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Background & aims of project

 “Globesity” crisis (World Health Organization)

 Adolescents do not follow the recommended 
dietary practices (e.g., Sundhedsstyrelsen, 
2008), e.g.,

− Only 26% of Danish boys eat more than 
100 g. of fruit/vegetables each day 
(46% girls)

− 30% of boys drink at least 2 liters of 
sweet drinks/week (11% girls)



Background & aims of project

 Academic & public discussion re. Marketing 
unhealthy food to children (Livingstone, 2005; 
McDermott, O'Sullivan, Stead and Hastings, 2006)

 Marketing healthy food products/lifestyles? 
(Rothschild, 1999)

 De-marketing unhealthy food products?



Background & aims of project

 Exploratory study to 

− Obtain a better understanding of 
children’s perception of 
healthy/unhealthy eating/drinking habits

− Examine children’s responses to 
different “socialization agents” and 
regulation/demarketing with respect to 
healthy eating and drinking

 Cross-cultural comparison (Kara Chan, Hong 
Kong Baptist University) 

 Basis for the design of a DK intervention 
study



Adolescents’ perception of strategies 
aimed at regulating soft drink consumption

1. Use of legislation, e.g., 

 Impose a ban on the sale of soft drinks in 
schools and sports centres?

 Impose a ban on advertisements for soft 
drinks?

2. Pricing and availability, e.g,

 Make the purchase of soft drinks more 
expensive

 Make, e.g., tanks of cold water freely 
available everywhere

3. Use of advertisements (demarketing) using 
different appeals



Cross-cultural study
Focus groups and surveys

Age of participants: 13 -15

Denmark

 Survey: n=234 (5 schools)

 Focus groups: n=39 (4 groups divided by 
gender + 1 mixed group)  

Hong Kong

 Survey: n=152 (3 schools)

 Focus groups: n= 30 (4 groups divided by 
gender)

 Mixed methods methodology, triangulation of 
results



How often do you 
…

Never
%

1-2 
d/w
%

3+ 
d/w
%

M
Boys

M
Girls

Bring a lunch bag to 
school

24 12 64 2.8 2.7

Buy candies during 
school hours

59 34 8 1.5 1.5

Consume candies or 
chips

10 71 19 2.2 2.1

Do exercise (e.g., 
football, 
swimming)

10 37 53 2.9* 2.5*

Buy soft drinks during 
school hours

69 22 9 1.6* 1.3*

Consume soft drinks 8 60 33 2.5* 2.2*

Scale: 1= never, 4=5 or more days a week
* significant difference in means between pairs at the p≤0.05 level

Adolescents’ consumption/exercise 
habits







Contexts of unhealthy eating/drinking

Context %

at parties 78

when eating out 77

at gatherings with 
friends

62

in festive periods 41

when in a hurry 27

when in a bad mood 22

Columns add to more than 100% due to multiple responses



Contexts of healthy eating/drinking

Context %

at home 89

when sick 55

when parents are 
around

44

when in a good mood 42

during holidays 40

in school 24

Columns add to more than 100% due to multiple responses



Source Mean
#

S.D. M
Boys

M
Girls

My parents 3.3 1.2 3.4 3.2

School doctor 2.2 1.4 2.3 2.1

Government 
publicity

2.1 1.4 2.3* 1.9*

My teachers 1.8 1.2 2.0* 1.6*

My friends 1.3 0.8 1.3 1.2

# 1 = never 5 = very often, significant difference in means with differences above .1

* significant difference in means between pairs at the p≤0.05 level

Frequency with which socializing agents 
encourage respondents to eat healthy food



Source Mean
#

S.D. M
Boys

M
Girls

My parents 3.7 1.1 3.8 3.7

School doctor 2.9 1.4 2.7* 3.0*

My friends 2.7 1.3 2.6 2.8

Government 
publicity

2.4 1.3 2.2* 2.6*

My teachers 2.2 1.2 2.2 2.2

# 1 = very ineffective 5 = very effective, significant difference in means with 
differences above .2
* significant difference in means between pairs at the p≤0.05 level

