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Television Advertising & It’s Effects in Childt

Abstract

The growing prevalence of overweight and obese children is receiving increasing
public, political, and academic attention. Foods marketed to children are
predominantly high in sugar and fat, and as such are inconsistent with children’s
dietary recommendations. There is a significant relation between television
advertising exposure and consumption of (a) advertised food brands, (b) advertised
energy-dense food product categories, and (c) food products overall. Children often
are aware of advertising intent but do not use these literacy skills unless specifically
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reminded to do so. Therefore, policy makers, consumer organizations, and those
involved in children’s daily care could put more effort in the empowerment of
children. A first empowerment strategy could aim at the enhancement of nutrition
and health knowledge among children and their parents, while a second could focus
on increasing children’s consumer skills.

Keywords: Advertising; consumption; Energy-dense food; TV; children
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