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Children’s Rights

United Nations Convention on the Rights of
the Child, 1989

Best interests of the child (artice 3)
Rlights
to protection of health, of privacy,
& against economic exploitation
to participation (also digital
media)

Evolving capacities

States must support parents to fulfil
responsibilities (article 1)
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THEMES

e Ambiguous agency

 ‘Big Food’ and the constructions of children and young
people’s desires

* (‘regimes’ of consumption: Cook, 2008)

e Child/young consumer as a knowing subject...?

 The interplay of capacity and vulnerability

Tatlow-Golden M. (2018) Food in children and young people’s lives: Ambiguous agency and contested moralities. In H.
Montgomery. and M. Robb, (eds) Children and Young People’s Worlds, Bristol, Policy Press
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Marketing of unhealthy food is effective

Norman et al. International Joumal of Be havioral Nutrison and Physica Activity

(2018) 1537
https//doiorg/10.1186/512966-018-0672-6
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Sustained impact of energy-dense TV and

online food advertising on children’s

dietary intake: a within-subject,
randomised, crossover, counter-balanced

trial

Jennifer Norman '™ , Bridget Kelly‘, Anne-T McMahonz, Emma B<:fyland3, Louise A. Baurd, Kathy G\apmans,
Lesley King®, Clare Hughes® and Adrian Bauman®
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Advertising as a cue to consume: a systematic review and
meta-analysis of the effects of acute exposure to unhealthy food
and nonalcoholic beverage advertising on intake in children

and adults'?

Emma J Boyland,’* Sarah Nolan,® Bridget Kelly,* Catrin Tudur-Smith,® Andrew Jones,” Jason CG Halford,> and

Eric Robinson’

*Department of Psychological Sciences, University of Liverpool, Liverpool, United Kingdom; and “School of Health and Society, University of Wollongong,

Wollongong, Australia

ABSTRACT
Background: Several studies have assessed the effects of food and
nonalcoholic beverage (hereafter collectively referred to as food)
advertising on food consumption, but the results of these studies
have been mixed. This lack of clarity may be impeding policy
action.
Objective: We examined the evidence for a relation between acute
exposure to experimental unhealthy food advertising and food
consumption.
Design: The study was a ic review and met: lysis of
published studies in which advertising exposure (television or
Internet) was experimentally manipulated, and food intake was
d. Five el i t were searched for relevant
publications (SCOPUS, PsycINFO, MEDLINE, Emerald Insight,
and JSTOR). An inverse variance meta-analysis was used
whereby the standardized mean difference (SMD) in food intake
was calculated between unhealthy food advertising and control
conditions.

Results: Twenty-two articles were eligible for inclusion. Data were

available for 18 articles to be included in the meta-analysis (which

provided 20 comparisons). With all available data included, the "

analysis indicated a small-to-moderate effect size for advertising
on food consumption with participants eating more after exposure
to food advertising than after control conditions (SMD: 0.37; 95%
CI: 0.09; 0.65; * = 98%). Subgroup analyses showed that the ex-
periments with adult participants provided no evidence of an effect
of advertising on intake (SMD: 0.00; P = 1.00; 95% CI: —0.08,
0.08; I” = 8%), but a significant effect of moderate size was shown
for children, whereby food advertising exposure was associated
with greater food intake (SMD: 0.56; P = 0.003; 95% CI: 0.18,
0.94; I = 98%).

Conclusions: Evidence to date shows that acute exposure to food
advertising increases food intake in children but not in adults. These
data support public health policy action that seeks to reduce chil-
dren’s exposure to unhealthy food advertising. ~ Am J Clin Nutr
2016:103:519-33.

Keywords: children, consumption, food advertising, food intake,
marketing

INTRODUCTION

Obesogenic food environments are thought to be a key driver
of the obesity epidemic (1). Because of this association, envi-
ronmental factors that promote unhealthy dietary habits and
excess consumption are of public health concern (2, 3). Spe-
cifically, the role of food marketing, particularly to children
[because of concerns about their comprehension of marketing
and its persuasive intent (4, 5)], has been closely scrutinized.
Such marketing is extensive, perhaps most notable on television
and the Internet, and almost entirely promotes high-fat, -sugar,
and -salt foods (6-9). However, despite guidance from the WHO
(10, 11) and numerous policy initiatives (12), few countries have
enforced effective restrictions in this area (7, 13).

