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Response to the Welsh Government Consultation on “limiting the promotion of 
unhealthy foods” in the ‘Healthy Weight: Healthy Wales’ Strategy Paper by 
OUTSMART 
12 April 2019  
 
Executive summary 
Outsmart is the UK trade body for the Out of Home ("OOH") advertising industry. Our 
members include the biggest sellers of OOH advertising in the UK and operate around 
11,500 out of home sites across the whole of Wales.  
 
While outdoor advertising comprises only a tiny proportion of the total advertising spend 
in the UK (around 5%) it makes a significant economic contribution. This includes 
investment in maintenance of public infrastructure, large shares of business rates and 
public rent, as well as donations to support charities and local causes. In this way, the 
sector returns around £18m a year to the Welsh economy to invest in public services, as 
well as paying out £3.3m worth of salaries.  
 
We recognise the seriousness of the childhood obesity issue and are acutely aware of our 
responsibilities. However, given that the evidence is clear that outdoor advertising 
restrictions are ineffective, unpopular, inconsistent and costly to public finances, we are 
concerned such measures are becoming received wisdom without being fully understood. 
In London, where the implementation of the ban was poorly planned, YouGov polling 
demonstrated that once the public realises that restrictions will have damaging costs and 
consequences to local public services, opinion quickly and substantially shifts against 
them.  
 
Given what is outlined above, there has also been much negative media scrutiny 
questioning the rationale and structure of the London ban. With family staples and adult 
foods banned, while fast food outlets could still advertise burgers and fries, media 
coverage has generated a lot of negative articles questioning the uncertainty, confusion 
and complexity that it generated. It is important that Wales seeks not to repeat these 
mistakes. 
 
On the contrary, we welcome the open, consultative approach of the Public Health 
Minister, and we agree about the need for an evidence-based approach to policymaking 
and ongoing evaluation. We wish to collaborate with the Welsh Assembly to identify and 
assess effective evidence-based options that are both proven to work and cost-free to the 
public purse. 
 
That is why we are proposing a collaborative solution, offering to work with public 
authorities in Wales, and donating free of charge, unsold space on our digital estate to 
campaigns in their area that promote healthy lifestyles, nutritional advice or increased 
physical activity. The value of this space would be significant, reach a wide demographic 
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of Welsh people and most importantly, is a proven technique to reduce levels of 
childhood obesity. 
 
In addition, we also propose a wider package of other measures that could help tackle the 
problem at either a national or local level. These include Outsmart members voluntarily 
adopting additional advertising guidelines on children’s food preferences, doubling the 
radius of our voluntary “schools exclusion zone” (from 100m to 200m) and adding 
educational messages to all HFSS advertising. 
 
Our proactive solutions mirror the body of evidence on childhood obesity, supporting a 
whole systems approach which is proven to work and in-line with public opinion. We 
strongly believe we can be very much part of the solution to childhood obesity, not be 
seen as part of the problem. 
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1. About Outsmart  
 

Outsmart is the UK trade body for the Out of Home ("OOH") advertising industry. Our 
members include the biggest sellers of OOH advertising in the UK. The following member 
companies operate around 11,500 out of home sites across the whole of Wales: 8 
Outdoor, Admedia, Bay Media, Blowup Media, Boomerang, Build, Clear Channel, Digital 
Convenience, Emerge, Elonex, Exterion, Hi Street Digital, JCDecaux, Limited Space, Maxx, 
Popcorn, Primesight, Redbus, T4 Media, Ticketmedia, Ubiquitous, Zoom. 
 
History 
Once thought of as simply posters and billboards, the OOH sector is an advertising 
medium enjoying unprecedented growth. The introduction of backlighting and moving 
fascia twenty years ago, enabled 24-hour visibility and greater advertiser flexibility. 
 
More recently, OOH has embraced digital. New technology has transformed OOH into an 
increasingly dynamic, adaptive, innovative and interactive medium. New formats have 
been created, complementing the already existing high-impact and high-profile classic 
inventory. 
 
