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In some cases these television advertisementswere
integratedwith otherchildren'sactivities, making it diffi
cult for young children to differentiate between the
advertisementand other non-commercialactivities.

Thereare no statutoryregulationscurrentlyappliedto
Australianwebsites.However,online marketingis subject
to the voluntary Food and BeveragesAdvertising and
Marketing Codedevelopedby the AustralianAssociation
of National AdvertisersCZ6). This code of practice only
covers paid advertisements;it does not preclude mar
keting techniques used on a food company's own
website. Internationally, previous attempts to regulate
Internet content have failed, primarily due to its con
stantly changing structure, whereby regulations are
quickly made redundant,and its global nature, so that
thosewishing to avoid regulationscanSimply movetheir
site off-shore(9).

While many of the samechild-orientedInternet mar
keting featureswere found on Australian food product
websitesas were reported in previous literature from
the USAOZ,13), most were not as prevalenton Australian
websites;for example,therewas a twoC

!3) to two-and-a
halfOZ) times higher proportion of advergamesand a
three timeshigherproportionof spokescharacters(3) on
US websites. However, it is foreseeablethat with the
possibleadventof tightertelevisionadvertisingregulation
for children following recentdebatein AustraliaCZ7), and
the lessregulatedenvironmentfor Internetfood market
ing, useof this mediummayexpandfurther. Additionally,
the Internet's interactive nature that allows children to
engagewith a food productOZ) andits relatively low cost
may makethe Internetmoreattractivefor food marketers
comparedwith televisionadvertising(Z8).

Optionsfor Internetregulationsrelating tofood product
websites could include the mandatory inclusion of
nutrition information for all food products, similar to

that outlined by Food Standards Australia and New
Zealand relating to nutrition information panels on all
commerciallypackagedfoods(Z9).This informationshould
be readily availablefor all food products. In the current
studyonly two-thirds of food productwebsitescontained
nutrition information, allowing food products with less
desirablenutrientprofiles to omit thesedetails.Restlictions
for Internet food marketing targeting children could
be linked to only those foods with less desirable
nutrient criteria, as definedby a nutrient-profiling model
similar to that developedby the FoodStandardsAgencyin
the UK for regulation on television food advertising
to children(30).

Other regulatory options could include children's
privacyprotectionandageblocks.Suchprivacy lawsmay
protect children from disclosing personal information,
which marketerscanuseto further targetchildren. In the
current study 30·8% of websitesoffered incentives to
websitemembers,encouragingchildren to provide their
personal details. Some websites contained statements
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about age requirementsand parentalpermission;how
everthis was not regulated.

There are few data available relating to the effect of
Internet marketing on children's perceptionsor beha
viour. One published study that assessedadolescents'
exposureto websitesand tobaccosmoking(ZO) showed
that exposureto websitescontainingtobaccoadvertising
was similar in smokersand non-smokers;howeverthis
is likely to have been confounded by other sources
of tobacco marketing. Further researchis necessaryto
determinethe impact that this type of marketinghas on
children'sfood preferencesand consumption.

The currentstudy providesdataaboutthe natureand
extent of food advertisementson the Internet and, by
analysingwebsitesthat are most popularwith children,
allows for a more accuratedepictionof children'sactual
exposureto this marketing. The wide reach of these
popularwebsites,somereachingup to 85'3% of children,
highlights children'spotential exposureto food market
ing and the extentof their interactionwith this type of
small screenactivity.
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