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�� � � � � 	 � � �� � �

	 � �� � � � �  � !� � � � � � � !� � !� � � � � � � "!� �  #�$� � � !� � � � �� � � � !� %� �� � !� � � � � � � � � � � � � � � � � � & � �' � � (� �� !� �) �� * �� +�* , � � � � %� �!, - � � � ' � !* � � � � . / � � � � � � � � � � �
* �!� � , � � , 0� �� ) � %� #�� , "� � , & � "� �  #� � 1/ 23� � � * � 4� , ", � %� �� � , +� %� � � � 5� , � � � , � %�  ) � �(� 	 � � � !� "� � �  � � � � , & � "� � � � � %� �� � !� � � � � � � � & � �' � � � �� �
� , � % & "5�+� � � � , !� %�, � %�� , !� � , ""5�� � � � � � � � !, !�) � (��

� � � � "!� �# � �!� � �& , �� �� , & � "� �6� 1/ 237�� , ) � � ' � � � � * � �+� !� %�' 5�, +� �, � %�+� � %� ��, � %�� , ) � �, �& , 8�& � & �& , �+�� � #�� � �  �9�, !�!� � �3� : �0 � #�%� � 0� �
� � !�& , !� 9� #�; <��/ (=: �# ��, �� � <� � �� � � �  � � � . (���

	 , ' "� �. � ' � " * �� �  ) �%� � �, �� , � +� � #�& , �+�� � � #�� � �  �9�, � �!� � 5�� � ", !� �! �%�##� � � � !�� �  �  �!� � , "�� � � �  � � � � �# � � %��� �!� � �& , �� �� , & � "� 9�, !�!� � �3� : �
0 � #�%� � 0� �"� ) � "(�For example, should only 5% of the main sample of n=511 respondents answer a particular question in a certain way, it can 
be expected that 95 times out of 100 the result reported would be between 7% and 3%, were the survey to be repeated.�

Table 1: Proportional margins of error* 

Percentage Main Sample 
n=489 

50%   4.7% 

40% or 60% 4.6% 
30% or 70% 4.3% 
20% or 80% 3.8% 
10% or 90% 2.8% 
5% or 95% 2.0% 
2% or 98% 1.3% 
*95% confidence level 
 

 

                                                
1 Maximum margin of error relates to the main sample only, Sub-samples based upon different demographic groups will have larger margins of error, as a 
matter of course. Where sub-samples for a particular demographic group are less than n=30, the reported percentage results for that particular sub-group 
should be viewed as indicative only. 
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� � � � � � � �� 	
 � 	
 � 
 �

Attitudes towards banning advertisements of unhealthy food and drink products during children’s television programmes 

As detailed in Table 2 below, almost three fourths (71%) of those surveyed agree/strongly agree that advertisements for unhealthy food and 
drink products should be banned during children’s television programmes. 

Table 2:  These next questions are about foods that are unhealthy because they are high in salt or sugar or fat, and have low nutritional value. It has been 
suggested that advertisements for such unhealthy food and drink products during children's television programmes should be banned. Do you agree 
or disagree with this suggestion? 

�
�� 	  !, "�
� � 1/ 23�

� !�  � +"5�%�� , +�� � � >�
� �� , +� � � � . 2�
� � �!� � � �, +� � � ��  � �
%�� , +� � � �

?�


 +� � � � � 2�
� !�  � +"5�, +� � � � / ?�
�  � @!�- �  * � � �
� � #� � � %� � �

	  !, "� . � � �
	  !, "�& , 5��  !�� � & �! �. � � : �%� � �! ��  � � %�� +(�
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Attitudes towards banning unhealthy food and drink products from school canteens and vending machines 

When asked if they agreed that unhealthy food and drink products should not be sold in school canteens and vending machines, 84% of 
those surveyed reported agreeing/strongly agreeing with this suggestion, with 53% of all surveyed reporting that they strongly agree, as 
detailed below. 

Table 3:  It has also been suggested that unhealthy food and drink products should not be sold in school canteens and school vending machines. Do you 
agree or disagree with this suggestion? 