This diversity offers brands mass coverage and scale. But it also provides advertisers 
with incredible creative scope to target people on the move in innovative ways and 
harness consumer connectivity by acting as a catalyst for action. 
 
Using Outdoor advertising to promote public policy 
At Outsmart, we believe the power of digital OOH (DOOH)can be used for more than just 
advertising, which is why we’ve partnered with the charity Missing People since 2012. 
Missing People offers a lifeline for the families and loved ones of the 250,000 people who 
go missing each year. 
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By using a range of digital OOH inventory donated by a number of our members across 
the UK, the charity is able to appeal for missing people on a medium that has become 
synonymous with ubiquity and scale. The contextual and instantaneous nature of digital 
OOH has proven to be the perfect fit for the charity with urgent appeals broadcast in the 
areas which are most relevant. 
 
In Wales, specifically, our members have run healthy eating public campaigns free of 
charge. For example, since the beginning of January, Blow Up Media have utilised their 
prominent digital screen in Queen Street, Cardiff, to run, at no cost, the Food 
Foundation/ITV’s ‘Eat them to Defeat them’ campaign aimed at encouraging children to 
eat vegetables. This would have cost tens of thousands of pounds at commercial rates.  
 

 
 
Our members’ ability to voluntarily donate space for public interest campaigns like the 
above will become severely restricted should limitations on what commercial campaigns 
they are able to run be imposed on them. 
 



 

 
 
 
 

Outsmart Out of Home Ltd +44 (0)20 7224 3786 
33 Golden Square  Outsmart.org.uk 
London W1F 9JT                                   Registered in England No.1642847  

2. Outdoor advertising’s economic contribution to the UK & Wales 
 

UK wide  
Outdoor advertising comprises only a tiny proportion of the total advertising spend. 
Official industry figures across the UK as a whole show that total ad spend in 2018 
amounted to £23.4bn. OOH accounts for just £1.1bn of this total, equivalent to just 5%, 
with the overwhelming majority of spend on social/digital media (57%) and TV (20%).  
 
However, the outdoor advertising sector makes a significant economic contribution to UK 
plc. A PwC report dated January 2019 on UK OOH sector shows that we create benefits 
for society in three areas: 
 

• Directly employing 2700 jobs and indirectly supporting a further 1800 jobs 
• Investing £105m to install and maintain public infrastructure such as bus 

shelters, phone boxes, public wi-fi services, LED lighting etc 
• Paying £235m to public authorities in business rates and rent/revenue 

shares which is re-invested into public services 
• Donating over £15m to support charities and local communities 

 
Wales 
In Wales too, the sector makes a much wider economic and social contribution than is 
often commonly understood, returning around £18m a year to the Welsh economy to 
invest in public services. Any reduction in the overall revenues of the industry, will 
necessarily have a detrimental impact on these public services or require the public to 
shoulder the burden.  
 
This can be split into three key areas: 
 
1.   Investment in public infrastructure 
Installation and maintenance of public infrastructure (such as, bus shelters and phone 
boxes) is often the responsibility of OOH media companies. Beyond traditional 
maintenance, there is also the augmentation of existing sites to include better disabled 
access. In Wales, the OOH industry contributes approximately £3m per year to this end.  
To take just one example, one of our member companies, Clear Channel, have supplied 
and installed over 850 bus shelters at a cost of around £10m, and alone spend up to 
£750,000 cleaning and maintaining them. In total, our sector also pays approximately 
£6m in business rates and public rent combined, money reinvested into the provision of 
public services in Wales. 
 
2. Broader contribution to the economy 
The OOH sector supports hundreds of jobs in Wales, and distributes around £3.3m in 
salaries in total. As well as contributions directly to the public purse, it pays c.£7m in rent 
and revenue share to private landlords, money often recirculated or invested into the 
local economy. 
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3. Supporting charities and communities 
To help charities and local community campaigns, the industry donates heavily 
discounted media space to give these causes greater exposure. In Wales, it also privately 
raises around £1m a year to give to charity and contributes an average of 300 staff hours 
a year. 
 