Perceived effectiveness of socializing agents



Perceived effectiveness of four 
regulation types, SD consumption

Strategy
Mean# S.D. M

Boys
M
Girls

Free water 3.7 1.4 3.6 3.8

Higher price 3.0 1.3 3.0 2.9

No SD at schools 2.8 1.4 2.6 2.9

Ban SD ads 2.1 1.2 1.8* 2.3*

# 1 = very ineffective 5 = very effective, significant difference in 
means with differences above .1
* significant difference in means between pairs at the p≤0.05 level



Popularity appeal

You can be 
happy if you 
drink coke, 

too

I DON’T
believe
this!!

You can’t 
just stop 
drinking it



News/facts appeal

”It may work a little bit 
because many people are 

afraid of getting fat”

”We knew 
that 

already!!”

”If she’d been 
overweight, it 

would have 
worked”



Love appeal

”You can keep in 
good shape if 

you exercise, and 
then it’s ok to 

drink fizzy 
drinks”

”Don’t drink coke, 
because then I 
don’t like you …

That’s just 
ridiculous!!”



Achievement appeal

This may 
work for 

small 
children …



Social exclusion 
appeal

This one 
would 

influence me 
…



Danish girls’ comments on the social 
exclusion appeal

− This one would influence me, I don’t want to look like that..

− I pity her….to go to the beach like that..

− I do not like to see it…It is embarrassing to go to the beach 
like that…

− When I see fat people at the beach, I think that they are 
brave…

− I have friends with anorexia… if they saw it, they may also 
quit soft drinks…that could be dangerous

− She asked for it herself… she does not have to drink so 
many soft drinks…



 This one would influence me, definitely

 But … Why cut down on coke?

− I do not believe that soft drinks make you 
fat..it is rather deep-fried something…

− the fat is everywhere on her, but there is no 
fat in soft drinks! There is only sugar in it…

− You can easily drink a lot of coke without 
getting fat…..it is only if you eat all kinds of 
fatty foods and don’t move your body at all…

Danish boys’ comments on the social 
exclusion appeal



Danish boys’ comments on the 
social exclusion appeal

 Suggestions

− Only if somebody says that everybody who 
drinks coke got shot, then maybe it would 
influence me ...

− I think that what would influence the most 
was if there were a fat man and a fat lady, 
who are standing with a coke … and then she 
drinks a little bit and smiles – and then you 
can just see that all her teeth are gone!

− Introduce a ticket coupon for soft drinks …



Liking and perceived effectiveness of 
the five advertising appeals

Appeals
Liking
Means 

#

M
Boys/
Girls

Effect
Means
# #

M
Boys/
Girls

Social exclusion 3.5 3.2/3.8* 3.6 3.3/3.8*

Achievement 3.4 3.3/3.4 3.1 3.1/3.1

Love 3.3 3.2/3.4* 3.1 2.9/3.2*

News/facts 3.0 2.9/3.2 3.1 3.0/3.2

Popularity 3.0 2.7/3.2* 2.7 2.4/2.9*

# 1 = dislike very much 5 = like very much; # # 1 = very ineffective 5 = very 

effective significant difference in means with differences above .1
* significant difference in means between pairs at the p≤0.05 level



Conclusions & suggested 
implications

 Social exclusion/obese body image and fear appeals seem 
to be the most effective demarketing appeal for soft drinks

 Parents are the strongest socializing agents

 Adolescents mainly practise unhealthy eating & drinking in 
contexts, when parents are not present

 Boys seem more difficult to reach than girls with respect to 
healthy eating/drinking messages

It is necessary to:

 Focus on adolescents (research and policy) - as these 
are more independent than younger children

 Develop routines for context independent health 
socializing (directly as well as through parents) of 
adolescents

 Develop untraditional communication methods to reach 
adolescents of both gender


