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Source: The Telegraph, 31st March 2014 from article “Healthy diet 
means 10 portions of fruit and vegetables per day, not five” 
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“Junk	
  food	
  is	
  cheaper	
  and	
  fruit	
  and	
  vegetables	
  are	
  expensive.”	
  
Male,	
  Derry/Londonderry,	
  ABC1	
   “For some people, it’s cheaper to go to the 

chip shop and feed your children for the

night than making up something.”


Male,	
  Derry/Londonderry,	
  ABC1	
  
“You	
  see	
  it’s	
  all	
  about	
  money	
  at	
  the	
  moment,	
  you’ve	
  got	
  to	
  eat	
  
what	
  you	
  can	
  get.	
  We	
  can’t	
  be	
  going	
  round	
  and	
  saying	
  ‘Oh,	
  that	
  
looks	
  nice’	
  with	
  the	
  healthier	
  options.	
  That’s	
  just	
  not	
  an	
  option	
  at	
  
the	
  moment…	
  It’s	
  up	
  to	
  the	
  grocery	
  stores	
  to	
  put	
  offers	
  on	
  
healthier	
  things	
  and	
  make	
  it	
  available	
  to	
  people	
  who	
  can’t	
  afford	
  
it,	
  otherwise	
  no	
  one	
  can	
  really	
  do	
  anything.”	
  
Female,	
  Enniskillen,	
  C2DE	
  

“Food to me is a pleasure. The whole process 
of eating is a pleasure and I don’t want to go 

out for a meal and say I’ll have the dry pasta.” 
Female,	
  Belfast,	
  C2DE	
  

“I	
  don’t	
  think	
  there	
  is	
  one	
  person	
  walking	
  around	
  
this	
  country	
  now	
  who	
  doesn’t	
  know	
  they	
  should	
  be	
  
eating	
  five	
  portions	
  of	
  fruit	
  and	
  veg	
  a	
  day.”	
  
Female,	
  Belfast,	
  C2DE	
  

Excerpts	
  from	
  ‘Inves?ga?ng	
  how	
  consumers	
  and	
  health	
  professionals	
  in	
  Northern	
  
Ireland	
  understand	
  healthy	
  ea?ng	
  messages’,	
  Ipsos	
  Mori	
  (2012)	
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This document reviews evidence to December 2008 on the global extent and nature of food promotion to children, 
and its effects on their food knowledge, preferences, behaviour and diet related health outcomes. The review was 
commissioned by the World Health Organization (WHO) and updates a systematic review of the evidence 
conducted on behalf of WHO in 2006. Studies examining the extent and nature of food promotion to children 
consistently conclude that food promotion is the most prevalent marketing category targeting children and young 
people. Content analysis research finds that the majority of foods and food products promoted are energy dense, 
high fat, sugar and/or high salt, and in sharp contrast to national and international dietary guidelines. Sugar-
sweetened breakfast cereals, soft-drinks, confectionary and savoury snacks are the most frequently advertised 
categories, with fast-food promotion continuing to gain marketing share. Promotion of unprocessed foods, such as 
fruit and vegetables, wholegrain and milk is found to be almost zero. 

Cairns G, Angus K & Hastings G (2009) The extent, nature and effects of food promotion to children: a review of 
the evidence to December 2008. World Health Organization, WHO Press. 
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