Over the past year, Clear Channel has supported MIND Wales and partnered with Wales 
Millennium Centre in Cardiff. They have also just launched a beach cleaning project in 
Swansea, employing local homeless people through a unique partnership with the YMCA. 
National charity partners, including Keep Britain Tidy and The Prince’s Trust have also 
been displayed throughout Wales. The approximate value of this advertising is £350k pa.  
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3. The issue of childhood obesity 

All the evidence shows that nearly a third of children aged 2 to 15 are overweight or 
obese and younger generations are becoming obese at earlier ages and staying obese for 
longer. Obesity rates are highest for children from the most deprived areas and the 
situation is getting worse.  
 
The out-of-home advertising sector recognises the seriousness and urgency of the issue 
of childhood obesity. But it’s also clear that childhood obesity is a complex problem with 
many different causes that will require complex solutions.  
 
In an independent 2014 report from McKinsey, portion control, reformulation of 
products, education by schools and parents were regarded as the most effective solutions 
to reduce childhood obesity. On the other hand, media restrictions were ranked as one of 
the least effective interventions. 
 
The recent Consultation paper “Introducing further advertising restrictions on TV and 
online for products high in fat, sugar and salt (HFSS)”, published by HM Government in 
March 2019, specifically excludes consideration of outdoor advertising because it does 
not believe that this is a major influencer of children’s choice.  It focusses instead on 
broadcast TV and online media, as the main sources of children’s media consumption. 
 
The public agrees. When people were asked what they felt caused childhood obesity, a 
YouGov representative poll of over 1200 adults gave the following three issues as the key 
contributors to childhood obesity: 
 

• lack of parental discipline (60%) 
• availability of high calorie foods (51%) 
• reduction of physical education in schools (34%) 
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No one, single solution is going to work. In particular, the evidence is clear that outdoor 
advertising bans and/or further restrictions are ineffective, unpopular, inconsistent and 
costly to public finances. 
 
Instead, of a confrontational, statutory approach, we favour a collaborative, voluntary 
approach. We believe that our industry has a positive role to play in delivering the kind of 
behavioural change that is needed to tackle the problem of childhood obesity at its roots. 
Further details about our approach can be found later in this response.  
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4. Adverse consequences of outdoor advertising restrictions – learning the 
lessons from London 

The consultation paper, ‘Healthy Weight: Healthy Wales - Our national ambitions to 
prevent and reduce obesity in Wales’ is extremely vague as to what the plans of the Welsh 
Government may be in relation to outdoor advertising.  
 
All the consultation paper states at paragraph ‘HE2. Limiting the promotion of unhealthy 
food’ is:  
 

“We want to utilise our powers in Wales by limiting the use of advertising and 
promotion of unhealthy food in public places.” 

 
It is unclear from this statement what the parameters of any ‘limitation’ would be: a 
complete or partial ban on certain products (if so, which?); a ban on certain brands 
(again, if so, which?); restrictions on timings of certain promotions/advertisements; 
restrictions on the geography of certain promotions/advertisements; restrictions on 
directional advertising etc.  
 
Nor is it clear what the Welsh Government regards as “unhealthy food.” This, in itself, is 
an extremely subjective topic as this illuminating blog and video from the Institute of 
Economic Affairs’ head of lifestyle economics, Christopher Snowdon explains1. 
 
It is not possible for Outsmart, or other stakeholders, to meaningfully respond to the 
consultation without a greater level of detail on the intent, basis and scope of the 
proposed limitations. 
 
However, on the basis that the proposal sought by the Welsh Government would be 
similar in scope and impact as that recently brought forward by the Mayor of London, our 
experience is that the ban will have a number of inadvertent, adverse consequences. 
These broadly fall into four areas: 
 

• The ban is ineffective 
• The ban is costly 
• The ban is unpopular 
• The ban is inconsistent 

 
Ineffective 
Quite simply, there is no evidence base to suggest that a ban on the outdoor advertising of 
“unhealthy food” works. No academic paper nor peer reviewed article proves a causal 
link between banning outdoor advertisements and a reduction in childhood obesity, the 
stated aim of this policy.  

