Advertising 20(1): 47-59. 

Guthman, Julie. 2003. “Fast Food/Organic Food: Reflexive Tastes and the Making of'  

   ‘Yuppie Chow’.” Social & Cultural Geography 4, no. 1: 45-58. 

Guthman, Julie. 2011. Weighing in: Obesity, Food Justice, and the Limits of Capitalism.  

  Oakland: Univ of California Press. 

http://dx.doi.org/10.1136/bmj.g3190


 22 

Hartley, John. 2012. Communication, Cultural and Media Studies: The Key Concepts. 

   London: Routledge. 

Hastings, Gerard, Martine Stead, Laura McDermott, Alasdair Forsyth, Anne Marie 

 MacKintosh, Mike Rayner, Christine Godfrey, Martin Caraher, and Kathryn Angus. 

2003. "Review of Research on the Effects of Food Promotion to Children." London: 

Food Standards Agency. 

Hastings, Gerard. 2007. Social Marketing: Why Should the Devil Have all the Best Tunes? 

   Oxford: Butterworth-Heinemann. 

Hastings, Gerard, Oona Brooks, Martine Stead, Kathryn Angus, Thomas Anker, and Tom 

Farrell. 2010. “Failure of Self regulation of UK Alcohol Advertising.” BMJ 340, no. 

b5650. 

Hawkes, Corinna. 2004 Marketing Food to Children: the Global Regulatory Environment. 

 World Health Organization: Geneva. 

http://apps.who.int/iris/bitstream/10665/42937/1/9241591579.pdf 

Hawkes, Corinna. 2008. “Regulating Food Marketing to Young People Worldwide: Trends  

  and Policy Drivers.” American Journal of Public Health 98(3), pp.390-390.  

Hawkes, Corinna and Lobstein, Tim. 2011. “Regulating the Commercial Promotion of Food  

to Children: A Survey of Actions Worldwide.” International Journal of Pediatric 

Obesity, 6(2): 83-94. 

Heasman, Michael and Mellentin, Julian. 2001. The Functional Foods Revolution: Healthy 

   People, Healthy Profits? London: Routledge. 

Heneghan, Carolyn. 2016. “Why PepsiCo is Beating Coca-Cola in Soda Brand Loyalty” 

 FoodDIVE March 7. Accessed August 5 2016.  http://www.fooddive.com/news/why-

pepsico-is-beating-coca-cola-in-soda-brand-loyalty/415135/  

Kaplan, Andreas M. and Michael Haenlein. 2010. “Users of the World, Unite! The  

http://www.fooddive.com/news/why-pepsico-is-beating-coca-cola-in-soda-brand-loyalty/415135/
http://www.fooddive.com/news/why-pepsico-is-beating-coca-cola-in-soda-brand-loyalty/415135/


 23 

  Challenges and Opportunities of Social Media.” Business Horizons, 53(1): 59-68. 

Keane, Anne. 1997. “Too Hard to Swallow? The Palatability of Healthy Eating Advice.” In 

   Food Health and Identity, edited by Patricia Caplan, London: Routledge: 172-192. 

Kelly, B., King, L., Baur, L., Rayner, M., Lobstein, T., Monteiro, C., Macmullan, J., Mohan, 

S., Barquera, S., Friel, S. and Hawkes, C. 2013. “Monitoring Food and Non‐Alcoholic 

Beverage Promotions to Children.” Obesity Reviews, 14(S1: 59-69. 

Kirkland, Anna. 2011. “The Environmental Account of Obesity: A Case for Feminist 

   Skepticism.” Signs 36, no. 2: 463-485. 

Kraak, Vivica I., Stefanie Vandevijvere, Gary Sacks, Hannah Brinsden, Corinna Hawkes, 

Simón Barquera, Tim Lobstein, and Boyd A. Swinburn. 2016. “Progress Achieved in 

Restricting the Marketing of High-Fat, Sugary and Salty Food and Beverage Products 

to Children.” Bulletin of the World Health Organization; Type: Policy & Practice 

Article ID: BLT.15.158667  

Kraak, Vivica I., Paige B. Harrigan, Mark Lawrence, Paul J. Harrison, Michaela A. Jackson, 

and Boyd Swinburn. 2012. “Balancing the Benefits and Risks of Public–Private 

Partnerships to Address the Global Double Burden of Malnutrition.” Public Health 

Nutrition 15, no. 03: 503-517. 

