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JUNK FOOD TV ADVERTS RESULT IN
CHILDREN'S “PESTER POWER"

“Mummy, can |
please buy this?
Can | please buy
this? Can | please

buy this?”
Girl, Year 6

“l asked mum if |
could have it and
she said 'no’... | kept
trying and she
finally said ‘yes'”
Girl, Primary 5

“| saw this sweet
cake I'd like... | was
like, 'you've got
to buy that by
tomorrow"”
Boy, Year 4
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Aim of the focus groups (for researcher)

The aim of focus groups with pupils is to gather their views of unhealthy food
advertising on TV and more particularly to:

The discussions will explore their views and experiences.

The topic guide

This guide is intended as a guide for the Researcher running the discussion. It sets out
a number of necessary contextual and factual topics and questions that will be covered
during focus groups. The guide does not contain follow-up probes and questions like
‘why’, "'when’, “how’, etc. as participants’ contributions will be explored using prompts
and probes in order to understand how and why views, behaviours and experiences
have arisen. The group will last approximatively 30 minutes.

Ascertain pupils’ views as to which programmes and times of day they are
exposed to HFSS adverts (e.g. children/family/adult programmes);

Examine which groups the pupils feel the adverts are targeted at;

Assess the pupils’ views of the HFSS adverts, and perceptions of any impacts
these adverts have on themselves and their peers;

Identify what pupils find most and least appealing about HFSS television
advertising;

Find out, what associations, if any, pupils make with the HFSS products being
advertised;

And explore the pupils’ views of the impact of the HFSS adverts, if any, when
they see the products in small and larger shops.

1.

Introductions

Introduction: We are researchers: ‘what is a researcher?’— our job is to ask people like
you questions about what you think and feel about different topics — as you know today
we are going to be discussing food adverts that you see on TV.

This research is for an organisation called Cancer Research UK — they want to hear
what you think about food and TV food adverts.

We’re going to spend the next 30 minutes talking to you about what you like to eat and
drink, and what you think about the food adverts you see on the television. We are
also going to show you some adverts and ask you what you think of them.

We’'re very interested in hearing all your views but it's up to you whether you take part
or not. It is also up to you how much you want to say and if you can’t answer a
guestion we won't mind.



After today we’ll be visiting other schools and speaking to other children. We will write
a report about what everyone has said. We won't be naming anyone so no one will
know what you have said.

We would like to record this discussion so we have a record of what was said and so
that we don’t have to scribble down notes as you speak. No one but us will hear the
recording and it will be kept in a safe place.

Do you have any questions?

2. Pupil Introductions

Aim: to allow participants to introduce themselves and get used to the group discussion
environment.

Ask pupils to introduce themselves and include their
o Name
o Age

3. Introduction; eating habits and favourite foods

Warm-up questions. We want to find out more about children’s favourite foods, eating habits
and notions of nutrition.
Favourite foods
0 What foods do you like then in general?
0 Why do you like these foods?
Eating at home
o Do you eat this sort of food at home?
o During breakfast/lunch/dinner do you eat the same food that your
parents/guardians eat?
Good food vs bad food
o Do you think these foods that you like are good for you?
0 What do you think make food good for you?
o In overall, would you say that the food that you eat is good for you?

What foods do your friends like? What foods do you eat when you get together or go
out with your friends?

4. TV viewing habits

This short section aims to explore which programmes and times of day participants are

exposed to food adverts, and what they find most appealing about television advertising in

general.

Do you watch TV after school, or on the weekends?
0 What sort of times?
o How often?
o With whom?

Do you watch adverts?

Do you like watching adverts?



What time of day do you tend to see adverts on TV?

5. HFSS food adverts
This section focuses specifically on HFSS food adverts and aims to explore:
- what participants find most appealing about HFSS television advertising;
- the associations they make with the products;
- who they feel the adverts are targeted at;
- if they remember the adverts when they are in a supermarket.

SHOW ADVERT 1
0 Who do you think this advert is for? You? Your parents/ guardians?
Everybody?

o Do you like the advert?

o0 How does it make you feel?

0 Does the advert make you want to buy this food? Why? What do you think of
this food? Have you ever eaten it? If so, did you like it? Do you think that it is
good or bad for you? Do you want to eat it? How often do you think you should
eat this food?

o0 When do you buy this type of food?

SHOW ADVERT 2

Repeat questions

SHOW ADVERT 3 (ONLY IF TIME)

Repeat questions

Do you think these adverts change your or other people’s behaviour in any way? If so,
how?

Overall, do you think adverts like these are good or bad?

What, if anything, would you change about such adverts?

6. Food advertising on TV

This section looks at TV food advertising in broader terms. It aims to find out participants’
views on all kinds of food adverts on TV. It also seeks to uncover their perceptions of any
impacts they think food adverts can have on themselves and their peers.

Has there been any instance when you have seen the advert and then tried the food
afterwards?

Do you ask your parents/ guardians to buy some foods you see in adverts?

Do you remember the foods you see on television when you go shopping? Do you
spend your pocket money on them?



ONLY ASK IF ENOUGH TIME

What you think about food adverts on TV?
Are there any food adverts that you like?
Do you talk with your friends about food adverts?

7. Nutritional knowledge (ONLY IF TIME)

This section explores understandings of nutrition and healthiness touched upon in section
1 in greater detail.

Where does your knowledge about food come from?

Perceptions about their healthiness
o0 What foods and drinks do you think are healthy for you?
0 What foods and drinks do you think are unhealthy for you?
0 What do you think the effects might be in the future if someone has an (a)
healthy diet (b) unhealthy diet?

8. Any other comments/questions?

Thank participants for their time
Check if participants have any questions
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