                                                        
1 https://www.youtube.com/watch?v=Uyb-EwRacgo and https://iea.org.uk/media/public-being-misled-about-
the-clampdown-on-junk-food-says-new-iea-briefing/ 

https://www.youtube.com/watch?v=Uyb-EwRacgo
https://iea.org.uk/media/public-being-misled-about-the-clampdown-on-junk-food-says-new-iea-briefing/
https://iea.org.uk/media/public-being-misled-about-the-clampdown-on-junk-food-says-new-iea-briefing/
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On the contrary, as referred to above, McKinsey’s 2014 study revealed that media 
restrictions were one of the least effective policy interventions.  
 
That’s even more the case in relation to out of home advertising media. Firstly, the 
Committee of Advertising Practice (CAP), the sister organisation of the Advertising 
Standards Authority and responsible for writing the Advertising Codes, recognises that 
OOH advertising is a public broadcast medium, directed at the general public. OOH does 
not target children. 
 
Secondly, outdoor advertising comprises only a tiny proportion of the total advertising 
spend. Industry figures across the UK as a whole show that total ad spend in 2018 
amounted to £23.4bn, but OOH accounts for just £1.1bn of the total, equivalent to just 5% 
with the overwhelming majority of spend on social/digital media (57.7%) and TV 
(19.9%).  
 
In the event of further limitations applying to OOH, most advertisers would likely 
redistribute the untargeted OOH marketing budget to other media.  
 
The UK Government’s Department of Health and Social Care and Department of Digital, 
Culture, Media and Sport have recently announced its own joint consultation plans for 
tackling childhood obesity which outlines a number of proposals aimed at restricting the 
advertising of HFSS products on television and online media which collectively accounts 
for 78% of advertising spend in the UK.  
 
We believe the Welsh Government must not act precipitously ahead of any measures 
introduced into law by the UK Government. It should take into account all relevant 
evidence from that process and any measures introduced in relation to Wales must 
complement nationwide initiatives introduced by the UK Government to ensure 
consistency and minimise displacement impact on our sector. 
 
Furthermore, to ensure the effectiveness and evidence-base of any proposal taken 
forward by the Welsh Government, there must be a proper impact assessment or piloting 
procedure that would allow the proposals to be informed by a thorough understanding of 
their potential effectiveness or the adverse impact they may have on businesses and the 
wider public interest. 
 
Costly 
It is important to remember that an advertising ban in OOH is not cost free to public 
authorities and the services they provide. Outsmart members that operate in partnership 
with public bodies share a significant proportion of the revenues generated from their 
activities, that is reinvested by local authorities in the transport infrastructure or to help 
keep fares low for local residents and commuters.  
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Based on our experience of the industry and the demand for OOH advertising in Wales, it 
would be highly unlikely that sites currently used by HFSS advertisers would simply be 
replaced by other categories of advertising. This would result in a knock-on effect on 
revenues for the Welsh Government and local authorities in the country as a whole, to the 
tune of millions of pounds over time.  
 
The significant loss of revenue for our members would inevitably result in cost saving 
measures, including a reduction in investment in and the renewal of, public 
infrastructure, as well as job losses for Wales. The OOH sector supports the employment 
of approximately 4500 people in the UK as a whole and a proportion of these jobs in 
Wales would be put at risk as a result of a wholesale ban.  
 
There would be a reduction in the revenue available for the investments made by our 
members that go to improving Wales’ public services and economy by:  
 

(a) supporting local job creation and investment through the installation, 
maintenance and cleaning of street furniture;  
(b) renewing thousands of bus shelters across Wales;  
(c) providing live bus timetable information at bus shelters;  
(d) unlocking public funds for other projects by reducing the need for 
governments to invest in street clutter reduction and giving back valuable 
pavement space through renewal projects; and  
(e) paying business rates that ensure OOH advertising sites make an ongoing 
financial contribution to the local area.  