Lackey, William Benjamin. 1993. “Can Lois Lane Smoke Marlboros?: An Examination of 

the Constitutionality of Regulating Product Placement in Movies.” University of 

Chicago Legal Forum: Vol. 1993, Article 15. 

Lang, Tim and Michael Heasman, M. 2015. Food Wars: the Global Battle for Mouths, Minds 

   and Markets, 2nd edn, London: Routledge. 

Lawrence, Geoffrey, and Jane Dixon. 2015. “The Political Economy of Agri-Food: 

Supermarkets.” Handbook of the International Political Economy of Agriculture and 

Food 213 Cheltenham: Edward Elgar Publishing.  



 24 

Lawrence, Mark and John Germov. 2004. “Future Food: the Politics of Functional Foods and  

Health Claims.” In A Sociology of Food and Nutrition : The Social Appetite, edited by 

John Germov and Lauren Williams. Edition: 2, Chapter: 6: 119-147. Oxford: Oxford 

University Press.  

Lindgreen, Adam. 2003. “Trust as a Valuable Strategic Variable in the Food Industry:  

  Different Types of Trust and their Implementation.” British Food Journal, 105(6):  

  310-327. 

Lindstrom, Martin. 2008. Buy Ology: How everything We Believe About Why We Buy is 

   Wrong. London: Random House.  

Livingstone, Sonia, and Ellen J. Helsper. 2006. “Does Advertising Literacy Mediate the  

Effects of Advertising on Children? A Critical Examination of two Linked Research 

Literatures in Relation to Obesity and Food Choice.” Journal of Communication 56, 

no. 3: 560-584. 

Mangold, W. Glynn, and David J. Faulds. 2009. “Social Media: The New Hybrid Element of 

   the Promotion Mix.” Business Horizons 52 (4): 357-365. 

McGinnis, J. Michael, Jennifer Appleton Gootman, and Vivica I. Kraak, eds. 2006. Food 

  Marketing to Children and Youth: Threat or Opportunity?. Washington D.C.:  

  National Academies Press. 

McLuhan, Marshall, Quentin Fiore and Jerome Agel. 2008. The Medium is the Massage. 

   London: Penguin.  

McQuail, Denis. 2010. McQuail's Mass Communication Theory. London: Sage Publications.  

Maddox, Kate. 2015. “Global Ad Spending Will Be Up an Average 4.2% Next Year.” Ad 

Age, June 11, accessed August 5 2016: http://adage.com/article/btob/global-ad-spend-

average-4-2-year/298980/  

Mercer, Shawna L., Lawrence W. Green, Abby C. Rosenthal, Corinne G. Husten, Laura 

http://adage.com/article/btob/global-ad-spend-average-4-2-year/298980/
http://adage.com/article/btob/global-ad-spend-average-4-2-year/298980/


 25 

Kettel Khan, and William H. Dietz. 2003. “Possible Lessons from the Tobacco 

Experience for Obesity Control.” The American Journal of Clinical Nutrition 77, no. 

4: 1073S-1082S. 

Mindell, Jennifer S., Lucy Reynolds, David L. Cohen, and Martin McKee. 2012. “All in this 

   Together: The Corporate Capture of Public Health.” BMJ 345 (2012): e8082. 

Montgomery, Kathryn .C. and Jeff Chester. 2009. “Interactive Food and Beverage  

Marketing: Targeting Adolescents in The Digital Age.” Journal of Adolescent Health, 

45(3): S18-S29. 

Moodie, Rob, David Stuckler, Carlos Monteiro, Nick Sheron, Bruce Neal, Thaksaphon 

Thamarangsi, Paul Lincoln, Sally Casswell, and Lancet NCD Action Group. 2013. 

“Profits and Pandemics: Prevention of Harmful Effects of Tobacco, Alcohol, and 

Ultra-Processed Food and Drink Industries.” The Lancet 381, no. 9867 (2013): 670-

679.  

Moubarac, Jean-Claude, Malek Batal, Ana Paula Bortoletto Martins, Rafael Claro, Renata 

Bertazzi Levy, Geoffrey Cannon, and Carlos Monteiro. 2014. “Processed and Ultra-

Processed Food Products: Consumption Trends in Canada from 1938 to 2011.” 

Canadian Journal of Dietetic Practice and Research 75, no. 1: 15-21.  

Nelson, Jon P. 2010. “Alcohol Advertising Bans, Consumption and Control Policies in 

   Seventeen OECD Countries, 1975–2000.” Applied Economics, 42(7): 803-823. 