�
�� 	  !, "�
� � 1/ 23�

� !�  � +"5�%�� , +�� � � � �
� �� , +� � � � . � �
� � �!� � � �, +� � � ��  � �
%�� , +� � � �

. �


 +� � � � ?. �
� !�  � +"5�, +� � � � � ?�
�  � @!�- �  * � . �

	  !, "� . � � �
	  !, "�& , 5��  !�� � & �! �. � � : �%� � �! ��  � � %�� +(�
�
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� � � � �� � �� � 
 � �� 
 �

Tabular results for each of the questions are presented in the following pages, by the following cross-tabulations: Gender, Age, Ethnicity, 
Region, Community Size, Household Structure, Personal Income and Household Income.  

A full index of all tables in this report can be found at end of the report. 

Table 4: Advertising unhealthy food and drink products during children's television by Gender 

�
�� 	  !, "� A , "� � � � & , "� �
��
��

� 1/ 23� � 1� ?/ � � 1� � � �

� !�  � +"5�%�� , +�� � � >� 3� / �
� �� , +� � � � . 2� . 3� . =�
� � �!� � � �, +� � � ��  � �%�� , +� � � � ?� � � . �

 +� � � � � 2� � =� � 3�
� !�  � +"5�, +� � � � / ?� ?3� / =�
�  � @!�- �  * � � � � � � �
� � #� � � %� � � � � � �

	  !, "� . � � � . � � � . � � �
	  !, "�& , 5��  !�� � & �! �. � � : �%� � �! ��  � � %�� +(�
�
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Table 5: Advertising unhealthy food and drink products during children's television by Age Group 

�

�� 	  !, "� � � � � 3�
5� , � � �

?� �?3�
5� , � � �

/ � � / 3�
5� , � � �

� � � � 3�
5� , � � �

>� �5� , � � �
, � %� ) � � �

��
��

� 1/ 23� � 1>/ � � 122� � 1. � 3� � 1. � >� � 1. � � �

� !�  � +"5�%�� , +�� � � >� / � . . � >� ?� =�
� �� , +� � � � . 2� � � � � � � . >� . ?� . / �
� � �!� � � �, +� � � ��  � �%�� , +� � � � ?� � � . � ?� � � >�

 +� � � � � 2� ?2� � >� � >� � ?� � >�
� !�  � +"5�, +� � � � / ?� ?. � / � � / >� � >� / � �
�  � @!�- �  * � � � � � . � � � � � ?�
� � #� � � %� � � � � � � � � . � � �

	  !, "� . � � � . � � � . � � � . � � � . � � � . � � �
	  !, "�& , 5��  !�� � & �! �. � � : �%� � �! ��  � � %�� +(�
�
�
�
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Table 6: Advertising unhealthy food and drink products during children's television by Ethnicity 

�

�� 	  !, "�
� � * �

4� , ", � %�

 � �  � � , � �

A ,  � ��
� , 0�#�0�

� �  � "� � �

 � �, � �

� !� � � �

 !� � �0�!5�

� � #� � � %�

��
�� � 1/ 23� � 1?2� � � 1� . � � 1. ?B� � 1� ?B� � 1. >B� � 1. B�

� !�  � +"5�%�� , +�� � � >� >� =� / � � � >� � �
� �� , +� � � � . 2� . =� . =� ?� � � . � ?� � � �
� � �!� � � �, +� � � ��  � �%�� , +� � � � ?� ?� � � � � � � � � � �

 +� � � � � 2� � 3� � . � ?� � ?� � � / � � �
� !�  � +"5�, +� � � � / ?� / ?� / 3� ?. � ?=� / � � � �
�  � @!�- �  * � � � . � ?� � � � � � � � �
� � #� � � %� � � � � � � � � � � � � . � � �

	  !, "� . � � � . � � � . � � � . � � � . � � � . � � � . � � �
	  !, "�& , 5��  !�� � & �! �. � � : �%� � �! ��  � � %�� +(�
B�� , � !� � C�" * �' , � � �� � & ' � �� #��� � �  � %� � !� ���� � � � "!� �, � � ��� %�0, !�) � � � "5(�
�
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Table 7: Advertising unhealthy food and drink products during children's television by Region 

