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Children constitute one of the most impressionable and vulnerable 

audiences in the consumer market, uniquely susceptible to the 

influence of advertising. Over the last two decades, the nexus between 

advertising and nutrition has become a subject of global concern, as 

corporations increasingly target children with marketing campaigns 

that promote high-calorie, low-nutrient foods. This paper examines the 

ethical boundaries of marketing to children, interrogating whether such 

advertising practices are compatible with principles of fairness, 

responsibility, and child protection. Drawing upon social learning 

theory, cultivation theory, and stakeholder theory, the study explores 

how advertising messages not only inform but actively construct 

children’s dietary preferences, normalizing unhealthy consumption 

patterns and embedding brand loyalty from an early age. Using a 

doctrinal and thematic research design, the paper analyzes regulatory 

frameworks, industry codes of conduct, and case studies from India, 

the UK, and the US. Findings reveal that while advertising contributes 

to shaping nutrition-related behaviors, it often does so in ethically 

questionable ways, exploiting children’s cognitive vulnerabilities and 

widening socio-economic inequalities. The analysis highlights the 

tension between corporate profitability and public health, 

demonstrating that current self-regulatory measures are insufficient to 

safeguard children’s interests. The paper concludes that marketing to 
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children demands clearer ethical boundaries, reinforced by stricter 

regulations, parental media literacy, and corporate accountability 

mechanisms. By reframing advertising as both a moral and public 

health issue, the research underscores the urgent need for multi-

stakeholder collaboration to protect children’s rights and promote 

equitable nutritional futures. 

Introduction 

1.1 Background: 

The relationship between advertising and nutrition has emerged as one of the most pressing concerns in 

public health, communication studies, and marketing ethics. Children today are surrounded by an 

advertising environment that is far more pervasive and persuasive than in previous generations. 

Television, digital media, gaming platforms, and even educational apps have become channels for 

marketing foods and beverages, the majority of which are high in sugar, salt, and fat (HFSS). According 

to global surveys, children are exposed to thousands of food-related advertisements annually, with more 

than 80% promoting nutritionally poor products (Harris & Graff, 2012; Obesity Evidence Hub, 2024). 

Unlike adults, children lack the developmental capacity to understand persuasive intent. Drawing from 

Piaget’s stages of cognitive development, children under 12 years often fail to differentiate 

entertainment content from marketing messages (Livingstone & Helsper, 2006). This vulnerability 

enables marketers to employ powerful tactics such as cartoon mascots, jingles, celebrity endorsements, 

and toy bundling, which create emotional attachments and condition food preferences. Consequently, 

advertising does not merely present nutritional options—it constructs dietary norms that shape children’s 

lifelong food habits. The result is a troubling paradox. While advertising is a legitimate commercial 

activity and an expression of market freedom, when directed at children, it raises profound ethical 

questions. Should corporations be allowed to exploit the vulnerabilities of children for profit? Where 

should the line be drawn between legitimate promotion and manipulative persuasion? These questions 

define the ethical boundaries of marketing to children, making the nexus between advertising and 

nutrition both a public health issue and a moral dilemma. 

1.2 Problem Statement 
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The nexus of advertising and nutrition reveals a systemic problem: marketing strategies that 

aggressively target children undermine public health and erode ethical responsibility. Evidence 

demonstrates that exposure to just five minutes of junk food advertising can increase children’s 

caloric intake by up to 130 calories daily (The Guardian, 2025). Over weeks and months, this 

additional intake contributes to childhood obesity, type-2 diabetes, and long-term cardiovascular risks. 