 
Our members are clear that the impact of a comprehensive ban will prevent them from 
being able to commit in the future to many of the above investments that are currently 
included in their contracts and have significant benefits for Welsh people. We consider 
that, as a result, a blunt wholesale ban would have a net economic detriment to the public 
interest in Wales and on Welsh local authorities who are already cash-strapped. 
 
By way of example, the advertising ban in London has been estimated to cost £35mn that 
could otherwise have been invested in keeping fares low or directly in the transport 
infrastructure.  
 
Alternatively, £35mn would have provided significant funding for anti-obesity 
programmes like promoting physical activity in schools or providing better nutritional 
advice to kids, that are actually known to work such as: 
 

1. Provided over £1million for each London borough to spend on healthy 
living projects. 

2. Funded a breakfast club in every London primary school for three years. 
3. Paid for over 1000 additional PE teachers in London.  
4. Paid for two nutritionists for every single secondary school in London.  
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5. Funded a year’s worth of breakfast for every child on free school meals in 
London.   

6. Paid for a year’s worth of swimming lessons for every London secondary 
school pupil on free school meals.  

7. Funded a brand-new sports hall for each of London’s 32 boroughs. 
8. Funded over 30 outdoor gyms for every London Borough.  
9. More than quadrupled the budget of the Mayor’s community sport ‘Sports 

Unite’ programme. 
10. Funded over 11million Healthy Start Vouchers for the very poorest pupils 

in London. 
 
Unpopular 
Whilst it might seem obvious from headline polling that advertising bans command some 
public support, once the public realise that they are not cost free and will have damaging 
consequences to local public services, opinion quickly and substantially shifts against 
them. 
 
For example, when asked in a November 2018 YouGov poll, if they would support a ban if 
there was a possibility that fares may rise as a result, 62% of Londoners said they would 
oppose it, with just 21% in support – a ratio of almost 3:1 against the ban. Similarly, 49% 
opposed the ban (against 31% who supported it) if it slowed down the rollout of live bus 
timetables on shelters. And 46% oppose it (33% support) if it led to less improvement in 
the public realm around bus stops. 
 
In addition, the ban in London has prompted much media scrutiny, a significant amount 
of which has been negative. The media coverage has generated a lot of articles 
questioning the effect of the ban as well as the uncertainty, confusion and complexity that 
it generated. Just to list a few examples: 
 
 

• The Sun: questions over Sadiq Khan’s priorities as he fails to control knife 
crime epidemic but bans unhealthy food ads from the Tube2 

• The Telegraph: argument that the imposition of endless bans is 
infantilising responsible citizens3 

• Evening Standard: surprise that adverts for butter, olive oil, pesto and soy 
sauce would also be banned under TfL proposals to combat childhood 
obesity.4 

• City AM: criticism of the ban costing a cash-strapped Transport for London 
(TfL) meaning less money for infrastructure upgrades5 

                                                        
2 https://www.thesun.co.uk/news/8569227/sadiq-khan-fails-control-knife-crime-unhealthy-food-ads/      
3 https://www.telegraph.co.uk/politics/2019/03/10/imposition-endless-bans-infantilising-responsible-citizens/     
4 https://www.standard.co.uk/news/transport/ads-for-butter-olive-oil-and-pesto-could-face-tube-ban-in-war-
on-junk-food-a4032991.html  
5 http://www.cityam.com/273733/critics-hit-out-sadiq-khans-blunt-junk-food-advertising-ban  

https://www.thesun.co.uk/news/8569227/sadiq-khan-fails-control-knife-crime-unhealthy-food-ads/
https://www.telegraph.co.uk/politics/2019/03/10/imposition-endless-bans-infantilising-responsible-citizens/
https://www.standard.co.uk/news/transport/ads-for-butter-olive-oil-and-pesto-could-face-tube-ban-in-war-on-junk-food-a4032991.html
https://www.standard.co.uk/news/transport/ads-for-butter-olive-oil-and-pesto-could-face-tube-ban-in-war-on-junk-food-a4032991.html
http://www.cityam.com/273733/critics-hit-out-sadiq-khans-blunt-junk-food-advertising-ban
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• Guido Fawkes: 
- Criticises HM Government childhood obesity strategy for classifying 

foods recommended by the NHS as healthy alternatives as ‘junk 
food’6 

- Describes decision to ban adverts for mince pies, Christmas 
puddings and MacMillan coffee mornings, on TfL as ‘knee-jerk.’7  