�

�� 	  !, "� 
 � 0- ", � %�
D�� , !� � �

E � ""�� +! � �
� , � !� � ' � �5�

� !� � � �
�  � !� �
�� ", � %�

� !� � � �
�  � !� �
�� ", � %�

��
�� � 1/ 23� � 1. � 3� � 1� 2� � 1>=� � 1. =� � � 12� �

� !�  � +"5�%�� , +�� � � >� >� � � =� >� 2�
� �� , +� � � � . 2� . ?� . ?� . 2� . =� � 3�
� � �!� � � �, +� � � ��  � �%�� , +� � � � ?� ?� ?� . � � � � �

 +� � � � � 2� � =� / � � . =� ?� � � >�
� !�  � +"5�, +� � � � / ?� / 2� / � � � =� / . � ?� �
�  � @!�- �  * � � � ?� � � � � ?� . �
� � #� � � %� � � � � � � � � � � � �

	  !, "� . � � � . � � � . � � � . � � � . � � � . � � �
	  !, "�& , 5��  !�� � & �! �. � � : �%� � �! ��  � � %�� +(�
�
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Table 8: Advertising unhealthy food and drink products during children's television by Town Size 

�

�� 	  !, "�

� � � , "�, � � , �
6� � %� � �
. 9� � � �

�  � � ", !� � 7�


 �� & , ""�
! * � �

6. 9� � � �
39333�

�  � � ", !� � 7�


 �& � %�� & �
� �F� %�! * � �
6. � 9� � � �
� 39333�

�  � � ", !� � 7�


 �", �+� �! * � �
 � �0�!5�

6?� 9� � � � � �
&  � � �

�  � � ", !� � 7�
��
�� � 1/ 23� � 12=� � 1=� � � 1=. � � 1� >. �

� !�  � +"5�%�� , +�� � � >� 2� 2� 3� / �
� �� , +� � � � . 2� . � � � . � . . � � . �
� � �!� � � �, +� � � ��  � �%�� , +� � � � ?� . � . � � � / �

 +� � � � � 2� ?. � � 3� � / � � 2�
� !�  � +"5�, +� � � � / ?� / >� ?>� � ?� / � �
�  � @!�- �  * � � � � � ?� . � . �
� � #� � � %� � � � � . � � � � �

	  !, "� . � � � . � � � . � � � . � � � . � � �
	  !, "�& , 5��  !�� � & �! �. � � : �%� � �! ��  � � %�� +(�
�
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Table 9: Advertising unhealthy food and drink products during children's television by Household Structure 

�

�� 	  !, "�

G � � +�
0 � � "� �
* �!�  � !�
0� �"%�� � �

� , & �"5�
�  � � � �  "%�

* �!� �
5 � � +� � !�

0� �"%�� � %� � �
� �

� , & �"5�
�  � � � �  "%�

* �!� �
5 � � +� � !�

0� �"%�� �! �. � �

� , & �"5�
�  � � � �  "%�

* �!� �
5 � � +� � !�
0� �"%� ) � � �

. � �

� "%� � �
0 � � "� �� ��  �
0� �"%� � � � � �
�  � � �"�) �� +�

, !��  & � �

� �� +"� < � � �
� � � �  � �

�  � � � �  "%�
� !� � � �

��
��

� 1/ 23� � 1?. � � 1� >� � 133� � 1� 3� � 1. � . � � 123� � 1?/ �

� !�  � +"5�%�� , +�� � � >� 3� =� 2� ?� >� =� � �
� �� , +� � � � . 2� � >� � 2� . >� � � � . >� . . � . >�
� � �!� � � �, +� � � ��  � �%�� , +� � � � ?� � � � � ?� / � / � . � 3�

 +� � � � � 2� ?>� � ?� � =� . / � � . � ?=� / >�
� !�  � +"5�, +� � � � / ?� � 3� / . � / / � � 2� � . � / . � � =�
�  � @!�- �  * � � � � � . � � � � � � � � � � �
� � #� � � %� � � � � � � � � � � . � � � � �

	  !, "� . � � � . � � � . � � � . � � � . � � � . � � � . � � � . � � �
	  !, "�& , 5��  !�� � & �! �. � � : �%� � �! ��  � � %�� +(�
�
 
�
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Table 10: Advertising unhealthy food and drink products during children's television by Personal Income 