Compounding this health burden is the issue of equity. Research shows that children from lower-income 

families face higher exposure to unhealthy food advertisements and have fewer resources to counter 

their influence (BMC Public Health, 2023). This exacerbates nutritional inequalities and entrenches 

socio-economic health disparities. Despite these consequences, regulatory frameworks remain weak or 

inconsistently enforced. For instance, while the UK has introduced a 9 p.m. watershed ban on junk food 

advertising, countries like India still rely heavily on self-regulation and voluntary codes (Kaur & Singh, 

2021). These gaps allow corporations to exploit legal loopholes, ensuring that marketing to children 

continues largely unchecked. Thus, the central problem addressed by this study is not simply that 

advertising influences nutrition, but that it often does so in ethically questionable ways, exploiting 

children’s vulnerabilities while prioritizing profits over public health. 

1.3 Research Rationale 

1. Public Health Concern: Rising childhood obesity rates have made advertising to children a 

critical determinant of global health outcomes. Understanding this nexus is essential for 

designing interventions that protect children’s well-being. 

2. Ethical Responsibility: Advertising to vulnerable audiences tests the moral limits of corporate 

behavior. By interrogating these ethical boundaries, the study contributes to debates on 

responsible marketing. 

3. Policy Relevance: Regulatory frameworks are inconsistent and often inadequate. This research 

provides evidence to inform stronger, ethically grounded policies to safeguard children from 

manipulative marketing. 

1.4 Theoretical Framework 

 Social Learning Theory (Bandura, 1977): Explains how children imitate behaviors modeled in 

advertising, especially when rewards and positive emotions are attached to food. 
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 Cultivation Theory (Gerbner, 1998): Argues that repeated exposure to media content cultivates 

a worldview in which unhealthy eating is normalized. 

 Stakeholder Theory (Freeman, 1984): Highlights the ethical obligation of corporations to 

balance shareholder interests with the rights and health of children, parents, and society. 

1.5 Research Objectives 

1. To examine how advertising constructs children’s dietary preferences and nutritional habits. 

2. To analyze the ethical implications of marketing to vulnerable child audiences. 

3. To assess the adequacy of regulatory and self-regulatory frameworks in protecting children. 

4. To propose guidelines for ethically responsible advertising practices that balance profitability 

with public health. 

1.6 Research Questions 

1. How does advertising influence children’s nutrition-related choices and behaviors? 

2. What ethical boundaries are crossed when marketing targets children? 

3. How do socio-economic differences affect children’s vulnerability to food advertising? 

4. What regulatory, educational, or corporate measures can ensure ethically responsible advertising 

to children? 

1.7 Significance of the Study 

 Academic Contribution: Extends communication, marketing, and public health scholarship by 

analyzing advertising through an ethical lens, rather than focusing solely on behavioral 

outcomes. 

 Practical Contribution: Provides tools for parents, educators, and NGOs to critically engage 

with advertising and build children’s media literacy. 

 Policy Contribution: Offers evidence-based recommendations for policymakers to frame child-

centered advertising laws that prioritize ethics over profit. 

1.8 Structure of the Paper 
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 The literature review surveys scholarship on advertising’s impact on children’s nutrition and 

the ethical critiques of marketing practices. 

 The methodology outlines the doctrinal and thematic approach adopted. 

 The analysis and discussion apply theoretical frameworks and case studies to examine ethical 

breaches in food advertising. 

 The findings synthesize key insights, while the recommendations propose actionable strategies 

for stakeholders. 

 The paper concludes by reaffirming the need for clear ethical boundaries in advertising to 

children and calling for stronger protections in policy and practice. 

Literature Review 

Children represent one of the most vulnerable consumer groups due to their limited ability to critically 

evaluate commercial messages. Developmental psychology highlights that child below the age of twelve 

lack the cognitive maturity to fully understand persuasive intent. Piaget’s stages of cognitive 

development emphasize that in the pre-operational and concrete operational stages, children rely on 

visuals, sounds, and narratives rather than logical reasoning (Livingstone & Helsper, 2006). This 

vulnerability is systematically exploited by advertisers through bright colors, jingles, cartoon mascots, 

and celebrity endorsements.  Research indicates that children exposed to cartoon-endorsed products 

not only prefer those items but also perceive them as tasting better compared to identical unbranded 

alternatives (Roberto et al., 2010). Thus, advertising does not simply provide information—it reshapes 

taste perceptions and nutritional decisions. From an ethical standpoint, this practice raises questions 

of fairness and manipulation. Scholars like Nairn and Fine (2008) argue that exploiting cognitive 

immaturity crosses ethical boundaries because it undermines the autonomy of child consumers. 