- Discusses costs of the ban relative to effectiveness, calling it 
‘Expensive, ineffective, and virtue signalling.’8 

 
Inconsistent 
The implementation of the London ban has been poorly thought out, creating uncertainty, 
confusion and complexity. This has left Londoners bewildered and cost companies in 
terms of time, money and resources. We urge the Welsh Government to implement a 
different approach to that adopted in London. 
 
The “junk food” ban in London has seen family staples like butter, cheese and jam banned. 
One poster that has been banned was for online food delivery company, Farmdrop9, 
whose tagline is 'fresher, fairer groceries delivered to your door'. It featured a family 
gathered around a kitchen island with an array of fresh goods in front of them, but was 
forced to remove bacon, butter and jam because these foods are apparently not healthy 
enough for the public to see. The ad required cropping three times before it was allowed, 
despite it clearly not targeting children. 
 

                                                        
6 https://order-order.com/2019/03/07/government-cracking-food-describes-healthy/  
7 https://order-order.com/2018/12/20/scrooge-sadiq-banning-tube-ads-christmas-treats/  
8 https://order-order.com/2018/11/22/censoring-sadiq-strikes/  
9 https://www.dailymail.co.uk/news/article-6775723/Online-supermarket-forced-remove-bacon-butter-jam-
Tube-advert.html ; https://www.telegraph.co.uk/health-fitness/body/junked-food-eggs-butter-shouldnt-
banned-adverts/      

https://order-order.com/2019/03/07/government-cracking-food-describes-healthy/
https://order-order.com/2018/12/20/scrooge-sadiq-banning-tube-ads-christmas-treats/
https://order-order.com/2018/11/22/censoring-sadiq-strikes/
https://www.dailymail.co.uk/news/article-6775723/Online-supermarket-forced-remove-bacon-butter-jam-Tube-advert.html
https://www.dailymail.co.uk/news/article-6775723/Online-supermarket-forced-remove-bacon-butter-jam-Tube-advert.html
https://www.telegraph.co.uk/health-fitness/body/junked-food-eggs-butter-shouldnt-banned-adverts/
https://www.telegraph.co.uk/health-fitness/body/junked-food-eggs-butter-shouldnt-banned-adverts/
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On the other hand, TfL has continued to allow the advertising of some mayo chicken 
burgers, nuggets and fries on the tube network, as these are compliant under the Nutrient 
Profiling Model on which the ban is based but butter, cheese and jam are not. This 
appears to defy common sense, and we address how we believe a more sensible system 
could be implemented in Section 6 below (Children’s Unhealthy Food Preferences). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
A further inconsistency has been that whilst advertisements for “unhealthy food” on the 
London travel network have been banned, TfL has continued to allow and profit from 
vendors at public transport hubs selling precisely the same food products that they have 
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banned from advertising. The BBC has reported criticism that the policy of the ban was 
ill-thought-through as it allows for doughnuts to still be sold openly on London 
underground despite the ban coming into force.10 
 

 
 

Finally, in London, TfL continues to make revenue from the distribution of free 
magazines, newspapers and other media on its property who remain at liberty to 
advertise whatever food and drink products they choose. On the very day the ban was 
introduced, one free newspaper contained a dozen different advertisements which would 
have been banned on poster sites on the network. 
 
 
 

  

                                                        
10 https://youtu.be/X-iLG8QHTq4  

https://youtu.be/X-iLG8QHTq4
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5. An evidence-based approach 
 
 
“I look forward to hearing from partners about how we can ensure that we deliver 
measures that are co-produced with communities and that are scalable, evidenced 
based and evaluated on an ongoing basis to drive the continuous improvement we 
know we need to see.”  
Vaughan Gething AM, National Assembly for Wales – Plenary (29/01/2019) 

 
We welcome the open, consultative approach of the Public Health Minister, Vaughan 
Gething AM, and we agree about the absolute need for an evidence-based approach to 
policymaking and ongoing evaluation. It is clear that there is no evidence whatsoever that 
banning outdoor advertising of “unhealthy food” will reduce childhood obesity, and it 
comes at a hefty financial cost to public services.  
 