A small number of systematic reviews have sought to capture
and evaluate the evidence base that links unhealthy food pro-
motion to diet-related outcomes for the purposes of informing
policy action (14-17). These narrative reviews have been in
broad agreement that unhealthy food marketing has a detrimen-
tal impact on children, although the data relating to adults was
deemed too limited to draw firm conclusions (17).

There is a growing body of research that explores the acute
experimental effects of unhealthy food advertising [the most
prominent form of marketing (4)] on food intake. Such studies are
important because they have indicated the potential impacts of
exposure to longer-term food advertising, which is more difficult
to measure within fully controlled paradigms. Several studies
have shown that, relative to control conditions (nonfood adver-
tisements or no advertisements), ad libitum food intake of par-
ticipants was greater after exposure to unhealthy food advertising
in terms of the amount consumed (18-20) and/or caloric load

! The authors reported no funding received for this study.

? Supplemental Material is available from the “Online Supporting Mate-
rial” link in the online posting of the article and from the same link in the
online table of contents at http://ajcn.nutrition.org.

*Towhom correspondence should be addressed. E-mail: eboyland@liver-
pool.ac.uk.
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18 UK crisp, soft drink,
confectionery brands

Marketing spend 2016

Unhealthy
foods are
marketed at
scale

http://obesityhealthalliance.org.uk/2017/10/11/press-release-health-costs-obesity-soaring-junk-food-companies-pour-millions-advertising/
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Appetite 80 (2014) 197-203

Contents lists available at ScienceDirect
Appetite

journal homepage: www.elsevier.com/locate/appet

Appetite

Research report

Young children’s food brand knowledge. Early development and
associations with television viewing and parent’s diet ™

Mimi Tatlow-Golden?, Eilis Hennessy **, Moira Dean °, Lynsey Hollywood

2 school of Psychology. University College Dublin, Belfield, Dublin 4, Ireland
b Institute for Global Food Security, Queen’s University Belfast, David Keir Building Sranmillis Road. Belfast BT9 5AG, Northern Ireland, UK
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Findings — YouTube/TV food ads

< 1in 10 repeated voiceover

Almost none described overt selling point
Didn‘t always describe link between story and product
Cognitions:

1/3 - 2/3 identified advertised product
CocoPops, chips, ice cream, smoothie

2/3+ named a food item shown
Cookies, milk, potatoes, fruit, cereal

Emotions:

9/10 said they liked ads (every ad!)

Many observable emotional responses
particularly laughter, and responses to jeopardy




Social media:
Economies of emotion
Engagement & entertainment

Brand Pages — Build a ‘closer
relationship’ with users

Ask them to ‘follow’ / ‘like’ /
‘tag’ others...

Economy of ‘likes’, approval,
networks...

Almost exclusively unhealthy
items/brands

"= WHO'’S FEEDING
and el bl
continue
into the
teens

Food brands: Facebook ‘reach’
among young teens (13/14y)

C Engagement

Emotion
Entertainment




Relative reach of food & drink brands

Of the 117 most
popular food and
drink brands (retail
sales + social
media) in Ireland...

... these brand >

‘interests” would
achieve greatest
reach (13-14 years)

Food/drink Interest Potential
entered to estimate reach
potential reach of a youth (ranked)
page in Ireland (13-14y)

Coca-Cola 1

McDonald's 2 WHO'’S FEEDING
Tayto 3 THE KIDS ONLINE?
Cadbury Dairy Milk 4 Digital Food Marketing and Children in Ireland

Ben & Jerry's 5

Domino's Pizza =6

Pringles =6

Subway (Ireland & UK) 8

Lucozade 9

Eddie Rockets Ireland 10

Supermac’s n

Apache Pizza =12

7Up =12

Haribo =12

M&M's =12

Nando's =16

Abrakebabra =16

KitKat 18



e Rockets with the squad #yummy #happyou.

