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Abstract

Introduction: Food marketing impacts children’s food knowledge, behaviours and
health. Current regulations in Canada focus on restricting promotional aspects of food
marketing with little-to-no consideration of the places where children experience food.
Understanding food marketing in children’s everyday settings is necessary to protect
children. This scoping review describes the current literature on food marketing to chil-
dren in Canada by setting.

Methods: The author searched databases for Canadian research on children’s exposure
to food marketing, and the power and impact of food marketing to children (2-17 years)
across settings, and on how current regulations may mediate the effect of food market-
ing on children. Peer-reviewed studies in English, published between 2000 and 2016,
were included.

Results: Twenty-five studies documented children’s exposure to food marketing and its
power and/or impact on them in homes (via television, or online) (n = 12), public
schools (n = 1), grocery stores (n = 8), fast food restaurants (n = 2), and in general
(n = 2). Research trends suggest that unhealthy foods are targeted at children using
multiple promotional techniques that overlap across settings. Several research gaps
exist in this area, leading to an incomplete, and potentially underestimated, picture of
food marketing to children in Canada. Available evidence suggests that current Canadian
approaches have not reduced children’s exposure to or the power of food marketing in
these settings, with the exception of some positive influences from Quebec’s statutory
regulations.

Conclusion: The settings where children eat, buy or learn about food expose them to
powerful, often unhealthy food marketing. The current evidence suggests that “place”
may be an important marketing component to be included in public policy in order to
broadly protect children from unhealthy food marketing. Organizations and communi-
ties can engage in settings-based health promotion interventions by developing their
own marketing policies that address the promotion and place of unhealthy food and
beverages.

Keywords: food marketing, childhood obesity, public health

Health Organization recommends that the
places where children gather be free from

Introduction

Highlights

e Children’s everyday settings are
important places to restrict unhealthy
food marketing.

e Research in Canada shows that
children (2-17 years) are exposed
to food marketing in homes, schools
and supermarkets; however, over-
all exposure is likely underestimated.

¢ Powerful marketing techniques are
often used in promoting less healthy
foods to children.

e Multiple exposures to the market-
ing of unhealthy foods in various
settings may adversely shape chil-
dren’s food culture.

e Current evidence suggests that
actions by governments and com-
munities that address all compo-
nents of marketing (product, place,
promotion and price) will more
effectively protect children from
powerful, unhealthy food market-
ing in their everyday settings, how-
ever more research is needed.

Children’s development takes place in
their everyday settings.! The places where
children live, learn and play are critical
factors in determining their current and
future health.? In fact, the Ottawa Charter
for Health Promotion emphasizes the
importance of everyday settings in pre-
venting disease.’> To this end, the World

unhealthy food and beverage marketing.*
“Place” is also a critical factor for market-
ers, as it is one of the four components of
marketing known as the “four Ps” (4Ps):
product, promotion, place and price.
Corporations strategically mix the 4Ps to
reach their target audience effectively and
influence attitudes and behaviours.®

Food marketing impacts children’s food
knowledge, preferences, behaviours and
health.® Factors that promote a poor diet
are of concern since, according to
Statistics Canada, one-quarter of the calo-
ries eaten by Canadians aged 4 to 18 years
are from “other foods” (e.g. foods to be
limited according to Canada’s Food
Guide), including soft drinks, fruit drinks,
chocolate and chips.” More than half of
children in Canada consume fewer than
five servings of vegetables and fruit per
day.® The impact of food marketing on
children’s food preferences and behav-
iours depends on their exposure to and
the power of the marketing messages,
where exposure is defined as “the reach
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and frequency of the marketing message,”
and power is “the creative content, design
and execution of the marketing message.””» !

There are three main mechanisms by
which food marketing to children is cur-
rently “controlled” in Canada (Table 1):
(1) Quebec statutory regulation [Quebec’s
Consumer Protection Act (QCPA)Y]; (2) food
industry voluntary self-regulation [Canadian
Children’s Food and Beverage Advertising
Initiative (CAI)"]; and (3) broadcast indus-
try self-regulation (The Broadcast Code for
Advertising to Children'?). Additionally, in
2016, the Canadian Health Minister
announced forthcoming federal statutory
regulations on food marketing."”® School
food policies may also regulate food mar-
keting to children; however, current provin-
cial and territorial policies tend to focus on
food provision and are limited and inconsis-
tent in their address of food marketing
(Table 1).

Current and proposed regulations may
control both exposure to and power of

food marketing to children by restricting
the amount and the use of persuasive pro-
motional techniques (discussed in the
Results section of this article). Unfortu-
nately, place, a key component of market-
ers’ strategies® and of health promotion
interventions,'* is poorly considered in
current approaches, with the exception of
the CAI restricting some marketing in ele-
mentary schools.!>* It is reasonable to
expect that regulations that ignore this key
component of marketing will not generate
maximal impact on children’s exposure to
or the power of food marketing. Place is
often misinterpreted as the location of
marketing messages, which is in fact a
component of promotion.!* A more accu-
rate definition of place, from a marketing
perspective, is the location where behav-
iours are performed or related goods and
services are acquired.’® In the context of
food marketing, place may represent
where we eat, purchase or learn about
food.

TABLE 1

Notably, the settings in which children are
marketed to are a policy consideration of
proposed regulations in Canada;” how-
ever, no research has explored what these
settings are. It is critical to understand
food marketing in the context in which
children experience it in order to form
effective policies. Using a settings-based
approach,’® this review aims to explore
the places where children may be exposed
to food marketing by reviewing (1) the
extent of their exposure to and the power
of food marketing by setting; (2) the influ-
ence of statutory (QCPA) and voluntary
(CAI) regulations on exposure and power;Jr
and (3) the impact of food marketing on
the attitudes, perceptions and behaviours
of Canadian children.

Methods

The author systematically searched eight
health, psychology and business data-
bases (Table 2) identified by a research
librarian for research on the exposure to
and power of food marketing to children

Types of regulatory control of food marketing to children in Canada

Year

Restriction on food

Marketing channels and tech-

ki) ol introduced L) Type marketing (product) niques covered (promotion)

Quebec Consumer 1980 Quebec Statutory No commercial marketing to Television
Protection Act (QCPA)™ children under 13 years.? .

Radio

Print media

Internet

Mobile phones

Signs

Other promotional items
Canadian Children’s 2007 All of Canada Voluntary Committed companies agree not  Television
Food and Beverage (except Quebec)  self-regulation of to advertise to children under 12 di
Advertising Initiative food industry years at all, or only to advertise sl
(CAD'S “better-for-you” foods, as defined  print media

by a uniform nutrition criteria
Internet

developed by the food industry.™

Mobile phones
Video games
Movies

Elementary schools

Select marketing techniques (licensed
characters, movie cross-promotions,
celebrities, product placement)

Continued on the following page

* Price, another component of the 4Ps, is also not targeted in marketing regulations; however, discussion of that component is beyond the scope of this review.

" The Broadcast Code for Advertising to Children has not been evaluated by researchers; therefore, this review includes only the influence of the QCPA and the CAI.
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Types of regulatory control of food marketing to children in Canada

TABLE 1 (continued)

Regulatory control Year Location Tvpe Restriction on food Marketing channels and tech-
v introduced yp marketing (product) niques covered (promotion)
The Broadcast Code for  2004; 2007 All of Canada Self-regulation of Advertising to children under 12 Television
Adbvertising to (except Quebec)  broadcast media years should not discourage a Radi
Children™ of the healthy lifestyle or adherence to Zall
Canadian Code of Canada’s Food Guide; advertising  print media
Adovertising Standards® should not show excessive
amounts of food being consumed  Internet
or in general. Billboards
Proposed regulations Forthcoming  Not disclosed Statutory Possible restrictions of unhealthy  Possible restriction of select marketing
on food marketing to food marketing for select age channels, techniques, and settings (to be
children"” groups (to be determined). determined).
Provincial/territorial 2008 British Mandatory Discourages unhealthy food Posters
school food policies® Columbia?? adoption of marketing. .
nutrition guidelines oupons
in public schools Branded equipment
2010 Ontario? Mandatory Does not restrict food marketing.  Not applicable
adoption of
nutrition guidelines
in public schools
2005 New Bruns- Mandatory Recommends healthy food Rewards
wick?? adoption of marketing and discourages | .
nutrition guidelines unhealthy food marketing.c HEETNES
in public schools Vending machine promotions
Fundraising
2006 Nova Scotia? Mandatory Recommends healthy food Advertising (non-specific)
adoption of marketing.¢ dralel
nutrition guidelines A IR
in public schools Rewards
2011 Prince Edward Mandatory Restricts unhealthy food Advertising (non-specific)
Island?” adoption of marketing.¢
nutrition guidelines
in public schools
2009 Saskatchewan?®?  Voluntary nutrition ~Recommends healthy food Rewards
guidelines for marketing. draisi
mandatory school A
board food policies
2009 Manitoba3*! Voluntary nutrition ~Recommends healthy food “Daily special” promotions
guidelines for marketing.«
mandatory public
school food policies
2008 Alberta? Voluntary nutrition  Recommends healthy food Posters
guidelines marketing.
2007 Quebec” Voluntary nutrition ~Recommends healthy food Fundraising
guidelines marketing.
2009 Newfoundland Voluntary nutrition  Does not restrict food marketing.  Not applicable
& Labrador® guidelines
2008 Yukon? Voluntary nutrition  Discourages unhealthy food Rewards
guidelines marketing. .
Incentives

Fundraising

2 The QCPA uses three criteria to identify child-directed marketing: (1) purpose of advertised product, (2) advertisement presentation, and (3) time and place of advertisement. Advertising in
schools or at point-of-purchase is not explicitly restricted by the QCPA but may be prohibited depending on these criteria."

® There were no publicly available policies in Northwest Territories and Nunavut.

¢Includes food pricing statements.

4 Includes food placement statements.
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TABLE 2
Scoping review of food marketing to children in Canada:
systematic search criteria and process

Inclusion criteria English language

Canadian data

Published between January 2000 and September 2016

Original research

Evidence on exposure to, power of and/or impact of food marketing to children
(aged 217 years), or the influence of Canadian food marketing regulations

Evidence on exposure, power and regulation must identify the setting

Evidence on impact must clearly identify the setting, or study the collective
impact of food marketing across settings

Exclusion criteria Grey literature

Evidence on infants and toddlers (less than age 2 years)

Evidence on parents only

Commentaries on policy interventions

Search string

(food OR beverage OR diet OR nutrition [TIAB]), AND (marketing OR

advertis*[TIAB]), AND (child* OR youth OR teen OR adolescen*[TIAB]), AND

(Canad*[TIAB]).

Databases searched

ABI/INFORM Complete, CBCA Complete, CINAHL, MEDLINE, ProQuest Disserta-

tion and Theses, PsycINFO, Scopus, Web of Science Core

in Canada, its impact and the influence of
regulations in July 2015 and updated the
search in September 2016. All references
were imported into an online reference
manager. The author selected articles
based on a priori inclusion criteria (Table
2) through systematic title, abstract and
full-text screening (Figure 1). After title
and abstract reviewing, three Canadian
researchers with expertise in the topic
area were consulted to identify missing
research and confirm comprehensiveness
of search results. The researchers pro-
vided 21 new items, but only four’**” met
the inclusion criteria (Figure 1). This
scoping review was limited to peer-
reviewed, English-language studies using
Canadian data. Two French-language arti-
cles’®3? were excluded, as no expert fluent
in French was able to review them. The
author reviewed all studies and extracted
the data.

