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The need to ban Junk Food Advertising during

Children’s Television Programming

The question of whether to ban junk food advertising during children’s peak television viewing times has become a prevalent issue in Australia. With an increasing number of overweight and obese children, various organisations have joined to call for a ban on junk food commercials during children’s television. 

The issue of junk food advertising directed towards children raises many questions and opinions from two major perspectives: the advertising industry and the health and children’s organisations. It is the widely held position that advertising food to children promotes unhealthy eating habits and therefore it should be banned during children’s programming.   
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Background: The Facts


Childhood obesity has become a major issue in Australia. With the rapidly growing number of media outlets, media messages are targeting children at a younger age than ever before.

The current situation in Australia is that approximately one third of erweight or obese.
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Australian children are overweight or obese.

Figure 1: Percentage overweight/obese children in Australia
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· Junk food is the most widely advertised product during children’s broadcasting

· Two-thirds of food advertisements during children's high-rating television programs promote junk food 

· Australia has the greatest amount of junk food ads per hour of television than any other country in the world
· Based on an average television viewing time of 2.5 hours per day, children watch approximately 75 TV commercials during ad breaks

· Approximately 99% of food commercials broadcast during children's TV programming are for junk food
· Compared to other countries, Australia does not have any strict regulations that prevent children from being exposed to television commercials that promote unhealthy eating

Figure 2: The Food pyramid: recommended proportions for healthy eating.  The blue portion shows the foods that should be eaten the least.
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· Children influence about $500 billion in annual spending on products such as cereal, candy and fast food

· Australia is lagging behind international moves to restrict food advertising to children which, according to CHOICE polling, is supported by more than four in five Australians

Statement of Position


A large proportion of food and beverage advertising during children’s viewing times is for ‘junk’ food. ‘Junk food’ advertising is proven to be directly linked with unhealthy food choices that children make and impacts greatly on the lifelong habits and attitudes that children form about food. 

Children are a vulnerable market, greatly influenced by the media and particularly by what they see on television. Advertisements directed towards children are thus taking advantage of this vulnerability, as children do not fully understand the role of advertising. A ban on television commercials promoting junk food during children’s peak viewing times is a healthy future for children.

Coalition on Food Advertising to Children (CFAC)

The CFAC takes a strong stance on food advertising directed at children. Their position is that the majority of food commercials promote unhealthy food, thus encouraging children to develop unhealthy food habits. 


“Our children deserve to be protected against

aggressive marketing of junk food”

-CFAC
The CFAC is calling for a ban on all television food advertising to children.
 Together with organisations such as ‘The Australian Communication and Media Authorities Children’s Television Standards’ and health organisations including the ‘Australian Medical Association’ and ‘Nutrition Australia’, the CFAC holds the position that advertising food during children’s TV promotes unhealthy eating and contributes directly to childhood obesity. 

Opposing Position: The Advertising Industry

The advertising industry, lead by ‘The Australian Association of National Advertisers’ and the ‘Advertising Federation of Australia’ opposes CFAC’s position. Rather than focusing on the health of young children, the predisposition of the advertising industry is a focus on corporate wealth. Advertisers and the commercial television industry, represented by groups like ‘Free TV Australia’, are opposed to any suggestion of a ban and thus support the advertising of food during children’s television broadcasting. 

The belief of advertisers is that there is no way you can stop children being exposed to food advertising because they will be exposed to it in other contexts and advertising media. 
The position of the advertising industry is revenue driven with the belief that food advertising supports the programming of children’s television shows. Therefore, by banning advertising during these times, the children would ultimately suffer. 


.
Target Audience


The relative target audience is very broad. This issue does not target a niche market, rather, it needs to be recognised by everyone from professionals such as journalists and advertising personnel to the general public. 

General public: The general public needs to know that junk food advertising during children’s television contributes to the growing number of overweight children.  In targeting the public, it is important to consider the role of parents in this issue and the influence they have on their child’s health. 

Health / children’s health organisations:. Most health organisations currently campaign for healthy eating. By further campaigning and educating the media and advertising industries about the negative implications of junk food advertising, health organisations can help create a unified viewpoint. 

The media / journalists: The media have already taken a keen interest in childhood obesity and have touched on the issue of junk food advertising. In taking an active interest, the media can further educate the public by discouraging food and beverage advertising during children’s TV and by taking a strong stance that supports a health perspective. 

Advertising industry: The advertising industry holds the opposing position to this proposal. Advertisers must adapt to new strategies that exclude the advertising of food and beverages on children’s TV, whilst still maintaining direct advertising-related profits. 

Objectives and Proposed action
Below is a table that outlines the current objectives relative to this issue and the proposed action to achieve these objectives. 