Laura O'Neill
l,‘ hrs

Roll on the summer for new adventures #SummerComeAtMe =5

Like Comment Share

In social media, with integrated ads for
unhealthy- healthy- and non-food
brands/products, teens engage most with
unhealthy brands

* Pay more attention (eye tracking)
* Recognise & recall more
Would share, like more

Corcoran, Murphy, Sheppard, Boyland, Rooney & Tatlow-
Golden (in preparation)

Email me: mimi.tatlow-golden@open.ac.uk



Data extraction and
persuasive design...

magnifying harms




\ Designed to extract data

A A Targeted advertising is the
X > business model th l'di n
eguardia
-'- g sport football opinion culture business lifestyle fashion environment tech travel = browse all sections
S— L ‘) Facebook told advertisers it can identify
: Fﬁ / ' teens feeling 'insecure’ and 'worthless'
—;— | \_‘\ 7 / / F‘ﬂ ﬁ‘ejgﬁfsdoc::;ﬂlelgtz ziigl;o‘ \dl:slc;giee ?[?;;rtshe social network shares psychological
S — =
—-—
Browser sniffing, Browser fingerprinting
‘Flash’, ‘Zombie’ cookies
Geo-location
Device fingerprinting, Device graphs

Social graphs ... & more

...food marketing is enmeshed with data & design

Issues...
short- and longer-term harms




DATA BROKERS HAVE EXTENSIVE PROFILE INFORMATION ON ENTIRE POPULATIONS

Examples of data on consumers provided by Acxiom and Oracle

The actual number Socioeconomic status
I of purchases made fiE ol
i isa credit conomic sta
45ysarsof historical,  JthaVisa / 2

card in the last 24 /

data on name changes enthe / One of nearly 200 "ethnic codes™
and residential history [ /
% \ / / Assimilation score
Age.\ [/ / i ~ catholic
Gander L\ \ /" Religion < Jewish
Education - 7a L = Muslim
Employment \ e
N - Arthritis
® Political views /
Relationship status _ a1y - ~ i
Numberofchildren ACXIOM
7*— PROF‘LE — — Alcohol & tobacco interests
Purctisces: — —— T~ Casino gaming & lottery interests
Activities ———
Media usage — ” «is a heavy Facebook user
likelihood - -
y > «is a social influencer
Loans — X that - & i
ome A \ someone: s socially influenced
Networth 7 \ X g \ <has no formal banking
Vehicles owned -/ \ \ relationships
Properties owned ~ \. < has no major
/ / maedical insurance
Datalls about banking g likelihood someone ina N\ 3
@ o\ g SR s
Range of new — ; TS \
credit g to to filngtaxes  Type of home mutisfamily
have ababy  adopt achild inApril - mobile home
v v v  prison

Acxiom provides of up 3,000 attributes and scores

on 700 million people in the US, Europe, and other regions.

€ Cracked Labs OC 8Y-5440.4
cannot sceept any kabilty in ¢

rilMay 2077, Disclamer: the mention

- Figure 4: Examples of data on consumers provided by Acxiom and Oracle.

http://crackedlabs.org/en/corporate-surveillance

mpanies bypicaty teep information about thewr activites secret. This ilustration is based on pubicly avallatie niormation by Acxiom
2 of sventual eors. SOUrces: ACKOM aNMua! raports, developar webske (AP docs) Oracle press rmiease. hel Center wabsite. audience playbook, taxonamy updates far January, 2017 [Excel cocurment). For deta®

Nabisco Triscuit crackers

- criailir student ioans
Bayer pain relief products 2
"~ Frozen ethnic foods /.- mortgages
/=~ refinancing
Age \ - gay & lesbian movies
Gender \ interestedin < air force
Education - army
Occupation — X navy
marnnes
of eﬂ&‘:: lottery & sweepstakes
Income :
% b interested in ecology
Net worth — political Issues _~  healthcare
. suchas < ~  homeland security
Hobbies — ~ immigration
Interests taxes
Purchases -
Credit card holders
by brand and type /
— Wolfie Christl
Expecting parents
New parents -