Nestle, Marion. 2013. Food Politics: How the Food Industry Influences Nutrition and Health 

   (Vol. 3). Univ of California Press. 

Nieburg, Oliver. 2013. “Experiential Retail’ Can Build Confectionery Brand Loyalty” 

Confectionerynews.com Accessed August 5 2016. 

http://www.confectionerynews.com/Markets/Experiential-retail-can-build-

confectionery-brand-loyalty 

http://www.confectionerynews.com/Markets/Experiential-retail-can-build-confectionery-brand-loyalty
http://www.confectionerynews.com/Markets/Experiential-retail-can-build-confectionery-brand-loyalty


 26 

Nkwocha, Kizzi. 2016. “Nestle Calls for Strictly Regulated EU Nutrition Policy” 

Foodnavigator.com February 22 2016 http://www.foodnavigator.com/Policy/Nestle-

calls-for-strictly-regulated-EU-nutrition-policy 

Nocella, Giuseppe and Orla Kennedy. 2012. “Food Health Claims–What Consumers 

   Understand.” Food Policy, 37(5): 571-580. 

Ofcom, 2006. New Restrictions on the Television Advertising of Food and Drink Products  

to Children. OFCOM website, accessed August 1, 2016. 

http://media.ofcom.org.uk/news/2006/new-restrictions-on-the-television-advertising-

of-food-and-drink-products-to-children/ 

O’Raghallaigh, Eamonn. 2015. “Big Data for Marketers – How your Decision Making 

Process is Changing” Digital Strategy, 8 June 2015. Accessed August 5 2016 

https://digitalstrategy.ie/big-data-for-marketers/  

Oxfam. 2013. Behind the Brands: Oxfam Briefing Paper Oxfam. Accessed August 5, 2016, 

http://www.behindthebrands.org/en//~/media/Download-files/bp166-behind-brands-

260213-en.ashx 

Panjwani, Clare and Martin Caraher. 2014. “The Public Health Responsibility Deal: 

Brokering a Deal for Public Health, but on Whose Terms?” Health Policy, 114(2): 

163-173. doi: 10.1016/j.healthpol.2013.11.002 

Ringold, Debra Jones. 2008. “Responsibility and Brand Advertising in the Alcoholic  

Beverage Market: The Modeling of Normative Drinking Behavior.” Journal of 

Advertising, 37(1): 127-141. 

Robinson, Thomas N. and John R. Sirard. 2005. “Preventing Childhood Obesity: A Solution 

  Oriented Research Paradigm”. American Journal of Preventive Medicine; vol 28, no  

  2S2: 194-201 

Schlosser, Eric and Charles Wilson. 2006. Chew on This: Everything You Don’t Want to  

http://www.foodnavigator.com/Policy/Nestle-calls-for-strictly-regulated-EU-nutrition-policy
http://www.foodnavigator.com/Policy/Nestle-calls-for-strictly-regulated-EU-nutrition-policy
http://media.ofcom.org.uk/news/2006/new-restrictions-on-the-television-advertising-of-food-and-drink-products-to-children/
http://media.ofcom.org.uk/news/2006/new-restrictions-on-the-television-advertising-of-food-and-drink-products-to-children/
https://digitalstrategy.ie/big-data-for-marketers/
http://www.behindthebrands.org/en/%7E/media/Download-files/bp166-behind-brands-260213-en.ashx
http://www.behindthebrands.org/en/%7E/media/Download-files/bp166-behind-brands-260213-en.ashx
http://dx.doi.org/10.1016/j.healthpol.2013.11.002


 27 

   Know About Fast Food. London: Penguin Books.  

Scrinis, Gyorgy. 2008. "On the Ideology of Nutritionism." Gastronomica 8, no. 1: 39-48. 

Sharma, Lisa L., Stephen P. Teret, and Kelly D. Brownell. 2010. "The Food Industry And  

Self-Regulation: Standards To Promote Success And To Avoid Public Health 

Failures." American Journal of Public Health 100, no. 2: 240-246. 

Sherriff, Jill, Denise Griffiths, and Mike Daube. 2010. "Cricket: Notching Up Runs for Food 

and Alcohol Companies?." Australian and New Zealand Journal of Public Health 34, 

no. 1: 19-23. 

Smart, Reginald G. 1988. “Does Alcohol Advertising Affect Overall Consumption? A  

   Review of Empirical Studies.” Journal of Studies on Alcohol, 49(4): 314-323. 

