COST, EQUITY AND ACCEPTABILITY OF MARKETING
RESTRICTIONS ON UNHEALTHY FOODS TO
PREVENT CHILD OBESITY
A NARRATIVE REVIEW
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Find out more about the STOP project here: stopchildobesity.eu

Cost, equity and acceptability of
marketing restrictions on
unhealthy foods
Mandatory restrictions on unhealthy food marketing are:

HIGHLY COSTEFFECTIVE

MODERATELY
FAVOURABLE FOR
HEALTH EQUITY

STRONGLY
SUPPORTED BY HEALTH
PROFESSIONALS and
CIVIL SOCIETY

MODERATELY TO
STRONGLY
SUPPORTED BY
PUBLIC

MODERATELY TO
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OPPOSED BY
COMMERCIAL
ACTORS

More research needed on:
Different household
income and parental
education levels and
ethnic groups
Integrated marketing
(use of multiple
platforms)

Linking marketing
and consumption
especially amongst
children

Short-term cost
impacts

MARKETING RESTRICTIONS SAVE $6.6 FOR
EVERY $1 SPENT. IT IS THE MOST COSTEFFECTIVE CHILD-ORIENTED OBESITY
PREVENTION POLICY.
STOP (Science and Technology in childhood Obesity Policy)
stopchildobesity.eu/
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