�

�� 	  !, "�
� � %� � �

H?� 9� � � �
H?� 9� � � �� �

/ 39333�
H� � 9� � � �� �
H=39333�

� ) � � �
H2� 9� � � �

�  � I!�
- �  * <� � #�

� � %�
��
�� � 1/ 23� � 1. 3. � � 1. / / � � 12. � � 1/ � � � 1??�

� !�  � +"5�%�� , +�� � � >� � � � � >� . ?� . . �
� �� , +� � � � . 2� . 2� � � � . / � . >� . . �
� � �!� � � �, +� � � ��  � �%�� , +� � � � ?� � � ?� � � � � � �

 +� � � � � 2� � 3� � 2� � =� � =� � =�
� !�  � +"5�, +� � � � / ?� / / � / � � / � � / / � / >�
�  � @!�- �  * � � � � � � � . � � � � �
� � #� � � %� � � � � � � . � � � � �

	  !, "� . � � � . � � � . � � � . � � � . � � � . � � �
	  !, "�& , 5��  !�� � & �! �. � � : �%� � �! ��  � � %�� +(�
�
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Table 11: Advertising unhealthy food and drink products during children's television by Household Income 

�

�� 	  !, "�
� � %� � �

H?� 9� � � �
H?� 9� � � �� �

/ 39333�
H� � 9� � � �� �
H=39333�

� ) � � �
H2� 9� � � �

�  � I!�
- �  * <� � #�

� � %�
��
�� � 1?. � BB� � 1� 3B� � 1� � � � 13� � � 1. . =� � 1. 3B�

� !�  � +"5�%�� , +�� � � =� ?� 2� � � . � � =�
� �� , +� � � � � � � � / � � =� . =� . 2� � . �
� � �!� � � �, +� � � ��  � �%�� , +� � � � ?� � � / � / � � � 3�

 +� � � � � >� � . � � ?� � 3� � / � ?� �
� !�  � +"5�, +� � � � / ?� � � � ?>� / / � / � � ?. �
�  � @!�- �  * � � � � � � � / � . � � �
� � #� � � %� � � � � � � � � . � � �

	  !, "� . � � � . � � � . � � � . � � � . � � � . � � �
BB� � ' �� , & � "� �' , � � %� � �!�  � � �* �  �, � � �& , �� �� %<"�) �� +�* �!� �� , �!� � � �
	  !, "�& , 5��  !�� � & �! �. � � : �%� � �! ��  � � %�� +(�
B�� , � !� � C�" * �' , � � �� � & ' � �� #��� � �  � %� � !� ���� � � � "!� �, � � ��� %�0, !�) � � � "5(�
�
 

Table 12: Selling of unhealthy food and drink products in school canteens and vending machines by Gender 

�
�� 	  !, "� A , "� � � � & , "� �
��
��

� 1/ 23� � 1� ?/ � � 1� � � �

� !�  � +"5�%�� , +�� � � � � ?� � �
� �� , +� � � � . � � . >� 2�
� � �!� � � �, +� � � ��  � �%�� , +� � � � . � . � . �

 +� � � � ?. � ?� � � 2�
� !�  � +"5�, +� � � � � ?� / / � >� �
�  � @!�- �  * � . � � � � �

	  !, "� . � � � . � � � . � � �
	  !, "�& , 5��  !�� � & �! �. � � : �%� � �! ��  � � %�� +(�
�
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Table 13: Selling of unhealthy food and drink products in school canteens and vending machines by Age Group 

�

�� 	  !, "� � � � � 3�
5� , � � �

?� �?3�
5� , � � �

/ � � / 3�
5� , � � �

� � � � 3�
5� , � � �

>� �5� , � � �
, � %� ) � � �

��
��

� 1/ 23� � 1>/ � � 122� � 1. � 3� � 1. � >� � 1. � � �
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Table 14: Selling of unhealthy food and drink products in school canteens and vending machines by Ethnicity 
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Table 15: Selling of unhealthy food and drink products in school canteens and vending machines by Region 
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Table 16: Selling of unhealthy food and drink products in school canteens and vending machines by Town Size 
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Table 17: Selling of unhealthy food and drink products in school canteens and vending machines by Household Structure 
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Table 18: Selling of unhealthy food and drink products in school canteens and vending machines by Personal Income 
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Table 19: Selling of unhealthy food and drink products in school canteens and vending machines by Household Income 
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