	Objective
	Proposed Action



	Significantly reduce the amount of junk food advertising during children’s television shows
	Petition for a ban on junk food advertising during children’s TV.  The outcome should at least be a reduced amount of junk food commercials, if not a ban

	Educate Advertisers about the serious effects of advertising junk food directly to children
	Get advertisers involved by supplying them with facts and information

	Reduce the amount of overweight and obese children in Australia
	Promote healthy eating in all aspects of children’s lives including the home and school. Parents should make decisions about what their children eat, rather than leaving it up to the child to make a decision

	Get as many organisations as possible involved (including the government)
	Encourage organisations to join the CFAC (Coalition on food advertising to children) and actively partake in any petitions

	Develop a powerful marketing campaign that educates the public about the effect of junk food advertising on children. The campaign should utilise above the line and below the line advertising mediums
	Encourage organisations to become involved in the campaign including presenting their facts and research. The campaign can be government-funded if the government takes an active role 




Conclusions and Final Recommendations


– What can be done to ban junk food advertising during children’s TV programming.  

Each person and organisation has the potential to make a difference to the rising number of overweight and obese children in Australia. We are hoping that the media coverage of this issue will persuade advertisers to consider the seriousness of advertising unhealthy food directly to children, and that the advertising industry will follow by recommending other time slots and methods for advertisers to promote their products. 

Various organisations, lead by the ‘Coalition on Food Advertising to Children’ (CFAC) are pushing for a ban on junk food advertising. Implementing this ban in the category of children’s television is a vital start to the improvement of the health and wellbeing of Australian children.  

The best possible solution to promote the reduction of ‘junk food’ advertising during children’s television viewing times is a marketing campaign supported by the government. In order this campaign and therefore the ban to take place, the CFAC needs as much support as possible from all organisations that are concerned with the future and health of Australia’s children. 

To get started, we have created an online petition that you can sign. Every signature counts. By signing the petition, you can be a vital part of the progress on this issue and help Australian children face a healthy and prosperous future. 

What you can do:

Parents: 

· Decrease your child’s television viewing and monitor the television shows they watch 

· Educate your child to watch television shows that encourage nutrition

· Point out junk food commercials and discuss how they make your child feel

· Educate your child about nutrition, including obesity 

· Encourage your child to get up or do something else during ad-breaks

Advertisers/ members of the advertising industry:

· Advertising personnel should recommend time slots for junk food advertising that is not during children’s television peak viewing times. 
· Be conscious of the type of advertising you are producing and the effect it may have on children.
· Produce truthful and direct advertising, rather than creating false images.
· Consider different options to sell junk food products. Below the line advertising such as promotions and in-store advertising are still very effective.
Government/Health organisations

· Join the CFAC and sign the petition

· Support the campaign to ban ‘junk food’ advertising. Every donation counts towards developing a campaign that will make a difference

Analysis:


The influence of junk food advertising on children is a prevalent issue. I chose this issue for my position paper, as the topic of childhood obesity has been prominent in the media over the last year. The effect of television junk food advertising on children is something that many organisations have touched on, however, the issue needs more media exposure. My position is already supported by numerous organisations, however, it is the Coalition on Food Advertising to Children (CFAC) that drives the dominant position. I therefore based my paper on their position, referring to the CFAC throughout the paper. 

In stating the position that junk food advertising during children’s TV programming needs to be banned, I had to keep in mind the broad nature of the audience. “It is very important to ensure that you are addressing all sides of the issue and presenting it in a manner that is easy for your audience to understand” (UHWO, 1998: 1). By providing the advertising industry’s position, I was addressing the other side of the issue. However, I also had to consider that members of the general public, such as parents may struggle to understand advertising terminology. 

Therefore, the style that I chose had to target parents as well as professional organisations, drawing both audiences into the persuasive nature of the topic. Kaplan (1998:1) suggests, “Skilled writing and editing is about getting the message across clearly and accurately”.  To ensure a clear and accurate position, I maintained a formal document style with clear headings and sub-headings and short paragraphs. 

Eunson (2005: 48) suggests, “When planning to transmit information the thing to keep in mind is that you usually have choices, and you should aim to combine communication tools to achieve maximum effect”. I have used a carefully selected combination communication tools including graphs, charts, lists, tables and images in order to clearly transmit my position in as many ways as possible.

To ensure a clear position, I have reiterated the CFAC’s position in different sections of the paper, including via a ‘pool quote’. Newsom and Carrel (2001: 179) suggest “Begin by stating your position, so readers know where you stand. Then support it with facts and figures, logically organised and clearly written”. In my introduction, I have clearly stated by position as a bold sub-heading to ensure that the audience knows exactly what the paper addresses. To support my position, I provided a background with facts and relevant percentages, followed by a statement of position.

In terms of content, the background is likely to be the component of the document that readers struggle with. As the background provides complex information, I elected to write it in point form so that it is easy to understand. 
Finally, I have maintained a personal element throughout the paper by addressing each audience sector in the conclusions and recommendations by stating ‘What you can do’. By doing this, the audience feels as though they are already involved. Position papers are about persuasive writing. Overall, I have created a persuasive document that addresses the need for junk food advertising to be banned during children’s television programming. I have considered many factors in writing this document so that the reader, whether they are a parent, doctor or advertising professional is clear on the position and adopts this viewpoint. 
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