The World Health Organization (2022) recognizes food marketing as a leading contributor to rising 

childhood obesity worldwide. Obesity in turn escalates risks of type-2 diabetes, hypertension, and 

cardiovascular disease. The nutritional consequences are thus not short-lived but lifelong, embedding 

advertising firmly within the domain of public health ethics. Children are bombarded with food-related 

advertisements across media. In the US, they see over 4,000 food ads annually, 80% of which promote 

high-calorie, low-nutrient foods (Harris & Graff, 2012). In Australia, children aged 5–8 encounter more 

than 827 unhealthy food ads each year (Obesity Evidence Hub, 2024). In India, television remains a 

dominant medium, with children watching three to four hours daily, during which food advertising 
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accounts for 20–25% of commercial airtime (Kaur & Singh, 2021). Empirical research confirms the 

immediate effects of advertising exposure. A 2025 study found that five minutes of junk food 

advertising increased caloric intake by 130 calories per day (The Guardian, 2025). Meta-analyses 

further demonstrate that food advertising contributes to increased consumption of unhealthy foods, 

reduced preference for fruits and vegetables, and higher obesity prevalence (Boyland & Whalen, 

2015). 

Persuasive Strategies and Ethical Concerns: Cartoon characters such as Tony the Tiger or Ronald 

McDonald create strong emotional ties between children and unhealthy foods. By fostering parasocial 

relationships, these mascots manipulate children’s trust, raising ethical issues of exploitation of 

innocence (Boyland et al., 2016). Celebrities, especially athletes and film stars, are used to endorse 

snacks and sugary drinks. Dixon et al. (2014) showed that celebrity endorsements significantly increased 

children’s preference for unhealthy foods. The ethical critique here is that role models are leveraged to 

normalize unhealthy dietary practices. McDonald’s Happy Meals demonstrate how toys and rewards 

condition children to associate junk food with happiness. According to conditioning theory, repeated 

pairings of fast food and rewards reinforce positive taste perceptions (Story & French, 2004). This raises 

ethical questions about deliberately engineering dependencies in vulnerable consumers. 

Advertising frequently equates junk food with friendship, fun, and social belonging. These appeals 

exploit children’s developmental need for peer acceptance, embedding food consumption into identity 

formation. From an ethical perspective, this manipulates social vulnerabilities to drive consumption. 

Television advertising influences not just children but also household purchasing patterns through 

pester power—children pressuring parents to buy advertised products. Research reveals that children’s 

requests significantly increase snack and fast-food purchases (Cairns et al., 2013).  

In India, busy working parents often yield to children’s requests, further entrenching unhealthy products 

into family diets (Kaur & Singh, 2021). This indirect influence magnifies the ethical dilemma: 

advertising aimed at children ends up reshaping household consumption, effectively bypassing 

parental autonomy. Face greater exposure to unhealthy food advertising and have fewer resources to 

resist it. A Spanish study found that children from lower socio-economic groups faced nearly double the 

exposure to junk food ads compared to wealthier peers (BMC Public Health, 2023). Limited food 

budgets make them more likely to purchase affordable but unhealthy options. While better positioned to 

resist pester power, children in affluent households still develop. 
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Brand loyalty and cultural attachments through Bandura (1977) explains how children imitate 

behaviors seen in media. When advertisements present junk food as fun and rewarding, children 

replicate those choices. Ethically, this demonstrates how marketers intentionally leverage psychological 

learning mechanisms to influence vulnerable audiences. Gerbner (1998) argues that prolonged television 

exposure cultivates perceptions of reality. Continuous exposure to junk food ads fosters a worldview in 

which unhealthy eating is normalized. This cultivation of unhealthy norms raises ethical questions of 

responsibility. Freeman (1984) emphasizes that corporations must balance shareholder interests with 

responsibilities to all stakeholders, including children, parents, regulators, and society. Advertising that 

harms children breaches this trust, violating ethical boundaries of corporate conduct. Corporate self-

regulatory frameworks such as the  

Children’s Food and Beverage Advertising Initiative (CFBAI, US) and India’s Advertising 