Instead, we want to work in collaboration with public health Ministers and officials in 
Wales to identify and assess workable effective evidence-based options that are actually 
known to work, and do not have a cost on the public purse.  
 
There are a range of more effective options open, on which the industry is keen to work 
alongside public authorities in Wales to deliver a wider-reaching and high-impact healthy 
living campaign, that harnesses the power of outdoor advertising to improve public 
education and awareness of nutrition and exercise. These would provide lasting 
behavioural change that is key to tackling the root causes of obesity in Wales and 
elsewhere. 
 
Our approach is also consistent with research and the proven experience of public health 
interventions elsewhere in the UK and wider world, that demonstrate the need to take a 
holistic approach, including, for example, directly addressing the strong link between 
public education and childhood obesity.  
 
For example, one of our members, JCDecaux, has been working in partnership with 
advertisers and the London Borough of Lewisham, as part of the UK Government’s 
Trailblazer programme, to devise a pilot scheme in the Borough of measures designed to 
tackle childhood obesity through positive messaging. The data obtained from this trial 
would inform the policy choices made by the Council. We consider this approach to be 
essential to ensuring that the effectiveness and adverse impact of different measures are 
properly understood before the introduction of any permanent intervention. 
 
This type of programme has worked successfully overseas. One of the most widely cited 
examples is the Dutch city of Amsterdam where authorities introduced a whole system 
approach that included:  
 

✓ investment in healthy living education campaigns; 
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✓ dietary advice;  
✓ exercise and sporting activities for kids.  

The data showed a 12% reduction in childhood obesity rates between 2012-15.  
We believe there is an appetite for such a partnership approach here too. When asked in 
a YouGov poll, respondents were split about the effectiveness of blunt ad ban in reducing 
childhood obesity. Other interventions, however, were seen to be much more effective 
such as:  

✓ opportunities for kids to engage in physical activity (77% effective to 14% 
ineffective);  

✓ nutritional education in schools (68% to 22%);  
✓ a healthy living campaign programme designed together by industry and 

Government (47% to 37%). 

Learning from this, we have worked together as a sector to create an evidence-based 
Collaborative Model which has been at the core of notable successful anti-obesity 
campaigns around the world, such as in Amsterdam. 
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6. Outsmart’s collaborative model 

We believe that the power of advertising should be harnessed to promote healthy choices 
for kids as the centrepiece of our Collaborative Model, with business and public 
authorities working together in partnership to tackle the problem.  
 
Our proposal to public authorities in Wales who want to work with us is to donate free of 
charge, unsold space on our digital estate to marketing campaigns in their area that 
promote healthy lifestyles, nutritional advice or increased physical activity for kids. 
Outdoor advertising has a long history of successfully informing and educating people of 
public health issues: 
 

 
 
Our Collaborative Model could be put to use to help promote a major national campaign 
across the whole of Wales or to amplify local initiatives to reduce obesity, or a 
combination of the two depending on authorities own specific priorities. The use of 
healthy living campaigns was an important pillar of Amsterdam’s successful strategy.  
 
The value of this space would be very significant with impact throughout the whole 
Principality.  The beauty of this approach is not simply the scale of the offer, but it is a 
proven technique to reduce childhood obesity that is popular with voters and does not 
damage public services that have already felt the impact of many long years of austerity.   
  
