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Share of adults that are obese. 2016 Our World

n Data

Obesity is defined as having a body-mass index (BMI) equal to or greater than 30. BMI is a person's weight in
kilograms divided by his or her height in metres squared.
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Source: WHO, Global Health Observatory QurWorldInData.org/obesity « CC BY
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Share of children who are overweight, 2016 Our World

in Data

Share of children aged 2-4 years old who are defined as overweight.

g
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Source: Institute of Health Metrics and Evaluation (IHME) CCBY
Mote: A child is classified as overweight if their weight-for-height is more than two standard deviations from the median of the World Health Organization
MWHOQO) Child Growth Standards.
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E NAT[ONAL REVIEW DONATE THE CORNER LOGIN SUBSCRIBE Q

Boris Johnson to Crack Down on Junk Food Advertising

after Brush with COVID
By MAIREAD MCARDLE | July 28, 20201;19.% 000 00

British prime minister Boris Johnson delivers a video message from 10 Downing Street after being released from the hospital,

.-:\pl'il 12, 2020. (Pippa Fowles/Reutars)

British Prime Minister Boris Johnson on Monday announced a new effort by the U.K. government
to address the country’s growing obesity problem with an aim to lower health risks amid the

coronavirus pandemic.
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Homo Economicus

Assumptions

The concept of Homo Economicus relies on the
assumption that people act in their rational self-
interest i.e.they do what is best for them.

Therefore we are assuming that;

* People know what they want and their priorities

* People can judge the benefit (or utility) the consumption
of a good will bring

* People can place a value on the utility (i.e. they know
what they are prepared to pay)

* People act selfishly i.e. seek to satisfy their own needs

Are these assumptions correct?
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Eclectical integration empirical findings

/ Message Factors: Level of‘ \

Integration of Food Cues

Food Cues Advertising Effect Process c;:}_ii:g;:;g Incentive Sensitization Process Palatable Food
Embedded in and Intake
Advertisements Psychological
FResponses

/-.J Indn. idual Suscepnbﬂlry \

f Factors: e g. Impulsivity !

\ and Attentional Bias /o

Figure 1: Reactivity to Embedded Food Cues in Advertising Model (REFCAM)
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DANIEL KAHNEMAN'S SYSTEMS OF THINKING
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; Rational
Quick Automatic Complex
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Dual process models

Implicit Self-Regulation

Fash
Aubomaltns
Linconscious
- AStuass i
IMPIEE s socations .
Implicit = b e Implicit
e — i b= = = e e e e e e e e e Conmumpl
Advertisemant Fermation of Memory Mamaory Application of Memory Diecision
o —
Explicit Attudas Explicit
Explicit  Irlemation
Farig
Parsuasian Knowledgs Explicit Self- Aegulation
Medim Liferacy

Meeds Hacall of Advertisament
Meeds Aesources

Mards a Conscious Goal

Battner, O. B., Florack, A., & Serfas, B. G. (2014). A dual-step and dual-process model of advertising effects: Implications
for reducing the negative impact of advertising on children's consumption behaviour. Journal of Consumer Policy, 37(2),
161-182.
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Advertising Literacy

Advertising literacy refers to personal knowledge people have

about advertising, its persuasive intent, and the advertising techniques
that are used to target them and the skills they have to critically cope
with advertising.

10
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Advertising Literacy

The Food Marketing Defense Model (Harris et al. 2009):
awareness

understanding

ability

Motivation

> W

So in sum, cognitive factors (related to the homo economicus)

11
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Advertising literacy

Ability
("stop and think™)

. Perceived
Emotion control
competence

\l 7 Use of food
Knowledge > advertising
A c s

J oping strategie
[ Motivation }

FIGURE 5.1 Predictors of children’s use of (food) advertising coping strategies.

Rozendaal, 2019
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Appetite

“aolume 112, 1 May 2017, Pages 117-123

Does a ‘protective’ message reduce the impact of’
an advergame promoting unhealthy foods to
children? An experimental study in Spain and The
Netherlands

Frans Folkvord B ®, 5=, Francisco Lupidfiez-Villanueva ", Cristiane Codagnene ™ ©, Francesco Bogliacing ©,

Giuseppe Veltri ©, George Gasksll '
Show more s

hittps:fdoi.org10.1016/j.appet_ 2017 .01.026 Get rights and content

Abstract

The weight of evidence points to the advertising of food affecting food
consumption, especially among children. Such advertising often promotes
unhealthy foods. Current policy deliberations focus on develeping effective
‘protective’ messages to increase advertising literacy and consequent scepticism
about advertising targeting children. This study examined whether incorporating a
‘protective’ message in an advergame promoting energy-dense snacks would reduce
children's snack intake. A randomized between-subject design was conducted in the
Netherlands (N = 215) and Spain (N = 382) with an advergame promoting either
energy-dense snacks or nonfood products. The results showed that playing an
advergame promeoting energy-dense snacks increased caloric intake in both
countries, irrespective of whether the ‘protective’ message was present or not. These
results point to the limitations of ‘protective’ messages and advertising Iiteracy and
provide policy makers with a rationale for extending the current prohibition of food
advertising to young children in the terrestrial media to online environments.
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Classical conditioning
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EAT-Lancet Commission

The EAT-Lancet Commission on Food, Planet, Health brought together
37 world-leading scientists from across the globe to answer this
guestion:

Can we feed a future population of 10 billion people a healthy diet
within planetary boundaries?

LLLLLLL iscover Events Initiatives About EAT Knowledge

Home — The EAT-Lancet Commiss

The EAT-LLancet Commission on
Food, Planet, Health

Can we feed a future population of 10 billion people a healthy diet
within planetary boundaries?

Il
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Reasons to improve our diet

UN — Sustainable Development Goals

Paris Agreement

Obesity epidemic

Rising prevalence of diet-related non-communicable diseases (NCDs
e.g., coronary heart disease, stroke, diabetes)

Climate change

Reduction of biodiversity I #beatNCDs
COVID19

Air pollution
%f‘

Reduction of insects
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Healthy Food Promotion Model, Folkvord
& Hermans, 2020

Physiological Physiological
Fruit and and Fruit and and
vegetable psychological vegetable €3] Habat psychological
promotion raward and intake formation indicators;
attention body mass
processes index
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o Influencers

A NETFLIX ORIGINAL DOCUMENTARY

davidattenborough #  Follow

{post ~ 2.2m followers 0 following

A Life On Our Planet
Stories from David Attenborough and the team t

by the filmmakers.
attenborough.film

B POSTS @ 16TV 'AGGED
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Healthy Food Promotion

Aukje Bram Annie Aisha Wiebe Chanti
Aubergine Broccoli Aardbei Appel Wortel Champignon
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