FOOD ADVERTISING IN
VIDEOS TARGETED AT
CHILDREN ON

YouTube

INT RODUC T ION
Childhood obesity is a serious public health
problem which has seen a dramatic rise in
worldwide prevalence over the past three
decades.1–3 About two-thirds of obese
children eventually become obese adults.4

The problem of childhood obesity is a multi-factorial one,
with genetic, behavioural, dietary, and environmental
components at play.5 A key environmental factor is the
exposure of children to food and beverage advertising on
television (TV) and other media, which has been shown to
inﬂuence children’s food preferences and consumption.6,7
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The regulation of food marketing to children has
been identiﬁed as a promising avenue for
intervention.8 Most research examining food
marketing targeted at children has focused on
traditional media, speciﬁcally TV advertising.9,10

M ETHOD S
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We identiﬁed the 25 most popular
children’s YouTube channels globally
via SocialBlade, a social
media analytics website
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For each channel, we then
shortlisted the top 10
most-viewed videos (n = 250),
the sum of total views of which
was a whopping 46 billion at the
time of data collection

All 250 videos were played and
recorded using an onscreen
recorder over a period of 3
weeks in September 2017
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There are relatively few studies
examining food marketing to children in
new media despite its growing
popularity. For example, YouTube has
taken center-stage in children’s lives
with half accessing it every day and
almost all using it at least occasionally.11

*YouTube does not have a
category for children’s videos, nor
does it provide country-speciﬁc
popularity rankings
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Advertisements were also
coded for presence of
persuasive marketing
techniques

OBJECT IVE

i.e. premium oﬀers, promotional
characters, nutritional or health
claims, taste appeal, fun appeal,
novelty, animation, and price

Advertisements were coded
according to type of product
advertised, and food group (for
food and beverage advertisements)

This study aimed to examine the content and type
of food and beverage advertisements found in
videos targeted at children on YouTube.

Content analysis of
advertisements encountered in
each video was performed
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of all videos viewed
had at least one ad,
of which:
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was the most commonly
employed persuasive marketing
technique, followed by taste
appeal (51%) and novelty (32%)
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DI SC US S I ON
About half of food advertisements aimed at children on YouTube were for unhealthy
food products, reﬂecting similar trends seen in television advertising
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In light of this, more stringent regulations governing food marketing to children online
needs to be considered
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Food marketing via new media is possibly far more potent as content is actively sought
out, rather than being broadcast, and is accessible anytime and anywhere
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