Standards Council of India (ASCI) claim to restrict harmful advertising. However, scholars argue that 

self-regulation largely amounts to “fox guarding the henhouse”—symbolic compliance with little 

practical effect (Montgomery et al., 2023). While regulation is necessary, ethical responsibility extends 

beyond compliance. Corporations must ask: Is it fair to target vulnerable children, even if legal? This 

question lies at the heart of the ethical boundaries in marketing. While substantial research links 

advertising with childhood obesity, fewer studies focus explicitly on the ethical dimensions of these 

practices. Key gaps include: 

1. Limited exploration of how advertising crosses ethical lines in manipulating child psychology. 

2. Lack of cross-cultural comparative studies assessing ethical frameworks globally. 

3. Insufficient focus on the role of parents, schools, and communities in setting ethical boundaries. 

Research Methodology 

Research Design - This study adopts a qualitative, doctrinal, and thematic research design. The aim 

is not to generate primary statistical data but to critically analyze the ethical boundaries of marketing 

to children through existing empirical research, regulatory frameworks, and case studies. 

 Doctrinal Analysis: Examines statutory provisions, judicial precedents, and regulatory 

guidelines governing advertising directed at children. 
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 Thematic Content Analysis: Synthesizes peer-reviewed studies, reports, and campaigns to 

identify recurring themes, such as exploitation of cognitive immaturity, pester power, and ethical 

dilemmas. 

 Case Study Method: Analyzes prominent examples (e.g., McDonald’s Happy Meals, Kellogg’s 

cereals, Nestlé’s noodles in India, PepsiCo’s school-based promotions) to illustrate how 

advertising practices intersect with nutritional outcomes and ethical concerns. 

Nature of the Study 

 Exploratory: Examines underexplored dimensions of ethical responsibility in advertising to 

children. 

 Descriptive: Documents how advertising shapes children’s nutrition-related choices across 

contexts. 

 Analytical: Evaluates these practices against ethical frameworks and public health outcomes. 

Primary Sources 

 Statutory texts: Consumer Protection Act, 2019, FSSAI Advertising & Claims Regulations, 2018. 

 WHO and UN policy documents? 

 Regulatory guidelines (UK 2023 watershed ban, ASCI codes). 

Secondary Sources 

 Peer-reviewed journals (public health, psychology, marketing ethics). 

 Reports from WHO, UNICEF, Obesity Evidence Hub, Deloitte. 

 Investigative journalism on advertising controversies. 

Analysis and Discussion 

Children occupy a special position in the marketplace because of their limited cognitive ability to 

evaluate commercial intent. Research shows that children below the age of twelve often fail to recognize 

advertising as persuasion (Livingstone & Helsper, 2006). Social Learning Theory (Bandura, 1977) 

explains that they learn through imitation, and when food advertisements depict consumption as fun or 

rewarding, children internalize these cues. Advertisers deliberately exploit this vulnerability through 
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colorful mascots, jingles, and endorsements, raising ethical concerns about manipulation. From an 

ethical perspective, treating children as rational decision-makers equal to adults is misleading. Their 

incapacity to critically assess advertising establishes a strong moral case for special protections against 

exploitative marketing. 

Immediate Nutritional Impact of Advertising 

Empirical studies consistently show that advertising has a direct impact on dietary choices. A multi-

country study found that just five minutes of junk food advertising increased caloric intake among 

children by 130 calories per day (The Guardian, 2025). In Australia, children aged 5–8 are exposed to 

over 827 unhealthy food ads annually (Obesity Evidence Hub, 2024). Ethical concerns arise because 

these campaigns rarely highlight the nutritional consequences of products. Instead, they promote high-

fat, sugar, and salt (HFSS) foods, conditioning children to view them as normal dietary options. By 

failing to provide balanced information—or by disguising harmful products as fun—advertisers cross 

the line from persuasion to exploitation of nutritional ignorance. 