Results

Twenty-five articles met the inclusion cri-
teria (Figure 1). The literature available
examined the exposure to, power of or
impact of food marketing to children in
Canada in general,’“ on television,3*448
online,**! in public schools,*? on product
packaging in grocery stores®*37% and in
fast food restaurants®® (Table 3). The

Vol 37, No 9, September 2017

majority of articles were based on cross-
sectional studies (n = 14).3%3742:4549-5 Tygo
articles reviewed the impact of the
QCPA®4 and four reviewed that of the
CAI®¥*%¢ on exposure to and power of
food marketing. Table 4 provides a sum-
mary of the influence of regulations on
exposure and power by setting. Nine stud-
ies explored how food marketing impacted
food attitudes, preferences and behav-
iours—three using experimental,*$**%° one
using cross-sectional* and five using
qualitative methods.3%:36:40.57:58

Exposure to and power of food marketing
to children in Canada

Exposure to food marketing in the home:
television

Six articles reviewed exposure to televi-
sion food marketing.3*** In these studies,
exposure was measured by the proportion
of all television advertisements that were
for food (overall and unhealthy) and the
rate of food advertisements per hour per
channel.

One-fifth of advertisements recorded on
three popular children’s channels in
Canada between 2007 and 2008 were for
food (unpublished data by Kelly et al.?*).
Potvin Kent et al. studied the top 30 hours
of television watched by ten to 12 year old

children in Ontario and Quebec in 2009,
which included general and children’s
channels, and found that 24% to 27% of
the advertisements children watched were
for food.*

The studies reported varying rates of food
advertising, from three to seven advertise-
ments per hour per channel®***” (unpub-
lished data by Kelly et al.*). This
variability may be related to differences in
study methods, including heterogeneity in
the number and type of channels recorded,
times and number of days recorded and
location and dates of data collection.

Exposure to unhealthy food television
advertisements was evaluated by deter-
mining the proportion of advertised foods
that were high in energy, fat, sugar or
salt.3424 According to Kelly et al., 80% of
food advertisements on children’s chan-
nels were for “noncore foods” that were
high in fat, sodium or energy.** Using the
UK’s Nutrient Profiling system, Adams et
al.*? found that 66% of all food advertise-
ments on general television in Canada
were “less healthy.” Potvin Kent et al.*
found that 88% of food advertisements
watched by children in Canada were “less
healthy” using the same nutrient profiling
system.

Influence of regulation on exposure

Potvin Kent et al. researched the impact of
statutory regulation in 2009* and volun-
tary industry regulation in 2011 in
Canada and found that neither were asso-
ciated with reduced children’s exposure to
television food marketing. Specifically,
French-speaking children in Quebec and
English-speaking children in Quebec and
Ontario were found to be exposed to the
same rate of food advertisements per hour
per channel.*® Potvin Kent and Wanless*
estimated that children’s overall exposure
to television food advertising increased by
6% in Vancouver and 17% in Toronto
between 2006 and 2011, since the intro-
duction of the CAI. Although food adver-
tisements on children’s television from
CAI companies decreased by 24% between
2006 and 2011, the same kind of advertise-
ments by non-CAI companies increased
by 76 % .4

Small improvements in the nutritional
quality of the advertised foods were asso-
ciated with the QCPA* but not the CAIL.*®
Significantly fewer advertisements watched
by children were found on French-language
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FIGURE 1
Flow chart of systematic search strategy
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television in Quebec for “less healthy”
foods than on English-language television
in Ontario;* however, 81% of the former
were still “less healthy.” On the other
hand, there was no significant change in
the proportion of “less healthy” foods
advertised by CAI companies between
2006 and 2011.%

Power of food marketing in the home:
television

The power of food marketing is evaluated
by the prevalence of child targeting in
food advertisements and the use of pow-
erful promotional techniques. On general
television (from 7:00 p.m.-11:00 p.m.),
7% of food advertisements were of partic-
ular appeal to children (aged 2-17 years)
in 2006.# On television watched by
French-speaking children (10-12 years) in
Quebec in 2009, only 30% of food adver-
tisements were targeted at children,

Health Promotion and Chronic Disease Prevention in Canada
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compared to 76% and 65% of advertise-
ments watched by English-speaking chil-
dren (10-12 years) in Quebec and Ontario,
respectively.® In 2011, approximately one-
quarter of food advertisements by CAI and
non-CAI companies on children’s spe-
cialty channels targeted children and
teens.*®

A variety of marketing techniques were
used in television food advertisements,
including premiums (such as giveaways,
vouchers), promotional characters, fun
and health appeals.®**¢ Foods advertised
with these powerful techniques were often
unhealthy.?*% For example, Kelly et al.**
found that almost 100% of televised food
advertisements that used promotional
characters on children’s channels in 2007
and 2008 in Canada were for “non-core”
foods, compared to only 80% overall.

Influence of regulation on power

Small improvements in the power of food
advertisements were found to be associ-
ated with the QCPA* but not the CAL* In
2009, the QCPA was associated with fewer
food advertisements targeted at French-
speaking children in Quebec, but did not
prove to fully protect all children in
Quebec since English-speaking children
view television originating outside Quebec,
which is not restricted by Quebec’s law.*
Overall, there was no change in the preva-
lence of targeting children in food adver-
tisements by CAI or non-CAI companies
between 2006 and 2011.% In fact, there is
some evidence that it has worsened, since
more unhealthy food advertisements tar-
geted children in 2011 than 2006.% For
example, between 2006 and 2011 the use
of fun and licensed characters to advertise
“less healthy” products increased by 38 %
and 234% by CAI companies, respectively.*

Vol 37, No 9, September 2017




aged guimojjoj 3y} uo panunuo)

(d-Y1) "dnoig Bunyeads-youaiy o3 paseduwiod
sdnoi3 Bupjeads-ys1j3u3 Aq uaas a1am (S)S3JU0I ‘SAINIGA|II/SIAIEIRYD
‘|eadde uny) sanbiuyay unayiew anisensiad arow Apuedyiugis

(3-41) "dnoi Supjeads-youai4 ayy 03 pasedwod sdnoid

pasn uonowoud jo adAy

‘oueUQ
ur ualppiyd Supjeads-ysijgul
pue 23¢an®) ul ulpjIyd
Bupjeads-ysi3ug 3qand
ur ualp[iyd Supjeads-ypualy

Supjeads-ysij3u3 ur spnpoid ufeid pue Apued/SHIEUS 10§ 19M SPE A0 ‘P3SIIIAPE Pooy Jo adA} U33M]3q SIIUIIIYIP ?WEES saouioid 2aqanD)
. . S1S3} ;X "3IudIpne Jag1e} pue UBIpEUE) 0M} ‘oLEILQ
(d-41) "dnoag Sunjeads-youaiy Qun 5 . .
3y} 0} paredwod sdnoi3 Supyeads-ysiBul ayy u (€0° > d) s1a8euas) pue  pue [3uuey ‘uoie)s Aq k) wwﬁw Emzmw_\mmm« Pe mc_ummm T L [FELCEN A sk 7101 _uummm
(L00" > d) ua1IpIyd ‘(LO" > d) s13jooyasaid pajagie) spe pooy IO SpE JO SI1ISLIARIRYD E_uouu %uﬁﬂ_mh.v_wwﬂw“_ %w?u o mﬂﬂﬂwﬁ v_”wmm_m__%_u“_ i
Ly E : £
(3-41) *(90" > d) sdnoi3 uasmiaq ApuedyIuBIs PP (4/S—€) ‘spe pooy u3Ip|IYd 8TH Aq 00:0-00:9 Wouy 6007 1dy | pooy jo Aouanbay [eUOI3S pue -ysi3u3 19 Jua)
BUISILIAPE POOJ AL JO 3)B1 3} JoU SPE POOJ JO 1IUINU 3y} JDYHIN JO 3Jel pUB 1NN P3YIIEM AL JO SINOY 06 Papiordy  —600Z 1B 9Z atedwo) -$501) AQ pamMaIAAL AL WOH uIAJ0d
(3) "900 ut sjejul papiodas *S3LIIUN0D SSO10E
Uuey} S[3A3] WNIpos J3ysiy pue 1egns woiy AZ13UI Jo S|AI| 131ead PUE UIYyHM S3W0d3No pasedwod
pey 131p AL 9007 Y1 "saxexul papodal ueyy urajord woiy AZ13ud $159} ;X "sAanins [euoneu
pue a1qy ssa| paulejuod s1aip AL 900C PUe L66L YL [0Lod[e ot} woly s331p papodal 0} paledwod
A313u3 $S3| pey 900z INq “IE[ILLIS 313M 900T PUE 1661 IO SIAIP AL agm pue Bm_twm%m pooy AN
. 1283 JO SUIAIIS JUO Fulwins 3y} pue epeue) ui
(3) "EPEUED Ul %7 0} SPE JO %Q WO}
paseanap Apuedyiugis sdIN[ pue sa|qeIdsan ‘syni4 ‘Spe pooj Jo %9°5L spepooy | UE RHBIE LR m.&u_u \M_hb 9001661 Eow
PUE %567 J& SWIJ! Pasi}IaApe A[UOLLLIOD JSOW I} IIM PUE BPEUE) Jo Anjenb [euoninnu on uﬁ%hﬂuﬂﬂﬂﬂw%ﬂy M_t:mm%oom TG f\_ﬂwﬁﬁ_mﬁ_“o
ul pjoj-aAy paseasnul Apuedyiugis Spe Jueineisal pue pnpoid pooy Iseq pue ad£) pnpoid ey e R VR A ST
(3) “epeue) ‘spe pooy ‘900 PUE L66L Ul S]ULIEL) $1661 AON | “fouanbayy Jeu ‘oueuQ +600C “IE
ur (4/5) 900Z—1661 Woiy SuISIIIAPE pooj AL JO el ul IJueyd oN J0 3381 pue RquNN 931} 4 PUE G UO SPE Pap103dy  —1661L 10 97 atedwo) -ipnyguo] ‘ALBIBUID  ALBWOH 19 ‘swepy
(d) "ua1pqiyd
0] U3}J0 SS3| PISIIAPE 3IIM LPIYM Apued pue s)aams 10) 3dadxa
‘BPEUE) Ul PUNOJ 313M SPE UAIP[IYI-1Yd O-LOU PUE SPE UIP[IP-1YdO -sdnoIg uaIpjI 1ydO-uou
u33M33q pasipaApe adA} 1anpoud ur SUIRYIP JUBIYIUSIS ON PUE U3IP|IY 1VdO 2redwiod
(d) "1 = d) epeue) 0} Pasn $3sa} 19BXa JAyYsSly ‘spe suone[ngal
Ul U3IP[IYI 1V O 0u Spe 0} paieduiod uaIpjiyd 1V O 213m Jey) spe pooy  Aip|eay ssay,, Ajyuap oy NN Jo uondnponul
pooy . Ay3eay ssaj,, Jo uorpodoid uzamIaq sILAIAIP JuLIYISIS ON SPE P00} pasn uoniuyap AOuagy spiepuels 0p1oud yn
Jo Ayenb [euoninu PO04 MM "UAIP|IYD 1AM 9L} pue epeue)
(3) "spooy . Ai3|eay ss3],, 10} 1M SPE POOJ JO %99 WP 1VdO uonendod Suimalia jo a\aommm__ m:_ AL S,Ua1p|Iyd uo
(d) *(epeue) ur s1eak £|—¢ Se pauyap) uIpjiyd 1VdO 313M SPe Jo %/ SPe pooy jo uorpodoid 5.:.m m_ﬁﬁ__m_u_um,\m_mo_wmﬂo_umwhu >M m”_m__wﬂn\,_m” %_N_w h“ -
@ SPEpooy Py (P/UKT) SPULRW SUMAIA 9007 “AON'S  ‘Ouanbay  [euopdas ‘oueuQ 46007 “1&
*skep / 13A0 S[2UUELD § WO1J PIYIIUIPI 1M SPE P00 GLET ‘BpEUBD U] J0 3je1 pue RqWNN 331)  UO SPE [[B PapI033y  —900Z 10 0€ atedwo) -$501) ‘AL [BIBU3D AL :BWOH 19 swepy
(d) "spooy
910UOU 10J 3IIM [[B ISOWE LPIYM JO “(%9E—EE) SIaJIeIeYD [euonowold
sanbiuyday
YHm spe pooy jo uorpodord 3sayiy-puodas sy pey g (%b—0) S1a0 T
wnjwaid ynm spe pooy Jo suontodoid 3SIMO] 3y} JO U0 PEY BPEUE : : “SIUIBHIP
i AR i 19t PRI spe pooj jo uoipodoid |9A9]-A13unod patedwiod s)s3y S3aLIUN0d
(3) "pasnianpe . X *(SNO3UB[[IISILI 10 3100UOU L1 ul sjpuueyd
Ajuowiwod 3sow pooy ISe{ ‘SPO0J 10JUOL 10} IIIM SPE JO %08 .z%hmm:w Q_M_M_“ﬂ%m N,ESV Anjenb [euoynu pue AL Sua1pjiyd
SpUNIIM 3dfy weigoud Aq sanbiuypay _mcoz.ofoi hﬁ papod uo mz_m_tmz_wm pooy
U0 13ySIy Sem pue [3UUBLI/IY/SPE /—p SEM SUISIISAPE P00} ‘|[BIIAQ spe pooj jo uontodoid Mﬁw wﬂwv__u%uﬂ Now_._mmmml%mwmuw:%w ut uwwﬂ_mww_”b_m_%ﬂ
(3) “pnpoad ‘BuisiuaApe pooy 10 sppuueyd AL suaipjiyd tejndod 8007 1B b__mzw [euonuINu |EUOI3S  OLEJUQ ‘BUAIY 4 0L0T
PIsIIAAPE JSOW-PUO0IAS 3L} ‘P00 10} IIM SPE JO }JL-3uo ‘Bpeue) u| J0 3Jel pue 1RqWNN Jsoul € UO SPE |[B pap10I3y —£007 ‘PO ‘fuanbayy Auap| -§s01) ALSUIPIIYD  ALBWOH  “[e 33 ARy
0119,
sainseawd potad uoinedo|
synsal A3y T Spoyjjaul Jo MIIAIRAQ uo13|0) asoding ugisag ‘uopejndod 3umas loyny
Eled ’

