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What is marketing promotion?

Only a part of stakeholder
marketing marketing

consumer .
corporate - social

marketing

other marketing
communications

sion press
blllbo*ar ds

distribution

corporate
social
responsibility

Organisation 'R‘

“Marketing” promotion refers
to any form of commercial
communication or message

that is designed to, or has the

effect of, increasing the
recognition, appeal and/or
consumption of particular
products and services. It
comprises anything that acts
to advertise or otherwise
promote a product or service
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Broadcast

TV and radio
Cinema Print Media
Pre-film spot adverts Newspapers, magazines, comic
\ books
Avenues used to promote products
Online

Outdoors

. . . Search engines, social networking sites,
Billboards, posters, moving vehicles

news sites, blogs and vlogs, films, media
clips
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What is digital marketing?

Digital marketing is promotional activity

Auctons st in digital media, maximizing impact with
novel creative and/or analytical methods,
including:

ELEL T

e creative and social methods to
activate implicit emotional persuasion

e analytics of online behaviours,
emotions, responses, preferences,

Ad network behaviour and locations

Aggregates online ad space,

platform

Advertiser Website/

Publisher

\9 World Health sells packages of ads
T
i& 2 Organization Source: Tackling food marketing to children in a digital world: trans-
wowomare Europe disciplinary perspectives (WHO Europe, 2016)
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Particular challenge of “user generated” content
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Why act? Effects of promotions...

I i i Physiological influences: epigenetic phenomena and addiction to high-energy and high-fat foods i i
T P
AWARENESS ATTITUDES & PURCHASE PURCHASE CONSUMPTION
PREFERENCES INTENT

—

Awareness (recall
and recognition)
of promotions and
brands

Implicit memol
trace

of promoted
products

Direct
pathway

~
Normalization

—
Immediate

Sophisticated,
repetitive, and
integrated
marketing,
predominantly
for unhealthy

Preference for
promoted products

foods/drinks*

Association of
brands with positive
attributes and

pathway brand equity

Exposure to cues
for purchase at
the point-of-sale
(including
availability,
placement,
outdoor ads)*

(onducl purchase\
(brand switching
within product
range AND
between product

categories) '

Parents grant
purchase
requests

intention to

(Consumpﬁon of )
purchased /

advertised foodf

No compensation
of excess energy
intake from
energy dense
promoted foods

——

Sustained energy
imbalance
through
overconsumption

Increased pester
power

of energy dense
foods/drinks
(No evidence
available)

(vs regular diet in
the absence of
food promotion)
(No evidence
available)

Repeated exposures to marketing
amplifying theleffects chain

- (I
I ! | Contextual influences: food price, taste and availability, and peer and social influences !
Note. Stars that are to (see Table 1).
b in and nature of exposure to marketing.
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Why act?

Std. Mean Difference Std. Mean Difference
Study or Subgroup Std. Mean Difference SE Weight IV, Random, 95% CI IV, Random, 95% CI

e e Evidence indicates that the

(
Bellisle 2008 (38

) -0.0704 04118 50% -0.07[0.29,0.18)
Boland 2013 (31) -016762 010911 5.0% -0.17 [-0.38,0.08]
Harris 2008k (18) 013823 012217 50% 0.14 [0.10,0.38] o o
Martin 2009 (28) 0.0269 010206 50% 0.03[(017,0323) ff t f m k t
Wan Strien 3012 (46) 000742 008805 5.0% 0.01 (047,018 e eC Ive n eSS 0 a r e I ng
Wonderlich-Tiemey 2013 (47) 020587 013868  4.9% 0.21[-0.07,0.48)]
Subtotal (95% CI} 34.8% -0.00[-0.08,0.08]

communications depends on the

1.2.2 Children
AnshLz 2000 {20} 002625 000120 50%  DO3[045,03)
Anshutz 2010 (30) 0097E2 01118 50% 0100033013 .

reach, frequency and impact of the
Boyland 2013 (38) 003059 012856 49%  003(022,029) ]

Dovey 2011 (24) 207638 008704 50%  208(1.81,224)
Folkvord 2013 (23) 04909 008638 50%  0.49(132 068 . .
Folkvord 2014 £22) 036674 008737 50%  036(018,053)

message (thus influencing exposure)
Halfard 2004 (19) 10697 010011 50% 107 (186,129

Haltar 2007 (25) 053718 00733 5i%  0.53(136,068)
Halfard 2009 (26) 171047 009206 50% 171153189 . .
Harris 2000a (19) 041517 000206  6.0% 0.42 [0.33, 0.60] a d the CO te t des a d e ec to
Hartis 2012 (20) 012621 009901 50%  -D13(0.32,0.07] t n n n ) | n n X U | n
Subtotal (95% Cl) 652%  0.56[0.12,0.94]

Heterogeneity: Tau®= 0.47; Chi*=625.43, df= 12 (P = 0.00001); F= 98%
Testfor overall effect Z= 292 (P =0003)

Total (95% CI} 100.0% 0.37 [0.09, 0.65] - Of t h e m a rketi n g m essa ge (W h i C h

Heterogenaity: Tau®= 0.40; Chi*= 788.63, df= 19 (F = 0.00001); F= 88%

B R 1 2
Testfor overall efiect 2= 2.57 (P=0.01) Favors Cantrol ads Favors Food ads

influences the power of the

Impact of advertising on consumption communication).
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Vision: what do we want to see in terms of
changes to the way products are marketed?

