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JUNK FOOD MARKETING

Give our kids a healthy future.

The Protect Kids from Junk Food Marketing group is asking the government to listen
to the evidence and create a healthier future for kids in Aotearoa. They can do this by
making a new law to protect children from unhealthy food and drink marketing.

Children in Aotearoa New Zealand face excessive levels Children free from the influence of marketing can
of unhealthy food and drink marketing every day'. make healthier choices and form healthy habits.
The unhealthy food and drink industry use marketing The long-term effect of this is healthier generations
techniques to influence children’s eating behaviours. of Kiwi kids.

This shapes what children want and creates pressure on

o h e ducts? Where kids live their lives should be free from unhealthy
parents to purchase these products?.

marketing, and this is something communities, parents,
We want to put parents back in control. By restricting health experts and organisations in Aotearoa can

the influence of the junk food marketing industry, we can get behind.

create the best environments for tamariki to grow up in.

We already know what the most effective law changes are to protect children.
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A law that keeps kids' environments healthy will restrict junk food marketing from:

* Places for children, including schools, kura, early childhood centres, playgrounds, children’s
sports settings, and outdoor settings 500 metres around children’s educational institutions.

¢ Public services such as hospitals, libraries, parks, sports grounds, pools, community centres and
on public transport networks and facilities.

¢ Broadcast media between 6am and 10pm

¢ Paid marketing and sponsorship across New Zealand-based digital media.

The law will also restrict all junk food marketing from:
« Direct marketing to children, through flyers, emails or any other media for children.

¢ Being targeted at children, for example children’s toys, cartoon illustrations on product
packaging, or promotional material, including junk-food producer branding on items for children
or at children’s events.
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There is already strong public support for this change.

Two out of three New Zealanders support stronger rules around unhealthy food and drink marketings.
The majority (78%) agree children are exposed to too many advertisements for unhealthy food and
drinks“. The current voluntary code that is managed by the industry is clearly not working to protect
our kid’s health.

If you want to protect our children from exploitation by the junk food industry and create a healthier
food environment for kids to grow up in, get on board. Go to www.junkfoodfree.org to sign up to this
campaign and find out what actions you can take to make junk free Aotearoa a reality.
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