VD 2y} pue ydDO 3y} Jo duanyul 3y} pue ‘epeue) ui udIp[iyd o} Sundjiew pooy jo Pedwi pue 1amod 3y pue 0} 3insodxa uo ainjedy| Igengue|-ysijSug ‘ueipeue) Jo sisayjuis

€31avl

Health Promotion and Chronic Disease Prevention in Canada

Research, Policy and Practice

Vol 37, No 9, September 2017




3ged Suimo|[oy 3y} uo panupuo)

*spor1ad 3wy ssode patedwod

(3-41) ‘AL [B12U3S w1y 3urey pooy pue pajew)sa a1am spe OLEJUQ
JSBJ PUE SYULIP 3J0S J21p ‘32In ‘31B[0J0YD 10 SPE INq S[RuUUEYD Aeads PO0J 0} S|2A3] 21nsodxa sua1pjIy) elquinjo)
S,UIP[IL WOy A|ISOLWL SEM SPE [B313D puE ApuE) 0} ainsodxa suaipjiy) spoliad aw 931y} 10} 1e3SAY yshiig
SuIspaApe pooy BIPI UIS[AIN wouy paseyaind LL0Z sI 11—t
(3-H1) 600C Pue 9007 U3aM1aq %/ 1-%9 Aq paseadul ainsodxa [|E13AQ 01 21ns0dxa a$e1AE 319M (S[uuelp [e1aual 57 puE 900z U3amiaq pade uaipqiyd
. e sppuueyd Ayenads uaipjiyd AL uo 3upayiew Aq pamaia wh10T
3-H1) "LLOZ PUB 9007 U33M]aq S[aULELD [BIIUIF U0 ISEIIDUI %SH—%brb BIIAO SUBIP|IYD pu .
A mvt:_ (% Mv S[auueyd s :uh_“.___F__u uo m___um_ Po0J uj 3SEAIAP B mMs EME. ! P 0) SIPuUe /T U0 00:0-00°9 LLOZ Aew [P OB PHIECRE L[ i SSIIUEM
° ¢ : : ‘spe pooy U33M}3q Palie S3LI0FA)ED ‘6007 AeW SUIP[IYd Ul |eu AL £yjenads 9 JUdY
(3-41) LLOZ pue 9007 U3IMII] PIseILDUI SPE POOJ JO Ikl pue _qUINN J0 3je1 pue RquNN pooJ || 10} SPE POO} JO SYIIM ‘9007 Aely sagueyd aredwo) -ipnyguot s.uaIpjyd AL :WoH uiAod
*saouasayylp dnoid uesaw
patedwod 153 7 *spooy  Ayjjeay
$S3],, 10} uoiuyap LHuady
(d-H1) "900€ 1an0 Spiepuels poo4 M 3yl Suisn pue
110z ut sauedwod y|) Aq s1aoereyd pue sjeadde uny jo asn paseanu| ST ‘715 U1 § 001 Aq passasse (IvD) uonengai
(d-H1) "9007 1340 L10Z ut s3ueduwiod Sunayew anisensiad SEM JU3]L0D [EUORLINN LLOT Ut Ansnpui A1ejunjoa
1D £q suaay pue uaipjiyd o3 spe Auy1jeay ssa|, Jo Sunagie) paseanu| Suisn uoppodod 1V 24} 01 Jusuniwiwod Auedwod 0} pajuuiod jou
pooj pue sanbiuyaa) Sunaylew pue papIuwwod
(3-41) “(100° > d) Auy3peay ‘synpe  aasensiad jo asn ‘uaipne 33316} saiuedwod Aq
$S3],, PIapISU0D SpE [y)-uou jo uoipodoid ul 3seadap Juedyiugis PUE SU393} ‘UIPIYP 10§ papod asam spy ‘spouad Ay 11029007 wolj
@) -Gz = d) Sunagiey uonodosd 0M] 10} UD1BISIY BIPIIN UIS|IIN AL Su31pjiyd uo oueuQ
A} Ealy 53y, PAIaISL0D SPE v 40 uoptodoud uj aguey) on ‘. Ayneay wouy paseydind 31am sRUUELD Bunaylew pooy jo ‘elquinjo) )
ss3), uoiodoud fyjenads s,ua1pjiyd om) uo fyjenb [euonynu ysnug o V10T “IE
(3-41) "L10T 01 900C Wol) %9/ Aq paseanu; sajuedwiod [yd-uou ”o 00:0—00:9 WO} paire s3L1033)ed 1107 Ae ‘fOuanbaiy leu ‘AL fjeads 19 Ju3y
J0 1B} pue %z Aq paseadap saiuedwod |y Aq spe pooy jo uoniodold  JuUIU0D JUBLINU UBI pooj | | 10} SPE P00} JO SHIIM ‘9007 ke atedwo) -ipnyiguot SUIp|IYD) AL :WOH UIAJ0d
*SpE |yD-UOU pue |y) U3amlaq
(d-¥1) “1¥D-uou ueyy (100" > d) siapeieyd SDUIAYIP pateduwiod s)s3} 7 pue
eipaw yum spnpoid  Ayijeay ss3j,, ajowoltd 03 A1 atow Apuedsyiugis $153] X ‘SP00y L Aup[Eay ssay,,
313m pue (100" > d) U3)Jo 10w SIIPEIEYD BIPAL PAsn SPE [y S 10§ UOIIUYAP AOUITY SPIEpUE}S
(3-41) *(L00" = d) sauedwod |y)-uou ueyy Auyjesy ss3],, Jo uopodoxd . poo4 n 3y Buisn pue VD
$S3[,, PaIapIsU0d asam saiueduwod [y Aq spe atow Apuedyiugis . azls 9ua1aja1 3 0L Aq passasse (01} [FREELANED) 30l
-Slapeley eipawl sem Apjenb [euoniny Auedwod pue papIwwod 33qandD
(3) *(100" > d) wnipos 10 3sn Jo uoiodoid [yD-uou 10 [y) B woly sem saluedwod ‘oleuQ
pue 1egns ‘sje} ‘A513ud atow Apuedyiugis pey saiuedwod |y) Aq spy e PE 3y} J3YI3yM pUE SI9PIBIBLD £q AL pauayaud 51 71-01 page
@) spnpoxd pooy Jo adky eIpau Jo asn ‘adA} pooy Aq papod s,u1pjIyd :mMEEu sul
. 9I9M SPY "Y3aM | 13A0 UBIP|IYD uo udlpjiyd 03 jeads-youaiy & LLOZ I
Pap10331 SPE [[E JO %€9 papiaoid |yD 0} papiwwod saiueduwod poo4 ‘suopowoid LT £q 00:0—00:9 Wol1j paydzem 600 1dy | Bunayjlew pooy jo |euonas pue -ysigu3 BERIIE)]
(3) "S9BLIIAI( 10 SPOOJ 10} IIIM PapPI0I3I SPE [[B JO (L = U) %L pooy Jo JaquinN ALJO SINOY §°66 PapIoday  —6007 1eW 97  dudsaid ateduio) 501D AQ pamaa AL AL :3woH UIAJ0d
spe pooy Auyjeay & SIIUIBYIP
ss3,, J0 uorpodosd dnoug paredwod sjsay 2oy 3sod
i ’ UIM YAONY Aem-3uQ “uoniuyap
‘Spe pooj 31qy-mo| fOuagy spiepuels poo4 NN 3y}
‘)es/re}/1e3ns-ysiy Buisn A3 eay ssay,, Se paynuapi
(I (100 > d) (49°09) SPE LPUaL Ut Spoo) (468959 PR RS Lo s ———
[Au3jeay ssaj,, 10} aram spe ysijsuj atow Apuedyiudis Aj[ednsners ‘saje1pAyoqied 4 UL YSIY SE PILISSE] IpeuE) HEUO
Spey 431903 pue azis 33ua1ayal 3 001 e Aq ur AL pausayaxd s1f z1-01 page
@ (Lo > d wouy A819ua ageyuaniad PIssasse Sem PasILIdAPE SP00J JO SUa1p[Iyd uo ua1pyiyd Bui
sdnoi3 ysijul ueyl A313ua ‘1egns ‘sajelpAyoqied ur Iamoj ‘Jey Ayjenb [euonnN “j33aMm | 1310 PasI1IdAPE SPO0} JO jeads-youaly w CLOT 1B
SUEI} “JB) pajeinyes ‘Jej [e303 Ul J3yYSiy Youal4 :Juajuod JuaLnuoDew ‘pasiuaApe 8 ua1p|IYd 874 Aq 00:0—-00:9 WOy 6007 1dy | fyijenb [euonnu |euondas pue -ysigu3 BERIIE)]
u1 pasayip Apuedyiudis spe pooy agenguel-youaly pue -ysygui QL Jod SjuaLNU UBAY  PIyIIEM AL JO SINOY 06 PApI0ddY  —600Z 1B 97 atedwo) 501D AQ pamM3IAAL AL BWOH UIAJ0d
0119,
sy|nsal A3y S3NSEIUL SpoY1aU JO MIIAIIA :%E.u na_u asodin ugIsa UOREIO] suma loyn
I 3wo1no A3y poy J IMIAO .Emm_“ J d 152d ‘uonejndod Has iy

VD 2y} pue ydDO 3y} Jo duanyul 3y} pue ‘epeue) ui udIp[iyd o} Sundjiew pooy jo Pedwi pue 1amod 3y pue 0} 3insodxa uo ainjedy| Igengue|-ysijSug ‘ueipeue) Jo sisayjuis

(panunuod) ¢ 319vV1

Health Promotion and Chronic Disease Prevention in Canada

Research, Policy and Practice

Vol 37, No 9, September 2017




Canada

ion in

Research, Policy and Practice

33ed Suimojjoy 3y} uo panunuo)

(d-41) “Su1ar] Ayyeay azowoud 03 APy
aou os[e 31am sajuedwwod y) *pip satuedwiod |y JO %9°87—%E b1
3|Iym sa1neaj aapd}oad-pliyd ou pasn sajueduwiod [y)-uoN

(d-H1) "uedyugis Ajjeansners
J0u Sem SIY} Inq safessaw JulAl| AY}EaY alow pey sajsqam youal4