Pester Power and Household Nutrition 

Advertising’s influence extends beyond individual children into family decision-making. Studies 

confirm that children’s requests significantly affect snack and fast-food purchases (Cairns et al., 2013). 

In India, busy urban parents frequently yield to such requests, embedding junk food into household diets 

(Kaur & Singh, 2021). From an ethical perspective, advertisers effectively bypass parental autonomy by 

using children as conduits to shape household consumption. This indirect manipulation challenges the 

fairness of targeting strategies, as parents are coerced into purchases by campaigns designed to intensify 

pester power. 

Socio-Economic Inequities in Advertising’s Impact 

The consequences of child-targeted advertising are unequally distributed. Ethically, this raises issues 

of justice and equity. Advertising practices deepen socio-economic divides by disproportionately 

harming vulnerable groups, turning nutrition into a matter of inequality as well as health. 
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 Lower-income families: Children face greater exposure due to higher television consumption 

and lower parental media literacy (BMC Public Health, 2023). Limited resources push families 

toward cheaper, advertised foods, exacerbating nutritional inequalities. 

 Higher-income families: Though better equipped to resist, children still develop strong brand 

loyalty through advertising (Harris & Graff, 2012). 

Synthesis - This discussion establishes that advertising aimed at children is not merely a commercial act 

but an ethical issue with public health consequences. Case studies confirm that corporations routinely 

cross ethical boundaries by exploiting children’s vulnerabilities, fostering unhealthy diets, and widening 

inequalities. Ethical theories reinforce that protecting children requires a multi-stakeholder response, 

combining regulation, corporate accountability, and educational interventions. 

Findings 

The analysis of advertising practices, theoretical frameworks, and case studies reveals that the nexus of 

advertising and nutrition is fraught with ethical dilemmas. While advertising is a legitimate form of 

business communication, its influence on children extends beyond persuasion into the realm of 

manipulation, reshaping dietary preferences and creating long-term public health risks. Six key findings 

summarize how advertising to children crosses ethical boundaries and demands urgent intervention. 

Advertising Directly Alters Nutritional Behaviors 

The evidence consistently demonstrates that advertising exposure has immediate effects on children’s 

eating habits. Advertising aimed at children goes beyond promoting choice—it creates consumption 

behaviors. By deliberately targeting children’s vulnerabilities, corporations cross ethical lines into 

manipulation. Studies confirm that even five minutes of junk food advertising increases caloric 

intake by about 130 calories per day (The Guardian, 2025). Television advertisements normalize 

consumption of foods high in sugar, salt, and fat, while marginalizing healthier alternatives (Boyland & 

Whalen, 2015).  

Persuasive Strategies Exploit Cognitive Immaturity Bottom of Form - The use of mascots, jingles, 

celebrities, and toy bundling demonstrates how advertisers exploit children’s inability to recognize 

persuasive intent. These strategies are designed to bypass rational decision-making, which children are 

not developmentally equipped to perform. This constitutes an unfair advantage for corporations and a 
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clear violation of ethical responsibility. Cartoon mascots like Tony the Tiger foster emotional bonds with 

products (Roberto et al., 2010). Celebrity endorsements exploit admiration for role models to normalize 

unhealthy eating (Dixon et al., 2014). Toy bundling in Happy Meals associates junk food with happiness 

(Story & French, 2004). 

Advertising Extends Influence through Pester Power 

The phenomenon of pester power highlights how advertising indirectly manipulates parental 

purchasing decisions. Research confirms that children’s requests significantly increase snack and fast-

food purchases (Cairns et al., 2013). In India, parents in nuclear families often yield to children’s 

demands, embedding junk food in household diets (Kaur & Singh, 2021). By using children as 

intermediaries to influence adults, advertisers circumvent parental authority. This indirect strategy 

blurs ethical boundaries by undermining parental autonomy in nutrition-related decisions. 