Smith, Katherine Clegg, Samantha Cukier, and David H. Jernigan. 2014. “Defining Strategies 

for Promoting Product Through ‘Drink Responsibly’messages in Magazine Ads for 

Beer, Spirits And Alcopops.” Drug and Alcohol Dependence 142 (2014): 168-173.  

Story, Mary and Simone French. 2004. “Food Advertising and Marketing Directed at  

Children and Adolescents in The Us.” International Journal of Behavioral Nutrition 

and Physical Activity, 1(1): 1. 

Sutherland, Lisa A., Todd MacKenzie, Lisa A. Purvis, and Madeline Dalton. “Prevalence of 

Food and Beverage Brands in Movies: 1996–2005.” Pediatrics 125, no. 3 (2010): 

468-474. 

Swinburn, Boyd, Gary Egger and Fezeela Raza. 1999. “Dissecting Obesogenic  

Environments the Development and Application of a Framework for Identifying and 

Prioritizing Environmental Interventions for Obesity.” Preventive Medicine. 29:563-

70.  

Thackeray, Rosemary and Brad L. Neiger. 2003. “Use of Social Marketing to Develop 

   Culturally Innovative Diabetes Interventions.” Diabetes Spectrum, 16(1): 15-20. 



 28 

Thaler, Richard H. and Cass R. Sunstein. 2008. Nudge: Improving Decisions About Health, 

   Wealth, and Happiness. New Haven/London: Yale University Press. 

USDA. 2014. “Food Away From Home”. United States Department of Agriculture Economic 

Research Service. Accessed September 16 2016 http://www.ers.usda.gov/topics/food-

choices-health/food-consumption-demand/food-away-from-home.aspx 

WCRF. 2016. “Nourishing Framework: Restrict Food Marketing.” World Cancer Research 

Fund. Accessed August 5 2016: http://www.wcrf.org/int/policy/nourishing-

framework/restrict-food-marketing.  

Wilkins, Mira. 2014. “When and Why Brand Names in Food And Drink?” In Adding Value 

   (RLE Marketing): Brands and Marketing in Food and Drink, edited by Geoffrey G.  

  Jones and Nicholas J. Morgan. London: Routledge. 

World Bank. 2016. “Data, GDP, Current US$”. Accessed September 13 2016 

   http://data.worldbank.org/indicator/NY.GDP.MKTP.CD?locations=XM-XL-KM  

WHO. 2016. Report of the Commission on Ending Childhood Obesity. Geneva: World Health 

Organization. Accessed September 18 2016 http://www.who.int/end-childhood-

obesity/final-report/en/  

http://www.ers.usda.gov/topics/food-choices-health/food-consumption-demand/food-away-from-home.aspx
http://www.ers.usda.gov/topics/food-choices-health/food-consumption-demand/food-away-from-home.aspx
http://www.wcrf.org/int/policy/nourishing-framework/restrict-food-marketing
http://www.wcrf.org/int/policy/nourishing-framework/restrict-food-marketing
http://www.who.int/end-childhood-obesity/final-report/en/
http://www.who.int/end-childhood-obesity/final-report/en/

	From Food Advertising to Digital Engagements:
	Future Challenges for Public Health
	Rebecca Wells and Martin Caraher
	The public health community has repeatedly expressed concern over the mass consumption of highly processed foods that are energy dense and high in fat, salt and sugar [HFSS foods]. Moodie et al. (2013) point out that these industrially produced “ult...
	Those looking at the media in the light of changing technologies have long sought to understand and emphasize the changes technological advances in communications have had on social interaction (McLuhan et al. 2008). The rise of the Internet and soci...
	The time lag inherent in academic research means that public health research is still measuring the scope and scale of digital marketing (e.g., Montgomery and Chester 2009), but little work has yet been done exploring the impact this new development ...
	The Future
	Current problems with public health research relate to its conceptualization of information and behavior change as a linear model of movement, whereas the food and beverage industries are increasingly moving towards new media and use these platforms...
	While such persuasive behavioral interventions may be useful, public health academics have argued that they still do not and cannot match the power of “Big Food” and the promotion of highly processed food that is high in calories, fat, salt and sugar.
	In common with other areas of prevention work, research on advertising restrictions suffers from a lack of evidence-based, well-designed intervention projects. One way of addressing this is by adopting a solution-oriented approach (Robinson and Sira...

