


























































http://www.ofcom.org.uk/research/tv/reports/food_ads/#40
http://www.ofcom.org.uk/research/tv/reports/food_ads/#40
http://www.nap.edu/openbook.php?isbn=0309097134
http://www.ofcom.org.uk/research/tv/reports/food_ads/#40
http://www.ofcom.org.uk/research/tv/reports/food_ads/#40
http://www.kff.org/entmedia/upload/7618.pdf



http://www.disinformazione.it/

	1 Introduction
	1.1 Definition of childhood obesity and overweight children
	1.2 Figures on childhood obesity
	1.3 The consequences of childhood obesity 

	2 Advertising and children's food behaviour 
	2.1 Influencing factors for childhood obesity
	2.2  Main advertising typology for children food
	2.3 Assessment of the influence of advertising on childhood obesity 

	3 Self regulation of media service providers and companies
	3.1 National regulations
	3.2 Corporate self regulation

	4 Advertising expenditure and exposure time
	4.1 Advertising expenditure
	4.2 Children's exposure to advertising
	5.1  General considerations
	5.2 Contents and treatments of TV advertising
	5.3  Other marketing tools: promotions, sponsorships, the Internet
	5.4  Innovative distribution channel: vending machines
	5.5  Packaging

	6 Conclusion and recommendations
	7 References