Socio-Economic Inequities Magnify Harm 

Advertising does not affect all children equally; its consequences are amplified among disadvantaged 

groups. Children from lower-income families are exposed to more unhealthy food ads and have fewer 

resources to counteract them (BMC Public Health, 2023). Limited budgets increase reliance on cheaper, 

heavily advertised processed foods, exacerbating nutritional inequality. Advertising perpetuates 

structural injustice by disproportionately harming children from vulnerable socio-economic groups. 

This violates the principle of equity and raises concerns of distributive justice. 

Long-Term Norms and Brand Loyalty Are Engineered 

Advertising not only influences immediate choices but also creates long-term consumer loyalty and 

dietary norms. Early exposure to branded foods creates enduring taste preferences (Lapierre et al., 

2011). Cultivation Theory (Gerbner, 1998) shows that sustained advertising fosters a worldview 

where junk food is normalized as an everyday diet. Corporations deliberately engineer lifetime 

consumers by targeting children early, locking them into unhealthy consumption patterns. This long-

term manipulation stretches far beyond acceptable ethical limits. 

Recommendations 
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The findings confirm that advertising to children has profound nutritional and ethical consequences. To 

protect vulnerable audiences, interventions must operate across families, schools, corporations, 

policymakers, and academia. These recommendations aim to establish clearer ethical boundaries, 

ensuring that advertising aligns with principles of fairness, responsibility, and child protection. Parents 

should develop critical awareness of persuasive advertising strategies. Workshops and NGO-led 

campaigns can train parents to explain manipulative tactics—such as cartoon characters and toy 

bundling—to children. Research shows that parental co-viewing helps children interpret advertisements 

more critically (Livingstone & Helsper, 2006). Parents should watch media alongside children and 

discuss nutritional content, reframing advertisements as teaching moments. Research shows that 

parental co-viewing helps children interpret advertisements more critically (Livingstone & Helsper, 

2006). Parents should watch media alongside children and discuss nutritional content, reframing 

advertisements as teaching moments. Rather than banning advertised products, parents can introduce 

nutritious alternatives presented in fun and attractive ways. For instance, fruit packaged creatively may 

counterbalance the appeal of junk food. The American Academy of Pediatrics recommends fewer than 

two hours of daily screen exposure for children under 12. Enforcing these limits directly reduces 

advertising exposure and strengthens ethical safeguards against manipulation. Most existing studies are 

Western-centric. Comparative research in India, Africa, and Latin America would provide insights 

into how cultural and economic contexts shape children’s responses to advertising. Researchers should 

assess the effectiveness of advertising bans, school policies, and parental mediation programs to identify 

best practices for reducing harm. Integrating communication, psychology, law, and ethics can yield 

comprehensive frameworks for evaluating marketing practices and guiding policy. 

Conclusion 

The relationship between advertising and nutrition is not simply commercial but profoundly ethical and 

social. This research has demonstrated that advertising to children is unlike advertising to adults: it 

targets an audience that is cognitively immature, emotionally impressionable, and socially 

dependent. By leveraging bright visuals, mascots, jingles, and endorsements, corporations deliberately 

influence children’s food preferences in ways that bypass rational judgment. While such strategies may 

be legal in many jurisdictions, they raise fundamental ethical concerns about fairness, responsibility, and 

harm. The first key conclusion is that advertising to children directly shapes nutrition-related 

behaviors. Empirical studies show that even minimal exposure to food advertising increases caloric 
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intake, normalizes the consumption of high-fat, sugar, and salt (HFSS) products, and fosters rejection of 

healthier alternatives. In this sense, advertising is not neutral—it constructs dietary norms and embeds 

unhealthy preferences from an early age. These findings confirm that the nexus of advertising and 

nutrition is a driver of public health crises such as childhood obesity, type-2 diabetes, and cardiovascular 

disease. That advertising crosses ethical boundaries by exploiting vulnerabilities. Children’s inability 

to recognize persuasive intent, combined with their need for peer acceptance and joy, makes them 

particularly susceptible. Advertising that associates junk food with friendship, fun, and rewards 

manipulates these vulnerabilities, raising ethical questions about autonomy and consent. When mascots 

or celebrities endorse nutritionally harmful products, they exploit trust relationships to engineer demand. 