(d-41) "SaNSqam

Auedwod [y)-uou pue [y) uaamiaq Jou ‘sajisqam Auedwiod pooy
UBIpeUB)-YIUII4 pue -ysijSuq uaamiaq sanbiuyday Sunaylew auljuo
10 uaIpjIyd 03 Supayew jo uorpodoid 3y ul 3dUIIIP JuLdYIUSIS ON

(d-¥1) "(££8 > d) s3psqam [yD-uou

S38essa
Suial Ayyeay pue
‘sainjeay uondajoad

*S3)Isqam [yD-uou pue |y
U33M)3q PUE ‘SI}SGIM LDUI4
pue ysi[3u3 uaamiaq SDUIIP
dnoi3 paiedwod s)s3} 7 pue ;X
*sagessaw uonowoid yjeay pue
sainjeaj uondajod pjiyd ‘sainjeay

SunjIewW 10j papod 1M JuU0I

PIIYD Y3IM S3)ISGIM “JUIIUOD
PaaaIp-plIyd 1oy paz[eue a1am
AL paL1djaid s,uaIpjiyd uo spe

P00} WOLY PIYHUIPI ‘SAISGIM

sajuedwod
vD-uou pue
1¥D Aq sayisqam
pue ‘sajisgam
Auedwod pooy
ueIpeuE)-LoulL4
pue ue

Health Promotion and Chronic Disease Prevent

pue [yD u3amiaq Jou ‘(0r9° > d) SaUS ysijSu7 pue Yyoual4 uaamjaq piiyd ‘sanbruyay JUBINE)SAI UBIPRUBD-LDUIL] -Ipeue)-ysijgug jo [euond3s
JUI3Ip A[[EJ1ISIIEIS JOU SEM JUIIUOD PIJIAMP-PlIYd jo Lousnbary  Junayiew jo Louanbaiy 0/ pue ueipeued-ysiguj // 010z Sunds Judju0d dreduio) 501D
(d) Anae [earskyd pajowod %y pue
SJYauaq Y}[eay PaIe[ %]z ‘UOIjeLLIojul JUILINU papiAoid piiyl-auQ
(3) "9pIND Poo4 S,EPEUED YNM Ju)sISuoIUl sulou
313M PUB A] UO P3SILISAPE 350} 0} JB[ILUIS 313M P3SILIIAPE SPO0] uopduwinsuod pue sduaiageid
pueiq suaipjiyd Jupuanpui
(d) "sHeyd ymoid pue ‘Juawagesua puelq paseanul
pue sjewade|d ‘aded|[em ‘s13ABSUIIIIS SE UYINS ‘SIAI| ABPAIIAD J13Lf) ‘S3}ISqaM pUE puelq 3y} Jo
U1 3sn oy uAIP[IYd Aq PapeOjUMOP 3q PIN0D JeLj) |ELIJEL PEY SIHSGIM SSAUIIEME Paseanu] ‘Juawagesua
Jo fyuiofew 3y | “SPUaLL YHUM 3HSGIM 10 puelq SuLieys pageinodus jjeHy SIYSGIM U0 paseanul ‘|eadde jaxjiew
. 7 o . . 19818} :pajeN|BAd 213M SAAIRIqO
(d) "(%88) SuoyNnq pue uoneWIUE ‘SPUNOS dtsnul ,, mmEmmh.m%m: paAIasqo mu_m.mum:m pue ST S ST sy
ysnouys pajowoid sem pueiq/anpoid yum uondedu| *(%9h) sanbiuyday ‘sanafqo 3 d
Sp1emal Awes pue (%0S) Sp1eoq 13pea| 310ds-Y1Y ‘(%€9) sdiysiaquiawu Sunayiew jo raquinu uu:um”_hwv%hﬁw“u“ﬁoﬂﬂ %_ MHM _m,m_w mw w«h%ﬂw
9914 yBnoayy uawaBeBua paguojoid paeinolud Ajuowrio) sapsqam ‘ualpqiyd SunaSie} 1oy pajen|eAd pue paynuapl a1am 0} mczmv__mE |euonI3s
(d) 's1A 1 33e 1apun udIp[Iyd pajaBie} SAUSGIM JO %€EQ S3}isqam Jo uonodold satueduwiod |y)) JO SIUSAIM $T paiels JoN atedwo) -$501)
“IN0IABY3q YIBUS U0 Juawadeld
1npoud jo [edas Suipnpui
‘sa|qertea 3jdnjnw jo Anjiqe
T (spnpoid pue weigoid AAIIpald 3y} palsa) uoissaIZal
10 uny payoo] Pnpoud 3y JBy1RYm pue ‘Suigexped pnpoid ﬁuﬁhwﬂw_ﬂ_w‘%ﬁ“ 0SS0 "Moys 3y} Jo sPDUILAAX3
3y} A1 PIYI 3y 13YIBYM 313M 10L yoeus Jo s10)1paid 3saBuol : SU3IpJiYyd p1033l 0} pasn
B R e R ¥ — = BUIM3IA AL) InolABYIq JI3M SIIBUUONSIND “UOIII|IS
(1) “Juawadxa ayy uunp syean,, JundaEs  pue juawadeld pnpod 195 B woly 33e1anaq pue
uaIpjiyd 03 3anp aq Aew ydiym ‘dnoid |eauawLIAdXa Ay} Jo SS|pieSal udamiaq diysuoneal pooy e 3asoyd pue ‘weigoid 3y ur
1endod 3sow 313m S13YsnD }N14 pue 30 10 Isdad “SuIM3IA 13}y U0 S3|qeLBA  s3Zessatul SUISILIAAPE 10 siosuods
Aja11paLILL 3J10YD YoeUS U0 JIRdLI PIXILW ING JSIPOL B SEM 13| 13130 jo Pedun ‘Spuelq paj[eIal uaIpjiyd
. 0 ‘BUIMIIA 13V “JuBwde|d ud1p|Iyd
o ool 067 1 e WL AL ML S DUE DO 1010 o n e .
: . : : : : yum weigord AL s,ua1pjiyd uo juawadeld 5
1)) Juawadeld UIW-Qz B M3IA 0} paugisse pnpoid AL jo [[ZENT S
-anbiuyda) Jupaytew e se Juawade|d onpoid Jo a1emeun 3IIM UIP[IYD npoud jo [[er3y Ajwopues 313m uIp[IYd 7T pajels Jo0N Pedul 3y ssassy -11adx3 8
E
pouad 2
sy nsai A3y SOINSEIL Spoyjjaul Jo M3IAIAQ uon3|0) asoding ugisag tonexo| Sumas loyny &
3wodIno A3y : : : ‘uonejndod : s
eleq 2
z
VD 3y} pue ydJO 3y} Jo duanjjul 3y} pue ‘epeue) ui uaipjiyd o} gunayjiew pooy jo Pedu pue 1dmod i) pue 0} ainsodxa uo anjelrdy| agenguel-ysijSul ‘ueipeue) Jo SISAYIUAS b
(panunuod) € 319vVL =



aged Suimojjoy 3y} uo panunuo)

(d) (100" > d) wiep uonnu yoed-jo-juoiy e ey
01 A[9y1] 10w Auedyiugis a1am winipos 1o 1egns ‘Jey ul Yysiy spnpoid

(anbruyday Funayiew
3o 3ouasaid ‘Ayjenb
juaunu ‘adAy pooy)

*SIUIHP
dnoig passasse s3sa) A sauier)
pue 1yd ‘X "SyewWyUIq IS1)U|
21qnd 3y} Ui BUIDS 10§ JUID)
SN Suisn paynuapi 31am spnpoid

(d‘3) "spnpoud jo sdnoi$ Aq sasuasayip ) «Anjenb _mzo_ﬂtw:: 1ood,, papinoxd
%L1 PUB %ET Ul PJL[OIA IIM S}J0-IND WNIPOS pue ey [ejo] ‘spnpold (swiep uontynu ‘syrydess) . jou uonelo|
10 %0/ 18 ‘parejoiA Ajpuanbaiy jsow 313m Ju3juo0d 1EZNS 10§ S}J0-NI ‘sanbjuypay  S9IMies) Sunaxytew guigexped pue Saloys ‘syyjreunadns
ajqeydadny “wnipos 10 “4e8ns ey ul ySIy 219M SPOO) Uy, JO %68 Sunayiew jo Auanbay 20K poo) 3y 0] pajefal sajqeLie K101 ueipeue) uerpeue)
9¢ 10} papod pue 3103s13dns ul uaIp[Iyd 0} ul uaIp[Iyd 0}
(3) ".Spooy uny,, ‘f11enb sme[qoT woly paseydind pajayjleul spooy jo pajadie) spooy
33 JO %] AJuo a1am Hn1y pue sa|qeragaA *(%L9) SPOOj uny, UOWILIOD |euoninu £q sadAy AIIM (geeays (SPOOJ UNY,) fyjenb [euonnu |euondas (junf-uou) 10)s 15800T
1SOU 3} 1M (213 ‘s1eq BJOUBIS ‘SaN00D ‘SIIEID ‘[Ba1dd) spood A1 pooy jo £Huanbaiy UR1p|IYd 03 pajagie} SPooy /9¢ 500Z *23d 3y} ssassy 501D Ie|ngay £133010 ‘noia
cect'es dANO|dXa-U B3Y
d) *(38} SUBI) SS3| pue 10 3n1p3301d-yyeay,, si Jsie
(d) "0} I P « peay,, st 9|
ures3 ajoym aAey o3 A[y1] 1o Inq IBSNS Ul DUIIIYIP OU) JU3IU0D B wopINY puE SaIMEay |B3132 3Y} JAYIAYM JUIULIIIIP
-UOLIINU UO S){NS3I paxiw pey ualp[iyd Aq paydeal aq pinod Jey} saxog o 0] pasn SeM S3LLO0JINO SE JUI}L0D
u3amiaq diysuoneas
. [euonu pue si0p1paid
(d) 78y suen Jo/pue urei pauyai ‘segns uy U302 Je) Suel} se sainjead) Sunayew Suisn
12y Apuesyiugis osje aam sanbiuyda) Funasjiew asay) YUM s|eala) pue uies§ ajoym qegns  UOISSAISAl AeLIEANINIA “PapI0a OLIEJUQ
sadeyjs 10/pue sIN0J0I P3ALAY}-P|ILD Ul JIIM S[BIID JO ¢ . SN  B L E S|eals) SREIERE
CY us 10/p 109 patuatf-piiLp Ut | J0%LL {(X0q paziSIano |euonLINN *saInjeaj Funayiew Jsepjealq Jo uerpeue) ui
(d) Apapadsal ‘PIIyYd £q 3|qeyoeas 10} papod sem Zuidexped Aypenb [euoninu 133unof 10 sif
‘3eds J|9ys |B3III ISEPIBAI] %SE PUE %8 ‘%bE UO PUNoy AIam ‘uonejusLIo-pyIp Pnpoid "punois jjo saypul pue sanbjuyay 8 page uaIp[iyd £800C
SaAIJUIDUI PIUILIO-PJIYd pue ‘Suiexded [nyinojod ‘s1peleyd-syjods ‘51003 ‘s19} 80 319M Jey} 3103 A133013 Supajiew uaamaq 3O [9A9] ‘u3]
eleyd-sayjods) sainjeay 1 jo ajdwes aAnejuasaidal S00Z "AON SUOIBIDOSSE |euondas 3£ 1e s|eaID 2101s -INADIN
(3) "YB13y S,UIP|IYD JB PIYNUIPI SIX0q [BAII §G/7  Sundyiew jo Huanbaiy © UJ S|E313D JSEJ)EAIQ PIPI0I3Y —5007 1B alojdx3 -$501) jsepjealg £132010 % Au13g
(d) (A]2A1103dsay ‘suonowoid
JO %% PUE %¢) 1Ll 31aM S13j40 wnjwaid pue s1pereyd AjpAandadsas
‘suonowoid Jo %9z pue %g| ui pajowold 31am Spuelq pue sPnpoid “saauaiay1p dnoig joois
(3) “uoneanpa patedwod $)s3} 19X3 JaYsI4 pue
uonuInu 31am suonowodd Jo %g| AjuQ "sauiPpIng _m_u=_>oi 3y} 0} Ecmsw_u :c:_bn_:\ﬂz X .muz__uwhmm%”m_m%_«_ﬂw_ﬂ_mhﬂ>w_ﬁ
epuiroid pue ‘9dAy
Buipioxe saBeiaKaq pue spooj panquyoid, pajouioad s1004DS Jo %S mz__g_EE ucﬂu__umua ‘sanbiuyda) Sunayrew ‘esodind
(3) "shem|jey sjooyds ui pajedo| 1am suonowoid Jo %09 ‘pastuaape adfy pe ‘pueiq/pnpoid paspiaape 19ANOIUEA
1npoud jo fuanbayy ‘az1s ‘uoneso] Aq papod azam ui sjoopds oijqnd
@ (0" > d) suopowold “sjooys lqnd £z up gupajiews elquinjo) SL0T
K1eJUAWIAJA UL} S|0OYDS AIBPLOIAS Ul JIOW UM ‘(J00YIS//S—0 ‘suonjowoid 0 seale uowwod uj suonowoid €10z 1dy pooy jo adfy pue |euondas ysnug “le1d
98uel ‘|Jooyds// | uelpaw) SuradJew pooj pauleLod S|ooyds JO %/8 00} JO 13qUINN 00} JO JIpNE [BUOIIEAIISO —zLoz oN  fouanbayy Auapy 501D ‘sjooyds a1qnd ooyds  zanbzepap
Jooy paw) bIeu pooj p: Jooy p q p pne | q p 100125 d1]q looy I
1) A1
0} pajuem ualp[iyd spooy doj 3y} a1am Apued pue 3jejodoyd ‘SHULIP oS
(1) ‘1onpoad 3y paseydind
10 pajsanbal 9z pUe AuI[UO PISIUIAPE P00y B A1) 0 PAJUBM %SGE “spooy
. aUIUO PasiuaApe Sunsanbai yyum sdiysuoneas
USSR Rt FRERGEy LA A _Scu J0 mas_smn pue SunjIewW 3UIUO YIM sisanba pooy
(1) Swigexped pnpoid ‘sysanbai Jo duajeadrd WaURZEZUI PUE SSAUIIEME I) uo pedwi s)1 pue
U0 10 AL UO PISILIAPE S3Nsqam Auediwiod pooy pajisiA paIy}-auo JIAQ uo aiieuuonsanb pue malA1aul sanjea) Junayew
‘Bunayew auljuo ue paja|dwod pue papnidal sem pooj aurjuo jo BpeuE)
(1) *(L00" > d) (%66) AL 03 paieduuod J3uI3)ul 3y} uo UM Juawgesud dwed Aep Jawwns e je ua1p|iyd £00Z '8Ny 3sn pue ssaudieme [BUORIIS SIk g1~/ auuo 8007 “[B
BunayIew pooy Sem 3L} Pandlfaq (%89) UIP[IYD Jamay Apuedyiugis J0 dUIeAAId €8 J0 9]dwes DUBILUIAU0I Y —£00C "Inf sua1pjiyo alojdx3 -5501) page uaipjiy) DWOH 19 Apeig
pouad
sy nsal A3y SOINSEIL Spoyjjaul Jo MIIAIRAQ uon3|0) asoding ugisag tonexo| 3umas loyny
awodIno A3y : .S_ND : ‘uonejndod :