* use fiscal policies and marketing controls to full effect to influence
demand, access and affordability for tobacco, alcohol and HFSS
foods and drinks

undertake a comprehensive ban on all tobacco advertising,
promotion and sponsorship

prevent inappropriate and irresponsible advertising and
marketing for alcohol that targets children and young people

adopt strong measures that reduce the overall impact on children
and adults of all forms of marketing (including online) of HFSS

foods and drinks
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Countries implementing MPOWER at the
recommended level: Region versus global

0
74% Q

(%]
Q
S 60% 0
C
8 47%
q; 399 409 Monitor tobacco use & prevention policies
o 28% o, Protect people from tobacco smoke
S 7% 19% ;
c 13‘%} Offer help to quit tobacco use
Q 9%
% L Warn about the dangers of tobacco
a T
Enforce bans on tobacco advertising,
M P @) W E R promotion, & sponsorship
® Global = WHO European Region Raietaes o tobacco

Source: Taking Stock: Tobacco control in the WHO European Region in 2017
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Enforcement of bans on tobacco advertising, promotion and
sponsorship

Strengths

e  Only 6 do not enforce
some ban on national
mass media

Weaknesses

e Lessthan 1in 10
countries enforce
comprehensive bans as
recommended
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“Best buys” for alcohol control

7 Regulations over commercial and public
availability of alcohol

[j Comprehensive restrictions or bans on alcohol
advertising and promotions

$ Pricing policies such as excise tax increases
on alcoholic beverages
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Marketing of alcoholic beverages
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Promoting healthy food environments

Priority policy options Objective

Strong controls on marketing, incl.
but not limited to TV advertising

Reduce exposure of children to marketing of HFSS foods

Fiscal measures and price policies Explore policies that affect the price of foods for consumers at point of purchase & create incentives to improve
nutritional quality of food supply

Consumer-friendly front of pack Identify foods for which consumption should be limited or promoted through interpretative labelling; encourage
labelling product reformulation

Reformulation, calorie reduction, Stimulate reformulation of food products to improve nutritional composition; regulate the use of specific harmful
smaller portions ingredients (e.g. iTFAs); incentivize smaller portion sizes to prevent over-consumption

Healthier food retail environment, Improve availability & affordability of healthier food products, through strategic purchasing/procurement, in-store
incl. in schools product location and promotion. Introduce school food policies, including food-based standards & restrictions on

vending machines.
)
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National policies on marketing of food and non-alcoholic

beverages to children

e 24 countries reported having measures being implemented

55%

DEFINE WHICH FOODS AND

BEVERAGES ARE COVERED \

NUTRIENT
PROFILE
A e oy
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50%
UNDER 12

o YEARS

55%
DEFINE AGE OF THE
CHILDREN TO WHICH THE \ 25%
MEASURE APPLY UNDER 13

YEARS

~

25%
UNDER 18
YEARS
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The commercial use of digital media to market alcohol
products: a narrative review

Tim Lobstei',Jane Landon”, Nicol Thornton’ & David ermigan’

Pubie he y sttt of Westem Austraa, Curtn Universty, Perth, Westem Austrafa, Australa, UK Heath Forum, Landon, LK” and Jobrs Hopkrs

eath Batmors LA

ABSTRACT

Background and aims  The rising use of digital media nthe las. decade, including social networking media and down-

Are existing measures “fit for purpose”?

Doi: 10.17645/mac.v4i3 522
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loadable applications, has created new opportunitis for marketing a wide range of goods and services, including alcohol
products. This paper alms to review the evidence In order to answer a seres of poliy-relevant questions: does alcohol
marketing through digital media influence drinking behaviour or increases consumption; what methods of promotional
marketing are used, and fo what exient; and whats the evidence ofmarketing code violaions and especially ol marketing

The near-ubiquitous use of social media among adolescents and young adults creates opportunities for bath corporate Fecied A6 Rems ek 20 e 2 R 20 o 1 el 20 e 16
brands and health promation agencies to target and engage with young audiences in unprecedented ways. Traditional
media is known to have both a positive and negative influence on youth health behaviours, but the impact of social

media s less well understood. This paper first summarises current evidence around adolescents’ exposure to the pro-
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Are countries addressing
these challenges coherently?
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Evidence is building that something needs
to be done

“Taken together, the creative tactics and analytics equate to a | Tackling food marketing to children
brand appointing a personal marketer to each child... | 'p"efs‘;fc';?v'e“s’°"d:"a"s“"“'p"“a”
encouraging them to send marketing messages to their friends, : e oo

regulato pn nd policy implications for the WHO European Region

and following them throughout the day...delivering advertising
with the maximum impact”

« Users are routinely tracked online using behavioural
analysis techniques

« This data collected is highly valuable and sold by social
platforms to advertisers

* Helping them to deliver marketing with maximum impact
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Should we be doing something about it?

YES!
« WHO recommendations call for a comprehensive policy approach;

« Offline protections (e.g. TV restrictions) should logically be extended to
online areas;

« The age range to which protection applies should be defined by
governments, not commercial entities;

« Clear definition of the types of marketing covered and how this is applied
In practice;

« Compel private Internet platforms to remove marketing;

« Action on internet marketing — by its nature cross-border — lends itself
particularly well to EU level action (e.g. EU Directive on tobacco
advertising and sponsorship).
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What it will take to achieve change

1. Address the ethics and legality of conducting digital research using social
media (esp. with children)

2. Research fully characterising the marketing people are exposed to

3. Require companies to disclose marketing spending, activities and reach and
engagement

4. Collaborate with government sectors outside of health to perform policy

diagnostic (e.g. which legal/regulatory entry point to use) and identify
solutions

EXTERNAL GOVERNMENT

POLICIES WITH PRIORITY
HIGH IMPACT AFFECTING MARNY

ON HEALTH SECTORS

aa— 4@ e




Thank you

Acknowledgement to Dr Mimi Tatlow-Golden and Dr Emma Boyland
for some slides and intellectual input
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