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Abstract

This study determined the effects of television (TV) advertising restriction of Energy-Dense and Nutrient-Poor Foods on
product and promotion activities by food companies producing or selling children’s favorite foods. A survey using a self-
administered questionnaire was conducted via on-line or fax by marketers or R&D managers from 108 food companies. The
data from S5 respondents (50.9%) were analyzed. Restriction exerted positive effects on food products with respect to compliance
with labeling requirements (4.0 out of 5 points) and reinforcement of nutritional contents examination of new products (3.7
out of 5 points). Reformulations of products such as reduction of nutrients like sodium, sugar and fat were also reported.
In addition, food companies underwent diverse changes in promotional activities, including modification of package designs
and displays in stores, offering free gifts, discounts, etc. In conclusion, restriction of TV food advertising may contribute to
improvement of children’s food environment by encouraging food companies to make favorable product changes. On the other
hand, the results also revealed that food companies adopt diverse marketing channels that are not yet under regulation. Hence,
to make policies more effective, regulation needs to be extended from TV to other marketing channels to which children are

easily exposed.
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Table 1. General characteristics of responding persons and food companies (n=55)
Characteristics n(%)
Manufacturing" 39(70.9)
Business type Retailing 11(20.0)
Restaurant® 5(9.1)
<100 21(39.6)
. 100 < ~<500 21(39.6)
Number of employees(n=53)>)
1,000 < ~<5,000 9(17.0)
>5,000 2( 3.8)
<10,000 4( 8.9)
10,000 < ~<50,000 17(37.8)
o 3 50,000 < ~<100,000 7(15.6)
Annual sales(million won)(n=45)"
100,000 < ~<500,000 6(13.3)
500,000 < ~<1,000,000 3( 6.7)
> 1,000,000 8(17.8)
Confectionaries 19(34.5)
) Candies 16(29.1)
Food companies )
Sweetened ices 10(18.2)
Breads 14(25.5)
Chocolates 13(23.6)
Processed milks 10(18.2)
Snacks Fermented milks 9(16.4)
Ice creams 10(18.2)
Products? Fish - meat sausages 10(18.2)
Fruit - vegetable beverages 13(23.6)
Carbonated beverages 8(14.5)
Lactic acid bacteria beverages 9(16.4)
Mixed beverages 9(16.4)
Instant cup noodles 8(14.5)
) Ready-to-eat foods 12(21.8)
Meal substitutes
Hamburgers 6(10.9)
Pizzas 9(16.4)
Male 29(52.7)
Gender
Female 26(47.3)
<30 21(28.2)
Age (year) 30<~<40 30(54.6)
Respondents
>40 4( 7.3)
<5 35(64.8)
Work experience (year)(n=54)" 5<~<10 13(24.1)
>10 6(11.1)

Y Including food manufacturer with retailing or restaurant business.

? Restaurants that sell pizzas, hamburgers or ice creams.
» Excluding non-responses.
Y Multiple response.
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Table 2. Promotion activities currently utilized by food

companies (n=55)
Classification n(%)"
Price discount 24(43.6)
Offering free gifts 23(41.8)
On-line advertising 19(34.5)
Social marketing 18(32.7)
Print advertising 16((29.1)
Outdoor advertising 15(27.3)
Product placement advertisement (PPL) 13(23.6)
TV advertising 12(21.8)
Radio advertising 11(20.0)
Sponsorship for sports teams or for art events 9(16.4)
Theater advertising 5(9.1)
Mobile advertising 5(9.1)
Etc.? 2( 3.6)
Not applicable 11(20.0)

Y Multiple response.
? Promotion activities including company visits and public rela-
tion of sales employees.