VD 2y} pue ydDO 3y} Jo duanyul 3y} pue ‘epeue) ui udIp[iyd o} Sundjiew pooy jo Pedwi pue 1amod 3y pue 0} 3insodxa uo ainjedy| Igengue|-ysijSug ‘ueipeue) Jo sisayjuis

(panunuod) ¢ 319vV1

Health Promotion and Chronic Disease Prevention in Canada

Research, Policy and Practice

Vol 37, No 9, September 2017




aged guimojjoj 3y} uo panunuo)

(1) spnpoid Ay3jeayun
pue Ay3jeay y1oq ynum pajeidosse aq 0} papiodal a1am s1apdeleyd-sayods

(1) *ssaunjiyjeay spnpoid Jo sis[eue 3y ur pasn U3jo 1M ([E3ID
ul S3LLIGMENs *3°T) afexded 3y ur papnpul Jou Spooj Jo saINPId

‘Ay3|eay sem uaaIg ‘sinojod panw ueyy Ayeay
53] 13m s1n0j0d J[dnnw yFq ym spnpoid paratjaq udipjiyd

(1) "ssau[nyip{eay jo suondaoiad

‘sisfjeue
eJep 10} pasn sem yoeoidde
K103y} papunoin “Suigeyoed

pasuanpui sainpid pue agenue| ‘s1aeleyd-sayods ‘sinojo) 113y3 3e Bupyooj Aq spooy pimsunig
ssau[nyy3|eay spooy J0 ssau|nyyi|eay 3y} jen|ead Buigeyoed Suisn MaN ‘oLBIIQ
(1)Pnpoid Ayjjeay e uo ap1Iap 0} UOKELLIOJUI UOIILINU Pasn A3y} moy 9)eN[BA3 0} UIP[IY Aq 0] PaySe Iam UBIP[IYD "3fe pue spnpoid Ayyeay ‘BMAqIY &CL0T
Jo suoneue|dxa angea Ajuo papiaoad uaippiyd ayy -swiep yoed-jo-juoyy  pasn guidexped Ppnpoid 13pudg Aq papialp sdnoi3 snaoy £ynuapr ualpqyd SIfZ1-S 3101s ‘Aap1ag
uey) Ajpuanbaiy ss3| pasn a1am Sa|qe} S)IB) UOHLIINU PUE SISI| JUIIPIBU]  JO SAINJeay 3y} Apuap| S u1 pajedpiyed uaippyd Szz 600C moy alojdx3  aaneyend pade uaipiyd £13201n 2 noljia
(341 (060" = d)
saluedwod |y)-uou Aq pue satuedwod [y) Aq ualpjiyd 03 pajayiewl
Spooj Jo Ajjenb [euoLINU 3y} U DUIIYIP JUBIYIUSIS OU SEM 1YL
*sIudRYIp dnoid paurwexa
() " Aupeay ssay,, S153} 1DBX3 J3Ysl4 10 ;X pUE S|A3|
PAIIPISUOD 1M LRIP[IL 0} pajayjlewl SAZesanaq pue spooy aul Jo %18 juaunu pareduiod 353} wins
yuel UoX0d[IM “spooy  Auyieay
(3) "u31p|IYd 03 pagaxIeL Jou pue pagaxIew ss3],, 10} Spe AJpuapi 0y pasn
SP00J U33MIIQ SIIUBIIJJIP JUSJLUOD JUILIINU JO SHNSAI PIXILL 3IIM I3y | SeM uonIUYap AOUISY SPIEPUEIS
(d) "pasn sanbiuyda) Funayew UOWIWO JSOL JIIM P0043in 3y “satueduiod y)-uou Aijenb _mmc:_:::
! p G pue [yD wouy sif €17 page 119} pue ‘ualpyiyp papinoxd
s1n0j0d pue sadeys ‘SINOABJ [ENSNUN pue s1a)eleyd ‘SuLdna] ‘saryden
Anjenb [euoninu ualpjiy 03 Jundpew Juigeyoed 0] pajaylew j0U UOIIEI0]
(3) "saysIp uoleuIqWIod pue sydeus ‘spnpold ulerd /s|eardd ‘SHIssap 1npoid 10} passasse aam Suigeyoed ypads
‘spo03 payeq 319M URIP[IYd 0} pajayLew Apuanbayy 1sow spnpoad Ay ‘UIP|IYD 0} pajayiew  QLOZ weifold uoneulioyu] [aqe] pnpoid ynm ‘epeue)
spooy jo uorpodod P00 Woiy S132013 UBIpEUR) spooy jo duasaid [euond3s ‘s3geranaq pue 310)S oV 10T
(3) "UBIpJIYD 0} pAJHIEL 1AM (%%) SPooy pagexded S pue fouanbaiy u1 sjaqe| pooy pagexaed g8t 0L LLOZ-0LOZ 3y} ssassy -s01)  spooj pagexoed £130010 ‘Reuny
*s30udI3IP dnoid ssasse 03 pasn
919M 5153] J10BXA JaysSl] pue ;X
*SYIBWYIUI( s3I J[qnd Y}
(d) uny, se pajyew U1 DUINS 10} 1)U SN Suisn
X paynuapi aram spnpoid  Anjenb
319M SP00J ,N0A-10§-13133q,, IO “WIIBJD uoiINu yoed-jo-juoly e pey [EUOMINY 100 “nok
G - - Ba » 89CdLE
wnipos 10 1e8ns “Jey ul Y31y 213m ey} Spooy noA-10§-19133q,, [[E ISOWY O1IBR3M,, JO B EDY SI
(d) “A1jenb jeuoninu sood jo aie jey) spooy ,noA-10y-1333q,, ﬁ:wo.a ay) Jey swite] Suipnput Sal03s . EHIqY
pue 1engai jo uornodold 3y} ui BUIIBYIP JULIYIUIS A|[EINISIIEIS sainjea) gunasiew uigexped A130013 uejpeue) ‘siyjreunadns
ou si 13y} ‘spoog A1p Jo $1I3}J3 paxy 3y} FULIIPISUOD UIYM ‘ISAIMOH pue ad£) pooy 0} pajeai sajqeriea ur ualppiyd uelpeue)
*(A12A1D3ds31 ‘9 L6 “SA %S9) SO0} Je[n$a) Uy} Wnipos 1o 1egns Auenb [euoninnu L€ 10} papod pue Aemajes 0} pajarjiewl spooy up uaipyiyd
“Jej u1 yS1y 313m Spooy N0A-10J-19133q,, J0 uoiodold 1amo] e ‘[|EI3AQ pue a10)s1adns ueipeue) «no-104-1913aq,, 0} pajagie}
‘spnpoid |eay 3y wouy paseydind pue  Jejngal, jo spooy pagexyoed
(d‘3) “Buidexoed sy 1ad se  noA-10§-19133q,, nof-10}-1333q,, 10 AIIM (1o7d¢ SPOOJ UNY,,) Aypenb [euoninu |BUOII3S (unf-uou) 3103s 10T
PaIapISUOD 1AM (,SPOOJ UNY,) UIIP|IYD 0} PIJIYIEW SPOOJ JO %ET 131y} eay jo LHHuanbaiy U3IP|IYD 0} pajaBie} SPooy HSE 6007 aledwo) -$501) 1e|ngay £133010 ‘noia
*saduaIayyIp dnoid passasse s3sa}
A sJawer) pue 1yd ‘X “Anjenb
(d) ‘Buigeyped . fyenb __m:o_u_::: pue du3Ipne 1331e}
. . |eUOILIINU ‘BdU3IpNe saIn)ea) Sunapew guigexded BLRIq|Y
JUIIUIALOD PUE $IZIS UOIM0d [[BWS ‘SWIB[ UONLIINU ¢oeqge, POOJ LUNY,, . . .
Suny3iysiy ‘suoopied ‘sadeys ‘sinojo :papnppul sanbiuypay Sunje 1331€] ‘SHnsLapeIeYd ad£) pooy 03 paje[al s3jqeLieA $310]S ‘spoysewadns
T : : ; Buigeyped ‘sadA) pooy L€ 10} papod pue Aemajes £130018 ueipeue) UBIpEUE)
(d) ‘spnpoud Jo %SG uo pajagie] a1IMm sjuled u3amyaq sdiysuoneja pue a10)s1adng ueipeue) ur uaipjiyd urualpjiydy o0y
pue 3uidexyped 183y a3y woiy paseydind 0} pajaylew Pa131e} SPOO)
(3) "s9|qezagan o janpouad Sunaiel-piyd AIIM (soprss (SPOOJ UNY,) spooy £133018 |euondas (junf-uou) 10)s 10T
SHN1y 313IM 9| AJuo ‘(%49) spoog A1p a1am spooy uny,, jo Aofew ay| Jo fouanbaiy u31p|Iyd 0} palafie} SPooy ¢ 600C 1e[nga1 Ayuap| -$s01) 1e[n3ay K13301n ‘noia
polad
sy nsai1 A3y SOIMSEIL SpPOYIaL JO MIIAIIAQ uor3||0) asoding ugisag HoREO| umas loyny
3wo1no A3y : .m - : ‘uonejndod :