M tewmovers

CORPORATE
SURVEILLANCE
IN EVERYDAY LIFE

How Companies Collect, Combine, Analyze,

Buying power

--..ll
-~ -

-
Very Low Moderate  Very hig

Trade, and Use Personal Data on Billions

Oracle sorts people into th
and provides > 30,000 attributes o

Oracte Every sffort has been made




Data protection-free zone

Personal data are broadcast to adtech companies using RTB

® ® S

: : THE AGE OF
Regulatory complaint concerning
sSSP Ad Exchanges DSPs DMPs Marketers

FEATURES  PUBLISHERS JOBS BLOG ABOUT  COMMUNITY

DOWNLOAD

©
q

<
@

massive, web-wide data breach by SURVEILLANCE
Google and other “ad tech” CAPITALISM
sonapare companies under Europe’s GDPR _
o—
Sookle 1o SSPy, oy Jo ep 12 ve Insights, GDPR, Policy
adrequesty _ THE FIGHT FOR A
roques HUMAN FUTURE
gt AT THE NEW
_ sync Dublin, Ireland and London, United Kingdom, )12 2018 — have been
- sync filed with European data protection authorities against Google and other ad tech firms.
Qora

FRONTIER OF POWER

The complainants are

being made by Dr Johnny Ryan of Brave, the private web browser, Jim Killock, Executive Director of

SHOSHANA
ZUBOFF

The adtech surveillance economy

Adtech: A data protection free zone
Complaint to UK ICO & Ireland DPC https://brave.com/adtech-data-breach-complaint
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Personalized: psychological traits from digital footprints
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Updates

Psychological targeting as an effective approach to

digital mass persuasion

S. C. Matz*", M. Kosinski®?, G. NaveS, and D. J. Stillwell®?

#Columbia Business School, Columbia University, New York City, NY 10027; bGraduate School of Business, Stanford University, Stanford, CA 94305;
“Wharton School of Business, University of Pennsylvania, Philadelphia, PA 19104; and “Cambridge Judge Business School, University of Cambridge,

Cambridge, CB2 3EB, United Kingdom

Edited by Susan T. Fiske, Princeton University, Princeton, NJ, and approved October 17, 2017 (received for review June 17, 2017)

People are exposed to persuasive communication across many
different contexts: Governments, companies, and political parties
use persuasive appeals to encourage people to eat healthier,
purchase a particular product, or vote for a specific candidate.
Laboratory studies show that such persuasive appeals are more
effective in influencing behavior when they are tailored to individ-
uals’ unique psychological characteristics. However, the investiga-
tion of large-scale psychological persuasion in the real world has

-

from that displayed in the laboratory (7). Consequently, it is
questionable whether—and to what extent—these findings can be
generalized to the application of psychological persuasion in real-
world mass persuasion (see ref. 8 for initial evidence).

A likely explanation for the lack of ecologically valid research
in the context of psychological persuasion is the questionnaire-
based nature of psychological assessment. Whereas researchers
can ask participants to complete a psychological questionnaire in

3 real-world experiments,

3.7 m people

Y

ant Issue
iil Alerts
cribe

“I was surprised that we got the effect
with so little information,” said Matz.
“We don’t know that much about
people, and yet it still has a pretty big
effect... if you were using the full
Facebook profile to make individual level
predictions about people’s personalities,
the effects would be even bigger.”

https://www.theguardian.com/science/2017/nov/13/faceb
ook-likes-targeted-advertising-psychological-persuasion-
academics-research



https://www.theguardian.com/science/2017/nov/13/facebook-likes-targeted-advertising-psychological-persuasion-academics-research

Digital
amplifies
other
channels

Digital marketing impact:
Industry research

1. Amplifies TV, other effects
» reach
» recall

> brand Iikeability (Facebook,
2015)

70% increase of TV effects

(Microsoft, 2013)

2. Greater effects, less spend

x4 direct return, vs TV (Peterson,
2014)

x3 recall compared to control
groups
FB, 14 campaigns (Gibs & Bruich, 2010)




Media literacy — can

young people resist?




