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What is marketing promotion? 
“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 

 



Avenues used to promote products 

 

Broadcast 
TV and radio  

 

Online 
Search engines, social networking sites, 
news sites, blogs and vlogs, films, media 

clips 

 

 

Outdoors 
Billboards, posters,  moving vehicles 

 

Cinema 
Pre-film spot adverts 

 

Print Media 
Newspapers, magazines, comic 

books 

 

Packaging 
Brand or licensed character, giveaways 

 



What is digital marketing? 
Digital marketing is promotional activity 
in digital media, maximizing impact with 
novel creative and/or analytical methods, 
including:  
• creative and social methods to 

activate implicit emotional persuasion  
• analytics of online behaviours, 

emotions, responses, preferences, 
behaviour and locations 

 
Source: Tackling food marketing to children in a digital world: trans-
disciplinary perspectives (WHO Europe, 2016) 



Particular challenge of “user generated” content  



Why act? Effects of promotions… 

 



Why act? 
Evidence indicates that the 

effectiveness of marketing 

communications depends on the 

reach, frequency and impact of the 

message (thus influencing exposure) 

and the content, design and execution 

of the marketing message (which 

influences the power of the 

communication). Impact of advertising on consumption 



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 



Countries implementing MPOWER at the 

recommended level: Region versus global 
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Source: Taking Stock: Tobacco control in the WHO European Region in 2017  



Enforcement of bans on tobacco advertising, promotion and 

sponsorship  
Strengths 

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

Weaknesses 

• Less than 1 in 10 
countries enforce 
comprehensive bans as 
recommended 

Source: Taking Stock: Tobacco control in 
the WHO European Region in 2017 



“Best buys” for alcohol control 
Regulations over commercial and public 

availability of alcohol 

 

Comprehensive restrictions or bans on alcohol 

advertising and promotions 

 

Pricing policies such as excise tax increases 

on alcoholic beverages 



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 
labelling 

Identify foods for which consumption should be limited or promoted through interpretative labelling; encourage 
product reformulation 

Reformulation, calorie reduction, 
smaller portions 

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

Healthier food retail environment, 
incl. in schools 

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



National policies on marketing of food and non-alcoholic 
beverages to children 

55% 

DEFINE WHICH FOODS AND 
BEVERAGES ARE COVERED 

• 24 countries reported having measures being implemented 

NUTRIENT 

PROFILE 

55% 

DEFINE AGE OF THE 
CHILDREN TO WHICH THE 

MEASURE APPLY 

50% 
UNDER 12 

YEARS 

25% 
UNDER 13 

YEARS 

25% 
UNDER 18 

YEARS 



Are existing measures “fit for purpose”? 



Are countries addressing 

these challenges coherently? 

HFSS foods and 
drinks 

Tobacco and e-
cigarettes 

Alcohol 



Evidence is building that something needs 

to be done 
“Taken together, the creative tactics and analytics equate to a 
brand appointing a personal marketer to each child… 
encouraging them to send marketing messages to their friends, 
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 

 

 

 



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). 

 

 

 

 



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 

 



Thank you 

Acknowledgement to Dr Mimi Tatlow-Golden and Dr Emma Boyland 

for some slides and intellectual input 