VD 2y} pue ydDO 3y Jo duanyul 3y} pue ‘epeue) ui uaIpiyd o} Supadjiew pooy jo Pedwi pue 19mod 3y) pue 03 3insodxa uo ainjeidy| Igenguel-ysijSug ‘ueipeue) Jo sisayjuis

(panunuo) ¢ I19VL

Health Promotion and Chronic Disease Prevention in Canada

Research, Policy and Practice

Vol 37, No 9, September 2017




aged Suimojjoy 3y} uo panunuo)

(1) "UOIIUBAI3IUI 3Y} Ul %" L 03 paiedwiod ‘uondo Ayjjeay ayy pajda|as
10130 3Y} UI SHIS JO %G° /7 UOIIUIAIIUI AU} Ul %€ /€ 0} SUISEADUI
‘uondo Aypjeay ayy pajda|as |013u0d Ay} ul skoq J0 %0°0L AlUO

szades SIS 03 pateduiod
sfoq uo 1233 198u013s e pey suondo [eaw JAIYIEIY YHM SK0)

“19puag pue

33e 10} ZuI][013U0D SIIUIIYIP
dnoig pajsay uoissaigal
111807 "SIIUILIYIP [IAI]
dnoug paiedwod s3sa} ;X *(sAo}
yum ‘Aypjeay ssaj pue Ayyjeay
‘s|eaul 4 |[B) NU3W [013U0D B 10

Buned,, 180" = d ‘€€H°0 = (X) 19pua3 Pue LOHUIAIIIUI AL} UIIMII] (skoy Inoyym sjeaus Au|eayy ssa| sIk
uonesul Aem-0m) JuedYIuSIs e seM 19yl Ing (L0'=d ‘LL°EP1°L Z pue skop yam sjeaw Aipjeay 1-9 page uaipjy
1D %86 ‘6L°L = HO) 3w Ayyjeay| ay) 193]3s 0} A[ayji| 10w 31IM S|ID ) (MUETH) UEEINERL) U0 M) Ut uopaps
|eaw Au3jeay ssa| aunj 113y} 3sooy 0} pajedojje |eaw pooy
‘N "(0b's—68'L 3y} “sA [eaw Ayyjeay Ajwopuel pue pajnidAI sem 1sej Ay3jeay uo OLEIUQ
21D %56 ‘6L°€ = HO) [eaw Ayyeay 3y yaid o3 A[@y1| atow Apuedyiugis 3y} pajIas oym dwed Aep 13wwins e Je uIp[Iyd LL0Z “3ny swnwaid £o} jo [lAIENT] SIKZ1-9 BVANO  ZL0T “[B
319Mm |eawl Ay3[eay ayl yum Ajuo Koy e palajjo a1am oym udIpjiy) ua1pjiyd jo uonodold £E€ J0 3[duies 3IUIIUIAUD Y —LLOZ 'Inf Pedu aredwo) -uadx3 page uapjiyd pooy Iseq 19 uIqoH
‘sisA|eue ejep
10} pasn 31am Zuipod Jidoy pue
aandusaq ‘dnoig e se  Ayjeay
(1) 1ease"PO0Y ss3],, pue Ayyeay,, ojul S[e3IN
Ayyjeay e Knuapi o3 s1apuad yjoq Aq pasn uayo sem DiuegiQ,, Buipios ‘uondajas e wouy ungok
(1) opasse o PIDS,, Kreaw, ‘urdjoid, a1am ey} pooy w“_m_om__m_“w_w_w_”bu.%;m“hm_mw_:www
SE [[am Se ‘Ay3[e3y 31am JIN1y pue sa|qeIagan sapisaq spooy Jey) j3) skog AlEnpIApL SAMAIDE ONg
(1) suods Buiked 1o ySam ui pajedpped ualpjiy) ‘spooy
Ayyeay e Suiaey ‘Ayijeay 3uraq 03 SUOISSNISIP Ul IDUIIIJII IPEL «Auneay ssaj,, pue Aipeay,,
u3)yo pue ‘AYI eay Sem pooy e J3yIaym Suipiap ul pip sHIS uey) jjes Jo suonejaidiayui alojdxa spooj pagexded
pue 1e8ns ‘Je} ‘SaLI0[I JO JUIIUOI SPOOJ I} UO 10w Passnioy skog «Aueay ssay,, 0} 1apuag pue age Aq papialp «Aueay ssay,,
pue  Ayjjeay,, se pooy sdnoid snooy g1 ur pajedpiped pue  Auyjeay, [ATEL Y SL0T
(1) "Ay31E3Y SEM POOY B 13YI3YM 3pIIAP 0} SI|E] S)IE) pagexded Ajissep soq |00LS J1LLIOU0IIOIN0S Jo suonejaidiajul SIKZL-S 2101s ‘noia
uonLInu Zuisn punole parjoAal skoq ym sdnot snaoy ul suolssnisiq moy Jo Buipueisiapun Y31y e wouy (sfoq £g) ualpjiyd 8§ pajels JoN Sshoq aiojdx3  aapeyend pade uaipiyd 130019 R A3p1311g
‘sisf[eue ejep
10} pasn sem yoeoadde L1091}
papunoin ‘spnpoid Ay3jeay
(1) "S3]qE} S1OBJ UOLIINU JO JIBMBUN JIIM UIP|ILD Suizijeuones pue Suikynuapi
Kue “33endde Ajjensn Jou sem uone}aidiaiul 119y} ‘1aaamoy Ayijeay ‘spnpoud Jo suoNA3s pIepuE)s
sem 1onpoud e J1 3p1d3ap 03 Pasn | ¢ SINP,, 1AM Julj[3qe] pue 3jdnnu woyy spooy Surjeadde
(ssausnouias agexped ‘sinojod) Suidexped yoed-jo-juouy ‘sysi| Juatpaidul 1apuas jsow undaas Ajjenpiaput
(1) "03 pajeja. Ajjeuosiad pue 33e Aq saduaayp HIFEIL JEIL ERRETIOA)
£33 18U} 10 goeass ANIR1d,, 319M JeY} S)PNpoid 193]3s 0} paseadde ‘spnpoud pooy Auyeay .h_mE Suizijeuonex pue WEBEM
sHg cynm Aegd pnod £3y3 ey spnpoud 193)3s 03 paieadde skog Aynuap! uaipjiyd “SonlAIE _EH%% Ul pajedIpE
Moy Jo Suipuejsiapun ualp[iyd "pooy jo yijeay pue
(1) "s3ge [ SSO.12E 3II0YD POO) Ul 31NJeay Juepiodi] Ue Sem uny uonunu ujssasse o ssadoud pue spooy pagexoed
Buigeyped poojy jo suondadiad ‘saduaiayaid Jo suondadsad
(1) sageyoed Suiznadde 10 Surjeadde pooy paiagiel-pliyd s,ua1p|iyo a1o]dxa 03 apei3 pue pue ‘sasuodsal olBIQ
0 paseq SPo0} IS0 SIPEIF IIP[0 SEIAYM ‘BUISIPUBLDIILI-SSOI) 0} asuodsar 13puag Aq papiaip sdnoig snaoy ‘Buipueisapun SIKZL-S 10)s 15600T
pue sinojod/sadeys [ensnun y3im spooy patiajaid sapeid 1aBunop pue jo Sulpuejsiapun 9 u1 pajedpiped ualpjyd 9¢ £00Z "q34 sualpiyd alojdx3  dAnEH[END page uapjiyd £133010 ‘noia
polad
sy nsai1 A3y SOIMSEIL SpPOYIAL JO MIIAIIAQ uorI||0) asoding ugisag HoREO| umas loyny
3wo1no A3y : .m - : ‘uonejndod :

VD 2y} pue ydDO 3y} Jo duanyul 3y} pue ‘epeue) ui udIp[iyd o} Sundjiew pooy jo Pedwi pue 1amod 3y pue 0} 3insodxa uo ainjedy| Igengue|-ysijSug ‘ueipeue) Jo sisayjuis

(panunuod) ¢ 319vV1

Health Promotion and Chronic Disease Prevention in Canada

Research, Policy and Practice

Vol 37, No 9, September 2017




*(s)1B3f (5)1A a1enbs-1yd ;X ‘UOISIAIA} ‘AL 1DV UOI1I3101d Jawnsuo) 32qanDd) ‘YdIO ‘1amod ‘03 [eadde tefnonued jo ‘1vdo nuiu ‘uiw 3mod uo uonengal jo duI
-nput ‘g-y1 ‘dansodxa uo uonenBai jo duanpyui ‘3-y| ‘Pedun ‘| {noy ‘Y 2ansodxa ‘3 (Aep ‘p {JeAsdjul BDUIPYU0D ‘|) DAIRHIU] SUISIIIAPY IZIIAIG PUB POOS SUIIP[IYD UBIPEUE)D ‘YD ‘BIUBLIEA JO SISA[EUE ‘YAQNY *(S)IUBLLIISILIIAPE (S)PE :SUOHEIAIIQqY

(1)’parowoxd 10 papuelq A[[e121auILI0D SI POO B 13L1ALM
10 ssa|p1eBal Sani[euosiad pueiq,, Ju3)SISLOD I}LIIUIS SIUIISA|OPY

(1) ‘1 03 saynquiye aAnisod paugisse
skoq Inq Jeau 03 SAINQLIIE ANESIU PIuSISse SIS 3| qelIsap ss3| 3q
0] }1 panal|aq skoq 1ap|o I[1ym ‘33|31 pue Au3{eay aq o3 Y|IL PaAdljaq