Media Psychology, 14:333-354, 2011
Copyright © Taylor & Francis Group, LLC % ROUtIedge

Taylor & Francis Crou
ISSN: 1521-3269 print/1532-785X online 4 P

DOI: 10.1080/15213269.2011.620540

Reconsidering Advertising Literacy as a
Defense Against Advertising Effects

ESTHER ROZENDAAL

Amsterdam School of Communication Research, University of Amsterdam,
Amsterdam, The Netherlands

 Advertising interventions can increase advertising literacy

 BUT
there is little evidence to suggest that an increase in
advertising literacy indeed leads to reduced advertising
effects

e The difference between having and applying knowledge
* (Rozendaal et al, 2011)



Minors’ advertising literacy
in relation to new advertising

formats Advertising literacy —
new media

Identification and assessment of the risks

e Children 9-11y: can understand tactics, though struggled with
concept of unconscious persuasion

* Teens: if more advertising literacy, contested advertising less

| /, e Peer communication among teenagers in social networking
- sites leads to lower cognitive adverting literacy
Ad
* Lit * Almost no research on advertising literacy in new media

LI

3 - ;‘."
V' *

l, '
‘; A
\r .
\ :
N4 /

research report in the framework of the AdLit SBO project



Article
American Behavioral Scientist N o eVi d e n ce
. . . . . 2015, Vol. 59(14) 1776-1789

Finding Orchids in a Field of ©2015 SAGE Publcaions f di
Dandelions: Understanding cxepub.compurbPernivions av or media
Ch.ld ’ D.ff . I DOI: 10.1177/0002764215596552 -

ildren’s Di erentla. b(;)gSPATGE lite racy
Susceptibility to Media Effects .

protection

Jessica Taylor Piotrowski' and Patti M. Valkenburg!

Differential susceptibility Piotrowski & Valkenburg (2015)

In the WHO European Region

1in 3 A

11-year-olds is

overweight
"obese

* Consistent pattern of small effect sizes - washing out
susceptible groups?

* Who are the children most affected by food advertising in
digital media & under what conditions?



In progress...
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Digital food marketing in the surveillance economy
What do key stakeholders know and think?

Rights

and tech
FOCUS GROUPS @6

experts Young people (n=38; 6

males; 13-17y)
Parents
(n=25; 4 males)
North-West England &
MK
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“Food ads? Not really”
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Filming In London & Famiy Portrait Ad

> Fiming in London & Fardy Porras
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Athletics Weekly @ © «
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How did | get it?

4 N

Is it cookies or something?

It adapts to what you like

If you’ve searched for similar things
If you’re following specific people
You and your friends: it’s targeted to
a similar age group

They know my gender

- /

4 R

If you get McDonalds wifi you get
McDonalds adverts

If I live near that shop

The next day it’ll pop up on your
Instagram, and you’re like they’ve
been listening to you

Quite good in the fact that you’re not
getting pointless adverts

- /
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That’s well dodgy

‘Weird’ - ‘Creepy’ — ‘That’s well dodgy’

The Open
University

A global problem

it’s harder now, because it’s such a worldwide thing it couldn’t be like,
‘well our government will decide’ because ...there’s not a huge worldwide
body, there’s like a few bodies but not all countries are part of, we’ve got
the EU and then United Nations, but not all countries are part of these
things

We should have control

We should just be able to choose what we want, on our own thing.

Yeah, because it’s our thing, it’s what we’re using, so it should be us, really,
who decide what’s on it, we should say.