Table 3. Changes in food companies’ product-related acti-
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Table 4. Changes in food companies’ products due to the

vities due to the restriction of TV food advertising (n=55) restriction of TV food advertising (n=55)
Classification Mean+S.D" Classification n(%)"
Strict compliance with labeling requirements 4.04+0.96 Reducing sodium contents 15(27.3)
i iti ina- Increasing the use of environment-friendl
Remforcement of nutritional contents examina 3.6940.94 : : g y 12(21.8)
tion of new products ingredients
Development of products with well-being or 3.5540.94 Reducing trans-fatty acids 10(18.2)
environment-friendly concept Reducing energy by lowering sugar contents 10(18.2)
Reinforcement of R&D 3.15+0.91 Reducing energy by lowering fat contents 8(14.5)
Reformulation of products based on energy- 3.13+0.90 Increasing the use of domestic ingredients 8(14.5)
dense and nutrient-poor food standards ’ '
Fortifying the healthy-beneficial nutrients 14
Development of products for children 2.94+0.99 (i.e. calcium, vitamins) 5(14.5)
D Scale of 1 = strongly disagree, 2 = disagree, 3 = neither disa- Reducing package sizes 2(.3.6)
gree nor agree, 4 = agree, 5 = strongly agree. Fortifying protein 2( 3.6)
Reducing single serving sizes 2( 3.6)
itk e 22704k A1’ 33704K60.0%)7F @+ 714 N .
- me o L=l - Discontinuance of production or sale 1( 1.8)
W8 ol del AlF st siitka SEekith UEF &
Not applicable 22(40.0)
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Table 6. Changes in food companies’ promotion instru-

due to the restriction of TV food advertising (n=55) ment due to the restriction of TV food advertising (n=55)
Classification Mean+S.D."” Classification n(%)"
Reinforcement of legal examinations related to 3224094 Modification of package designs 10(18.2)
promotion Modification of merchandise display in stores 7(12.7)
Reinft t of CSR: 2.82+0.94
cririorcement of L5818 Offering free gifts 6(10.9)
Introd.uction. of self-regulation on promotion 2 7340.78 Price discount 6(10.9)
targeting children
Change of marketing communication target from 27340.76 Introduction of social marketing 473
children to adults ’ ’ Introduction of print advertising 3( 5.5
Reinforcement of corporate image advertisements Introduction of radio advertising / on-line adver-
oo . 2.64+0.78 L . . .. each 1
rather than individual product advertisements tising / mobile advertising / outdoor advertising (cach 1.8)
: ] ] . ] / theater advertising ’
) Scale of 1 = strongly disagree, 2 = disagree, 3 = neither disa- s
gree nor agree, 4 = agree, 5 = strongly agree. Etc.” 1( 1.8)
Not applicable 36(65.5)
5. 01210 72 AIZ B2 A7k Of2I0] AME B ) \uicie response,
Z=Mof| o|x|= oAt ? Strengthening public relation activities at stores.
ofelo] A4 arane] Sulge] At AlgH: oY
ol 7|ZAF #el FAo] ofdlolE AT WA AL F w3 SEAle] AR A10)(49.1%)7F nd #F - A F 2] F
230 A= Gl 3t oL Table 72 2ok 453 TV 2 A|gho] ofdolo] A3 A& 33 24l 7
Abe] PR s R&D HRAEES 1GF - AGY AFS Aol 9 Atk S
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& vlAtka A2sie Ao Uepde) 54 Sekae] 4
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ek A B BA(60.0%)9F 2o ofde] 7152 B AF3A AlF B A 23] WskE dotliy] $sto]
T B B A o] ool S 93 A4 A ofdlo] V& AES ALt - Avfeke AEIA F SSMAE T
2 3 24l FAR QFE nzIvk At Atk oz AR 2AME AAsith A 23 AFIAE TV

Table 7. Perception about effect of regulations relating to children’s preferred food on healthy food environment for children

(n=55)
Regulations Influential Ijsrthsflilil%f};::itzl Uninfluential
n(%)
E:S)Inl);tt:i);:n(;f :Sl;r;gfz?ezﬁﬁ d(ieerrllse and nutrient-poor foods at schools and 36(65.5) 13(23.6) 6(10.9)
Nutrition labeling of children’s preferred foods 35(63.6) 13(23.6) 7(12.7)
Assignment of green food zone 33(60.0) 19(34.6) 3( 5.5)
Color-coding of nutritional value(traffic light labeling) 33(60.0) 14(25.5) 8(14.6)
Quality certification for children’s preferred foods 30(54.6) 19(34.6) 6(10.9)
Restriction of TV advertising 27(49.1) 23(41.8) 5( 9.1)
Designation of best retailing stores for children 25(45.5) 24(43.6) 6(10.9)
Designation of outstanding food companies for children’s health 22(40.0) 24(43.6) 9(16.4)
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