Evidence shows that the advertising of food, tobacco and alcohol has an effect on children’s behaviour that can have negative health consequences. It is important to acknowledge that advertising forms one part of a wider marketing mix including price, product and place. Therefore the effect on the marketing mix as a whole on behaviour is a problem. Currently in the UK there are different regulatory systems in place governing food, tobacco and alcohol marketing. The effectiveness of these regulatory systems is open to question. Potential solutions to the problem include self regulation, statutory regulation, outright bans on advertising and the use of social marketing. A mix of these methods is required to be implemented globally and over a long period of time to have any effect on behaviour.