We should have more control, because | feel like we’ve got literally no
control over what’s happening. And it’s our data
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UN Special Rapporteur on the right A\ UNITED NATIONS
f he eni f Y HUMAN RIGHTS
O eve ryone to t e enjoyment 0 ﬂ\él/ OFFICE OF THE HIGH COMMISSIONER

the highest attainable standard of
physical and mental health 2014

HUMAN RIGHTS WHERE WE HUMAN RIGHT¢
BY COUNTRY WORK BODIES

HOME ABOUT US ISSUES
luman Rights > Health

Special Rapporteur on the right of everyone to the enjoyment of the hig
attainable standard of physical and mental health

WHO Set of Recommendations on
the marketing of food and on-
alcoholic beverages to children
2010

WHO Ending Childhood Obesity
(ECHO) Commission Report 2016




Information Commissioner’s Office

20 June 2019

HUMAN RIGHTS DEMOCRACY RULE OF LAW EXPLORE ~ ENv Q
COUNCIL OF EUROPE Committee of Ministers
INDEPENDENT
HIGH.I‘EVEL EXPERT GROUP ON Home ~ About the CM ~ Meetings and events Our Work ~ Guide to procedures Documents ~ CM Search YYour account
ARTIFICIAL INTELLIGENCE

SET UP BY THE EUROPEAN COMMISSION & Related documents. Languages File Formats. X Send by mail & Print
* X 3%

cunane

*x %
* i * MINISTERS' DEPUTIES Recommendations CM/Rec(2018)7
* %

i (2018)7 of the ittee of Ministers to member States
on Guidelines to respect, protect and fulfil the rights of the child in the digital environment

(Adopted by the Committee of Ministers on 4 July 2018
at the 1321 meeting of the Ministers Deputies)

* % Kk

PoLicy AND INVESTMENT RECOMMENDATIONS

FOR 37.

TRUSTWORTHY Al

Profiling of children, which is any form of automated

processing of personal data which consists of applying a “profile” to a child,
particularly in order to take decisions concerning the child or to analyse or
predict his or her personal preferences, behaviour and attitudes,

should be prohibited by law.

4.3 Establish a European Strategy for Better and Safer Al for Children...

empower children, while also protecting them from risks and potential harm.

... grow and learn untouched by unsolicited monitoring, profiling and interest invested
habitualisation and manipulation. Children should be ensured a free and unmonitored space
of development and upon moving into adulthood should be provided with

a “clean slate” of any public or private storage of data related to them. ¢ % UNITED NATIONS
. . . X
Equally, children’s formal education should be free from commercial and &S\j S ENRIGHTS

other interests

HOME ABOUT US

HUMANRIGHTS ~ WHEREWE  HUMAN RIGHTS
1SSUES WORK BODIES

BY COUNTRY

Engish > Human Rights Bodies > CRC > GC children's rights in relation to the digital environment

| Thecommittee N COMMITTEE ON THE RIGHTS OF THE CHILD

Introduction
Membership

Meeting of States
parties/Elections

Ireland: Data Protection Act 2018

Upcoming elections for all treaty

General Comment on children’s rights in relation
to the digital environment

The Committee on the Rights of the Child s drafting 2 General
Comment on children’s rights in relation to the digital environment.

In March 2019, the Committee invited all interested parties to
comment on the concept note of the General Comment. The

e Committee appreciates the 132 submissions it received from States

Profiling and microtargeting... R

OP on a communications
procedure

(26), regional organisations (3), United Nations agencies (2), national
human rights institutions and Children's Commissioners (6), children’s
and adolescent grouss (5), cvi society organisations (52), academics
(19), the private sector (7), and other entities and individuals (12).

The Committee will take into account all submissions when deciding
on the content of the draft General Comment. All submissions are
published below.
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documentation
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Universal human rights index



Lo ber ke Al as e e

SUMMARY

Unhealthy foods marketed at scale, effectively
Effects begin before age 3...

... and continue into the teens

Surveillance, design amplify effects...

Data extraction, persuasive design ...

Digital amplifies other channels

No evidence that media literacy protects
Young people: adtech ecosystem is ‘well dodgy’

Urgent need for policy action
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