Such practices are not merely persuasive—they are exploitative. Advertising extends its influence 

beyond individual children into household consumption patterns. The phenomenon of “pester power” 

illustrates how corporations deliberately position children as influencers of parental purchasing 

decisions. This undermines parental autonomy, effectively coercing adults into buying products to 

satisfy demands generated by advertising. The ethical issue here is that corporations manipulate not only 

children but also family dynamics, embedding unhealthy products into the domestic food environment. 

Children from low-income households are disproportionately exposed to unhealthy food advertising, 

have fewer parental or institutional buffers against its effects, and are more likely to consume cheaper, 

heavily advertised products. This deepens nutritional disparities between socio-economic groups, 

transforming food advertising into an issue of distributive justice. Ethical responsibility requires 

recognizing that advertising disproportionately harms the most vulnerable children, worsening both 

health and equity outcomes. Beyond short-term consumption, advertising fosters brand loyalty that lasts 

into adulthood. By cultivating lifelong consumers of unhealthy products, corporations lock children into 

consumption patterns with enduring health consequences. The use of Cultivation Theory confirms that 

sustained exposure to advertising creates a worldview in which junk food becomes normalized. From an 

ethical perspective, this represents deliberate engineering of dependency, raising concerns that extend 

far beyond immediate consumer choice. Finally, the study concludes that current regulatory and self-

regulatory frameworks are inadequate. While countries like the UK have introduced watershed bans 

on HFSS advertising, most jurisdictions, including India, rely on weak enforcement or voluntary codes 

that lack accountability. Industry self-regulation, such as the Children’s Food and Beverage Advertising 

Initiative (CFBAI), has proven ineffective in curbing manipulative practices. Ethical responsibility 

cannot be outsourced to corporate goodwill alone—it requires binding regulations, independent 

monitoring, and robust enforcement mechanisms. Taken together, these conclusions underscore that 
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advertising to children is not merely a marketing practice but a public health challenge and an ethical 

dilemma. Addressing it requires a multi-stakeholder approach. Parents must cultivate media literacy 

and limit exposure. Schools must act as commercial-free zones that prioritize nutrition and education 

over profit. Policymakers must enact and enforce stricter laws, ensuring that corporate interests do not 

override child health. Corporations must go beyond compliance to embrace ethical advertising codes, 

reformulate unhealthy products, and align marketing practices with social responsibility. Researchers 

must continue to evaluate interventions and expand evidence across diverse cultural contexts. The 

ethical boundary of marketing to children lies at the intersection of profit and protection. When profit 

is pursued at the expense of children’s well-being, advertising loses its legitimacy and becomes a form 

of exploitation. The findings of this research affirm that safeguarding children’s nutrition is both a 

public health imperative and a moral responsibility. Establishing and enforcing ethical boundaries in 

advertising is essential not only for protecting individual children but also for creating equitable and 

healthy societies. In conclusion, the nexus of advertising and nutrition reveals that corporations have a 

choice: to either exploit vulnerabilities for profit or to embrace responsibility and build long-term trust. 

Companies that choose the latter path will not only secure reputational capital but also contribute to 

healthier futures for generations of children. Ethical advertising is not a constraint on business—it is an 

opportunity to align marketing with the broader values of fairness, justice, and health. Protecting 

children from harmful advertising is therefore not optional; it is a collective moral duty that must guide 

the future of both marketing and nutrition. 
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