Other measures 
In addition to voluntarily donating significant advertising space to partner authorities 
who want to work alongside us, we would be happy to discuss a wider package of other 
measures with relevant authorities, that could help tackle the problem at either a 
national or local level.  
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These could include: 
 
• Outsmart members voluntarily adopt additional advertising guidelines on 
children’s food preferences  
The Nutrient Profiling Model is widely used to assess the nutritional value of food and 
drinks, but as we note in Section 4, it is not fit for purpose when it comes to deciding what 
products should face advertising restrictions to children as it rules out family staples like 
butter, pasta and jam as well as adult food choices such as pesto, olive oil and soy sauce. 
We propose working with an independent, respected nutritionist to refine the model into 
‘Children’s Unhealthy Food Preferences’ (CUFP) to capture unhealthy kids’ foods, but 
exclude other products that are demonstrably neither ‘junk food’ nor have an appeal to 
kids. 
 
• Imposing advertising restrictions on multi-buy HFSS promotions  
There is a strong body of evidence to suggest that price promotions – both temporary 
price reductions and multi-buy type promotions – increase the volume of food or drink 
purchased. The Scottish Government, for example, is already looking at restricting multi-
buy promotions at the point of sale. We would be prepared to look at extending that in 
Wales by introducing voluntary measures to restrict all similar advertisement of 
unhealthy kids’ foods across our whole estate in the Principality.  
 
• Extending the “schools exclusion zone”  
Outsmart has already been on the front foot in restricting HFSS advertising close to 
schools. In July 2017, we voluntarily prohibited the advertising of such products from 
being placed on static Out of Home sites within 100 metres of school boundaries. This 
impacts over 700 sites in Wales, or 11% of the total. To underscore our ongoing 
commitment to protecting young people from the marketing of unhealthy kids’ products, 
we would look at doubling this exclusion zone to 200m in Wales which would increase 
the number of sites covered by over 1000, or 27% of the total in the country. 
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• Promoting a healthy lifestyle tagline message on food advertising copy  
As well as further voluntary restrictions, a whole systems approach to tackling obesity 
must be underpinned by appropriate education. This was fundamental to the ‘Amsterdam 
model’ which was shown to have a successful impact on rates of childhood obesity in that 
City. We want to take the initiative and work with advertisers through their trade body, 
ISBA to formulate a responsibility message to appear on all “unhealthy kids products” 
and link to the sector’s campaign on promoting healthy lifestyle, along the lines of: ‘Enjoy 
responsibly as part of a balanced diet and active lifestyle.’ 
 
This package of measures in our Collaborative Model represent our member consensus 
and are manifested by our strong desire to play an active role in tackling the issue of 
childhood obesity at its root. The effectiveness of actions outlined above are based on 
solid evidence. We are therefore confident that they will promote and deliver the 
behavioural change in Wales required to tackle childhood obesity effectively and thus 
setting an example for the rest of the UK. 
 
To be clear, however, should the Welsh Government push ahead with an unproven and 
costly statutory ban this would prevent our members from having the commercial ability 
to commit to the above voluntary investments that would make a real difference to kids’ 
health in Wales. 
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7. Conclusion 

 
The out-of-home advertising sector recognises the seriousness and urgency of the issue 
of childhood obesity. But it’s also clear that childhood obesity is a complex problem with 
many different causes that will require complex solutions.  
 
Despite the fact that our sector represents just a small fraction of the total advertising 
market spend in the Wales, we strongly believe we can be very much part of the solution 
to childhood obesity, not be seen as part of the problem.  
 
It’s clear that a statutory outdoor advertising ban, along the lines of the experience in 
London, will be costly, unpopular and most importantly of all, ineffective at reducing 
childhood obesity in Wales. 
 
But there is a better, more effective way forward. That’s why we created our 
Collaborative Model to work in partnership with public authorities to harness the power 
of advertising for healthier kids’ lives.  
 
Our proactive solutions mirror the body of evidence on childhood obesity, supporting a 
whole systems approach, which is proven to work and is also in line with public opinion.  
Our approach is beneficial not only because it is capable of delivering the much-needed 
behavioural change, but it would also have no negative economic impact on hard-pressed 
local authorities throughout Wales. 
 
We would welcome the opportunity to meet with you to discuss the implementation of 
our approach in Wales and to further the important objectives and priorities set out by 
the Welsh Government. 
 
 