‘sisf[eue ejep
10} pasn sem yoeoidde K103y}
PapunoID ggase, 3|doad se pooy,,

SIS :saandadsiad Suniap pey skoq pue spig ‘sadA) pooy awios 104 30 21do3 3y y3nouy spuadsajope suy
0] pooy Jo Sujueaw Iy} pooy papuelq-uou papiaoad
(1) suBiedwed unayiew oydads aAey jou SPo0J papueiq-uou a10]dxa 0} pasn 31am ‘[aA3] apeid anRd1ad 10U UONEIO]
op e} (pooj J1uegio ‘pooy yun( ‘s33a ‘Jeaw i ‘110301q) SaL0F)EI Jo spexy Anjeuossad pue 13puag Aq pajeredas ‘yoea SJuadsajope SIKpL-TL N4
P00} [BI3AIS U0 S3AIIAAsIAd pajanisuod Ajje1os pajiodal s)uadsajopy Jo suondadiad S)uSa|ope 9 Jo sdnoig snaoy § €10z Sunds moy aloldx3  aaneujend) pade uaipjiyd e/u 90113
(1) 19puag 10 age Aq Jayp Jou
pIp 311033183 P00} J|NpE,, pUE oo} SpIj,, INOGE SJ31[3q SUAP|IYD) *SISA[BUE BJED 10} PIsn SEm
(1) “uiajoud 10 pejes yoeoidde A103y3 papunoln “|aA3)
se yans ‘3|qisuodsai pue ureyd ‘Ku3jeay 3q 0} parrdIad sem pooy Jnpy LD LA EETIES
; : : 313M PUE URIP|ILYD 9— PauIeIU0d
(1) “unm pafeyd aq pnod sdnoi snoo4 “uonuinu pue yPImsunig
JeY} 10 ‘BUIAIIS [[BWS B Ul 10 IN0J0D 10 adeys [ensnun ue ui pajuasaid *(ecrdoraPOO} HINPE,, ‘POOJ SPDY,,) SHNpe 10} pooy M3N ‘OLIBIUQ
3q Jy1w ey pooy yunf Ay3jeayun se ,pooy SpIy,, PIM3IA UIPJIYD uonipnu $311033)ed P00y ‘sadualajard pue wiayj 10} pooy ‘euaqIy
pue ‘saduaiajaid ‘sadAy pooy 310]dxa 03 sdnoi3 snioy aAraauad ua1pyiyd s1f 119 oL 10T
(1) ‘u01EIO] pUB JIPUIB ‘T SSOIIE JUASISUOD DIIM SMIIA SUIIP]IYD pooy Jo suondaiiagd 10} Pa)inIIaL 3IIM UBIP|IYD STT palels JoN moy alojdx3  aaneyjend page uaipjiyd 90113
(d‘D) “(0° > d) Ajuo dnosg Surgeyed uieyd ‘sa spjeuo@IW “SI1ISLIBDEIEYD
3y} ui saouasdjaid Ijse) papedu spjeuo@d Sunisia Jo LHuanbaiy Py ynm diysuoneai pue
0 g v
ure|d uey) spjeuodN Ul Jaiise) se papiodal 1M LPIYM ‘saLty 3daxa £ 191 sl >>._ IS P
‘(uassap ‘s1983nu 1981nq) 19npoid 13y10 AUe 10} J3HIP Jou pIp Ase] 0 ALYM-ULBI “JuEd pauBis
™ ; : UOX0D|IA "3WodU] pue spqey
') “(€€0" = dy SurSeyped Sunea ‘syqey AL ‘so1ydegowap SIA
Painojod ui sjoued se AJse) se jou Ing (£610° = d) SuiSeyoed ureyd ur 2104 pooy PIiyd uo axeuuonsanb §—€ page uaipiyd
350U} UEL) JANSE) 3q 0} Paral[aq 1am Suigexded sPIEUOQII UL SIOLIED 1o SuiSeyped jo peduw e paja|dwod sjualeq “suondo snuIRaId
’ : 0M] 1134} Wwouy pooy pawajaid 91se) uo Suieyoed
(d‘l) "ot > d) 3uidexyoed sydnquels 1o oy > d) ‘SOIISLIAIEIEL I 113} pajdaas ualpjiy) "sagexped [ny1nojod
painojod 0} paiedwod jou Inq ‘(600" > d) Suidexded urejd o) paedwod JUIIIYHIP OM] Ul SPOOJ [BIIIUIPI pue Buipueiq jo [ejuaw  eMRq|Y ‘SIA G—¢ PPNO  ,ELOT “IB
Buideyped spjeuo@dy ul pajuasaid sem jeyy pooy paiajaid uaipjiy) ‘pooy paagaid pyiydy U3AI3 A[LIOPUE 313M UIP|ILYD £/ pajels JoN pedun asedwo) -1adx3 page uaipjiy) pooy Ise4 SERII (|
potiad
synsal A3y sonseatt Spoyjaul Jo MIIAIRAQ uo13|0) asoding ugisag Hoteao| 3umas loyny
awod}no A3y : .Smc : ‘uonejndod :

VD 2y} pue ydDO 3y} Jo duanyul 3y} pue ‘epeue) ui udIp[iyd o} Sundjiew pooy jo Pedwi pue 1amod 3y pue 0} 3insodxa uo ainjedy| Igengue|-ysijSug ‘ueipeue) Jo sisayjuis

(panuiuod) ¢ 319vVL

Canada

ion in

Health Promotion and Chronic Disease Prevent

Research, Policy and Practice

Vol 37, No 9, September 2017




TABLE 4

Summary of influence of current regulation in Canada on exposure to and power of food marketing to children by setting

Influence of QCPA Influence of CAI
Setting Exposure? to food Exposure® to unhealthy Power® Exposure? to food Exposure? to unhealthy Power’
marketing overall food marketing marketing overall food marketing
Home (TV) No influence Positive influence irljzii(teir:,fe Negative influence No influence il:llflguﬁ\éi
Home (online) — — No influence — — No influence
School — — — — — —
Supermarket — — — — No influence —
Abbreviations: CAl, Canadian Children’s Food and Beverage Advertising Initiative; QCPA, Quebec Consumer Protection Act; “—”, not documented.

2 Exposure is defined as “the reach and frequency of the marketing message.” %»"!
b Power is defined as “the creative content, design and execution of the marketing message.”*»'"

Exposure to food marketing in the home: online
Online food marketing in Canada was
captured by two studies evaluating mar-
keting to children on food company web-
sites.’*! This evidence does not assess the
multitude of emerging electronic market-
ing techniques used to target children,
including viral marketing (online word-of-
mouth by consumers), social networking
and direct marketing by e-mail.* The
author found no studies that assessed
these techniques in Canada. Studies from
other countries may be informative, since
Canadians can access international web-
sites; however, that was beyond the scope
of this review. The two included studies
focussed on documenting the powerful
characteristics of food company websites
and were not designed to measure expo-
sure—for example, the proportion of web-
sites visited by children with food
marketing. Thus, the available evidence
does not reveal children’s exposure to
food marketing online, or the impact of
regulation on the degree of exposure.

Power of food marketing in the home: online
In 2010, Potvin Kent et al.” reviewed web-
sites tied to food or beverages advertised
on television watched by ten to 12 year
old children to evaluate the impact of the
QCPA and the CAI. Of 148 websites,
approximately one-third were child-directed,
which was defined as having “child-
oriented marketing features such as spokes-
characters, cartoons, contests, activities,
or games directed at children; and [using]
simple vocabulary easily understood by
children.”*'»8" In a separate evaluation of
only CAI company websites, 83% con-
tained marketing directed at children
under 12 years of age.®

Multiple techniques urged children to
engage with the food marketing on CAI
websites:®

e memberships, incentives and leader-
boards for repeated and prolonged use
of online media;

e “advergames,” music, animation and
e-buttons to interact with the product
or brand;

e electronic word-of-mouth techniques to
share brand or website information;
and

¢ downloadable features (computer wall-
paper, growth charts, shopping lists,
board games) to embed brands into
children’s daily lives.

Influence of regulation on power

No statistical differences in the power of
food marketing (e.g., whether or not they
targeted children, the type or frequency of
promotional techniques used) were found
between French- and English-language
websites, nor between CAI and non-CAI
websites in 2010.%

Exposure to food marketing in schools

With only one study on marketing in
schools conducted in the last decade,®
evidence is lacking in this setting. Velazquez
et al.”? examined the extent of commercial
and non-commercial (made by the school
or students) food promotions in a repre-
sentative sample of 23 Vancouver public
schools in the 2012/13 school vyear.
Through observation, Velazquez et al.*
found that 87% of schools displayed food
promotions. Schools had a median of
17 promotions (range = 0-57). Secondary
schools had more advertising than ele-
mentary schools.>

Health Promotion and Chronic Disease Prevention in Canada

Research, Policy and Practice

Velazquez et al.>? used British Columbia’s
school nutrition guidelines? to assess the
healthfulness of observed food and bever-
age promotions. Over half of schools pro-
moted foods or beverages prohibited by
the provincial guidelines.®> Almost one-
quarter of all promotions were for “Choose
Least Often” or “Not Recommended” items.>
On the other hand, 80% of the schools
had promotions for “Choose Most Often”
items, which made up 45% of all
promotions.

Influence of regulation on exposure

No studies have evaluated the impact of
the QCPA or the CAI on exposure to food
marketing in schools. The lower levels of
food marketing in elementary schools
documented by Velazquez et al.,>* a set-
ting partially covered by the CAI, may
reflect the influence of the CAI; however,
this finding more likely reflects the fact
that secondary schools have more food
services (vending machines and conces-
sions) than elementary schools** and thus
more food promotion.

Power of food marketing in schools
Velazquez et al.>* found that observable
food promotions in schools often involved
specific products or brands, and rarely
used animated characters, celebrities or
premium offers. The rare use of these
powerful techniques may be related to the
finding that half of promotions recorded
were noncommercial promotions created
by the students or the school.*

Influence of regulation on power
Not documented.

Exposure to food marketing in

supermarkets

Two studies documented the proportion of
products that targeted children through

Vol 37, No 9, September 2017




product packaging. From 15 randomly
audited grocery stores in Ontario, Berry
and McMullen found 2755 cereal boxes at
child height (defined as 48 inches from
the ground, which takes into account the
eye level of a child sitting in a shopping
cart as well as standing or walking).*® Up
to half of breakfast cereal shelf space at
child height contained cereal boxes with
at least one child-directed feature (described
in the “Power of food marketing in super-
markets” section of this article). From the
University of Toronto’s Food Label Infor-
mation Program database, which contains
over 10 000 packaged food products col-
lected between 2010 and 2011, Murray
found that 415 (4%) targeted children,
defined as depicting fun or play, or using
cartoons or child-like fonts.*® One other
study*® identified products that were tar-
geted to children only, without collecting
a total product denominator. In two super-
markets in Alberta, Elliott found over 350
everyday foods (not junk foods) that tar-
geted children, defined as being designed
for children, or displaying cartoons, cross-
merchandising, unusual shapes, colours,
tastes, or games on its packaging.” The
estimates of exposure in these three stud-
ies are not complete; true exposure may
be underestimated, since none of the
studies explored food marketing in check-
out areas, store display, or other features
of grocery stores.

Overall, most foods marketed to children
in supermarkets were high in sugar, fat or
sodium® and/or low in desirable nutri-
ents.”® Almost one-quarter of foods mar-
keted to children were labelled “better for
you” according to the CAI definition; how-
ever, two-thirds of the “better for you”
foods were still high in sugar, fat or
sodium.’” A significantly greater propor-
tion of some food categories (snacks, bev-
erages, cereals, crackers, pudding and
combination dishes not measurable by a
cup, such as pizza) were considered “less
healthy” according to the UK’s Nutrient
Profiling system when they were marketed
to children compared to when they were
not marketed to children.>® Elliott>> and
Murray®*® both found that 1% or less of
foods marketed to children were vegeta-
bles or fruits.

Influence of regulation on exposure

Neither the QCPA nor the CAI explicitly
applies to product packaging. No research
exists on the impact of the QCPA on prod-
uct packaging. The impact of the CAI on
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the overall exposure to product packaging
targeted at children is not documented;
however, Murray found that the CAI did
not impact the nutritional quality of foods
marketed to children through product
packaging.*

Power of food marketing in supermarkets
The majority of grocery store products
Elliott reviewed had “fun” features on
product packaging, including cartoons
and cartoonish fonts.* Murray found that
unusual flavours, shapes and colours,
characters and graphics or lettering were
the most commonly used marketing tech-
niques on products targeting children.* In
an analysis of breakfast cereals boxes,
48% had child-oriented colours, 35% had
incentives or premium offers and 34%
had spokes-characters.*

Similar to research on television food
advertisements, powerful marketing tech-
niques on product packaging were associ-
ated with poor quality foods.?* In
particular, breakfast cereals were more
likely to be higher in sugar if their packag-
ing targeted children.”® As well, over two-
thirds of non-junk, high-sugar products
had a nutrition claim, compared to only
half of “healthier” products.** Berry and
McMullen suggested that the marketing
landscape in the cereal aisle in Canada is
“health-exploitive,”*P33* meaning that it
uses child-directed marketing techniques
on less healthy products, encouraging
their consumption.

Influence of regulation on power
Not documented.

Impact of food marketing on children in
Canada

The evidence of a causal impact of food
marketing on children’s food attitudes,
preferences and behaviours is compelling
and has been discussed elsewhere.®¢!¢
Although limited, Canadian studies pro-
vide local insight into how children in
Canada are impacted by food marketing.
Experimental and qualitative studies in
Canada have shown that television prod-
uct placement,”® online advertising,*
product packaging,?*7% and toy premi-
ums® can impact Canadian children’s atti-
tudes, preferences, and behaviours.

Hudson and Elliott* found that although
only 17% of children (7-12 years) were
aware of product placement, children who
viewed a television program with unhealthy

product placements (vs. no product place-
ment or healthy product placement) were
most likely to recall the advertised prod-
ucts. Almost one-quarter of children aged
7 to 13 years said they purchased or
requested a food advertised online (most
commonly soft drinks, chocolate and
candy).®

Researchers used focus groups of children
aged 5 to 12 years to assess children’s
preferences, perceptions and interpreta-
tions of packaged foods.3>5"58 Preferences
were commonly influenced by packaging
that used themes of fun and was estheti-
cally pleasing or interactive.” When asked
to identify healthy products, children cre-
ated their own, often inaccurate, ratio-
nales based on colours,” nutrition or
organic claims,’*” ingredient lists***” and
sometimes nutrition facts tables.3>>” Results
from focus groups with 225 children
across Canada revealed that marketing
features (colours, words, pictures, spokes-
characters and front-of-pack claims) were
more regularly used than nutrition facts
and ingredient lists in evaluating the
healthfulness of packaged foods.*®

Elliot et al.®* investigated whether 6 to 11
year old children’s taste preferences dif-
fered based on food packaging design.
When compared to food in plain packag-
ing, children preferred the food in
McDonald’s packaging; however, this pref-
erence was not maintained when food in
McDonald’s packaging was compared to
colourful or Starbucks packaging. Exploring
a method of healthy food promotion, Hobin
et al.”? assessed the impact of toy premiums
on meal choice. Children (aged 6-12 years)
who were offered toy premiums with
healthy options only (vs. healthy and
unhealthy options) were over three times as
likely to select the healthy meal.”

Finally, evidence from qualitative studies
that were not setting-specific show that
Canadian children have homogeneous
attitudes towards food,***° suggesting that
cumulative exposures to food marketing
may have a greater impact on children’s
food culture than a single exposure in a
study. Focus groups conducted in Alberta,
Ontario and New Brunswick with children
aged 6 to 11 years showed that children
distinguished between food for them-
selves and for others.*® They reported that
“kids” food” is junk food, sugary, associ-
ated with cartoons, comes in fun shapes
or colours and is something you can play
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with or eat with your hands.**?!3 These
symbolic features identified by children
mimic the powerful techniques listed in
this review and used by the food industry
to market to children. Conversely, chil-
dren saw adult food as plain, unpro-
cessed, healthy, responsible food, and not
for them.®*® As well, adolescents (aged
12-14 years) personify food in a consistent
manner across Canada:*® broccoli is “shy,
unpopular, and boring,”***% and milk is
“athletic”3¢P%” (except for older boys).
They see junk food, on the other hand, as
a “party person” who is “funny and fun to
hang around with.”%¢»#” Children’s food
attitudes may have been socially con-
structed by commercial food marketing,
or the lack thereof, and may partly explain
why the children’s diets do not align with
Canada’s Food Guide.

Discussion

This scoping review found evidence of
multiple exposures to food marketing to
children in different settings—at home, at
school and in supermarkets. With the
exception of television and product pack-
aging, the evidence base is limited. Fast
food restaurants represent another setting
where food marketing would be expected,
but only the impact of promotional tech-
niques used in fast food restaurants®>®
has been studied in Canada. International
research has documented food marketing
in other settings (restaurants,® sports cen-
tres®* and outside®) and thus, this review
likely underestimates Canadian children’s
exposure. Foods high in energy, fat, sugar
and salt were commonly marketed in all
settings, which is consistent with findings
from other research.® Children were often
targeted with powerful promotional tech-
niques that were multiple and varied, and
overlapped across settings; food marketers
have an arsenal of marketing tools.

With the exception of limited positive
influences of the statutory regulation in
Quebec on television food advertising,
current evidence suggests that statutory
and self-regulations in Canada have not
improved either children’s exposure to or
the power of food marketing; however
more research is needed to understand
regulations’ impact across settings. Dhar
and Baylis estimated that the QCPA has
positively impacted population health by
reducing weekly household fast food con-
sumption in French-speaking, but not
English-speaking, households with chil-
dren in Quebec since English-speaking
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households may view non-Quebec food
marketing not covered under the QCPA.%
Although the influence of regulation in
schools has not been measured, a 2004
survey of all Canadian public schools
found that prevalence of commercial (food
and non-food) advertising was lower in
Quebec than the rest of Canada.®” Quebec’s
statutory regulation, a rights-based approach
to child health,* may better influence the
settings and context in which children
live, compared to industry self-regulation.

The evidence synthesis presented here
shows that food attitudes, preferences and
behaviours of Canadian children are
impacted by exposures to food marketing
in a single setting. More important, how-
ever, may be the uniformity of food atti-
tudes among Canadian children, which is
suggestive of a nonspecific, collective
impact of food marketing exposure over
time and across place. As children become
increasingly immersed in marketing
throughout their lives, and as promotional
techniques and channels integrate and
overlap more often,*® it is reasonable to
ask whether exposures to unhealthy food
marketing have a greater cumulative
impact® than when viewed separately by
promotion type.

The body of evidence presented in this
scoping review must be considered within
the daily life of an average Canadian child,
who watches two to three hours of televi-
sion,® uses the computer or plays video
games for one to two hours,® sits in
school for five to six hours” and whose
family shops for groceries almost every
second day.” In that light, it becomes
more obvious that children in Canada
(with the exception of some in Quebec)
are at risk of exposure to an astounding
volume of powerful food marketing.
Furthermore, the settings where food mar-
keting occurs that the author has identi-
fied in this review are common places for
children to eat, buy or learn about food.

The study of Vancouver schools may
suggest that children’s exposure to
unhealthy food marketing is less frequent
and the marketing is less powerful in
schools than in other settings, since only
one-quarter of foods advertised were
unhealthy and powerful promotional tech-
niques were rare.” This finding may be
noteworthy, as it may signify that settings-
based policies, such as British Columbia’s
mandatory school food policy with food
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marketing recommendations,** are more
comprehensive and efficient than tradi-
tional promotion-focussed regulations.
The latter may not reach the extensive
food-related commercialization in Canadian
public schools previously reported,®”
including exclusive agreements with
Coca-Cola and Pepsi, incentive programs
(Campbell’s Labels for Education) and
sponsored educational materials (Pizza
Hut’'s “Book it”, Mr. Christie’s “Smart
Cookie”). Unfortunately, the limited research
precludes conclusions about the state of
marketing in schools, especially since
variability in school food policies likely
contributes to different food marketing
environments in schools across Canada.

Experts have recommended strong, com-
prehensive statutory regulations with
independent monitoring and compliance
penalties to effectively reduce children’s
exposure to powerful unhealthy food mar-
keting.”»” Nevertheless, those planning
interventions must consider how multiple
exposures to food marketing interact and
socially construct food attitudes and
behaviours in children’s everyday settings.
The tendency for regulations to focus on
the promotional aspects of food market-
ing™ without considering the settings
where children eat, buy or learn about
food may increase the risk of policies that
inadequately intercept marketers’ plans to
reach children. Settings as a component in
the proposed Canadian food marketing
regulations' is valuable if the regulations
consider settings not as just promotional
marketing channels, but as the places
where behaviours are performed or related
goods and services are acquired® - where
children eat, buy and learn about food.

Implications for policy and research

A comprehensive approach to restricting
unhealthy food marketing to children that
addresses product, promotion, place and
price may require action by policy makers,
industry and communities.

In the United States, Palaskhappa et al.
found that lower childhood obesity preva-
lence was associated with strong laws
regulating the sale of unhealthy foods
(OR = 0.68, 95% CI:0.48-0.96) and food
advertising in schools (OR = 0.63, 95%
CI.0.46-0.86), compared to states with no
laws.” Furthermore, states with multiple
strong school food laws (two or more)
compared to states with no laws had
reduced risk of obesity in elementary
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schools and of overweight in middle
schools.” The success of this kind of regu-
lation demonstrates that government pol-
icy regulating the food industry, if it
follows research-based recommendations,”
can be paired with local settings-based
initiatives to prohibit unhealthy food mar-
keting in the places where children live,
learn and play, such as schools and recre-
ation facilities. The places where we eat,
buy and learn about food are critical
points of intervention for health promo-
tion, just as they are critical targets for the
food industry.

The goal of marketing restrictions should
be to improve children’s everyday lives,
not just limit the marketing channels used
to reach them. Solely focussing on the
promotional aspects of food marketing
may allow marketers continued access to
children by simply switching from one
marketing technique to another. The
increase in new media marketing tech-
niques and decrease in television market-
ing observed in the United States after the
introduction of industry self-regulation®
may be evidence of such a consequence.
The sectors that disseminate food market-
ing (schools, media, retailers, sports orga-
nizations, etc.) are key actors in
supporting food marketing restrictions.’

Using the broadcast industry’s code as an
example of sector-based action,'* organi-
zations and communities can take the
lead in place-based interventions by
developing their own marketing or spon-
sorship policies that address the promo-
tion, place and pricing of unhealthy food
and beverages. Setting-based health pro-
motion helps to shift the focus from an
individualistic risk-factor approach to one
that appreciates the complexity of inter-
connecting environmental and individual
factors influencing health.!* Whole-system
approaches, a feature of settings-based
interventions, with actions by govern-
ment, industry and communities may
impact culture more widely than tradi-
tional reductionist approaches that view
issues linearly with single causes and out-
comes.!* For example, school food polices,
which may include multiple aspects of
marketing (see Table 1), can be expanded
to comprehensively address all 4Ps. In
addition to proposed marketing regula-
tions, policy makers may also consider
adopting additional supporting interven-
tions that target broader aspects of market-
ers’ 4Ps, such as product availability
through industry reformulation, or food
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pricing via taxes and subsidies, in a whole-
system intervention to reduce the impact of
food marketing. A 4Ps policy strategy may
help address unhealthy food marketing in
situations where it is not applicable or fea-
sible to introduce a settings-based policy,
such as in the business sector.

Further research is needed to fully exam-
ine children’s exposure to and the power
and impact of food marketing within the
settings of children’s everyday lives and
consider the influence of all 4Ps.
Specifically, more research is needed on
how settings, such as schools, recreation
centres, daycares, retailers and other
spaces, can be targeted when creating
policy to protect children from unhealthy
food marketing. More research is also
needed on children older than 12 years
and population subgroups (e.g. by income
or ethnicity) to completely understand the
state of food marketing to children in
Canada and its impact.

Strengths and limitations

The settings-based approach!’® used to
conduct this review diverges from the
usual siloed media/promotion perspective
and provides fresh insight into children’s
exposure to food marketing, its power and
its impact on their lives. By critiquing the
literature through the 4Ps marketing lens,
this review bridges the population health
and business disciplines and provides a
novel perspective on population health
interventions and research on food mar-
keting to children.

Restricted to peer-reviewed, English-
language research in Canada, however,
the findings in this review may underesti-
mate children’s exposure to and the power
of food marketing in Canada. The limited
search strategy may have excluded studies
that cursorily measured food marketing to
children as a part of broader study objec-
tives irrelevant to this review. With only
23 studies (mostly cross-sectional) pub-
lished over the last decade, the temporal
aspects of marketing are not well docu-
mented. Due to the mix of study designs,
the quality of studies was not evaluated.

Conclusion

Creating environments that support
healthy diets for children is a priority in
Canada as a strategy to reduce the preva-
lence of childhood obesity.”® However,
food marketing in the settings where

children eat, buy and learn about food
encourages “fun” junk foods inconsistent
with healthy diets. The findings from this
scoping review suggests that statutory and
voluntary regulations are not adequately
protecting Canadian children from expo-
sure to powerful unhealthy food mar-
keting. Complementary actions from
government, industry and communities,
such as strong, enforced and monitored
statutory regulations and broadened
school food policies, may be needed to
address the multifaceted nature of power-
ful food marketing. With almost seven
million children under 18 years” in
Canada and 400 000 new births every
year,”® protecting the places where chil-
dren live, learn and play from unhealthy
food marketing constitutes one of the
strategies needed to help reverse the tide
of childhood obesity in Canada.
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