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2015 

2017 – 
First wave 
of YOPS 

2016 – Childhood 
Obesity, A Plan for 
Action: Chapter 1  

2019 – 
Second wave 
of YOPS 

2020 

 

 

2018 - 
 Soft Drinks Industry 
Levy introduced 

2018 – Childhood 
Obesity, A Plan for 
Action: Chapter 2  

2020 – Tackling 
obesity: Empowering 
adults and children to 
live healthier lives  
 

2019 – Prevention 
Green Paper (including 
Childhood Obesity Plan 
Chapter 3) 
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χ ϕ

* 

* 

* 

Notes: 
[1] Base = Those who provided a valid answer to each marketing activity in each YOPS wave; i.e. did not say ‘not sure’ [YOPS 2017] or ‘not sure 
if seen in past month’ [YOPS 2019]; [2] Percentages are weighted using cross-sectional weights; * Chi-square test statistically significant at 
p<0.05; Further breakdown of % and Chi-square tests reported in Table A3 in appendix.  
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Notes: 
O Indicates outlier 
* Indicates extreme outlier 
Δ Mann Whitney test was statistically significant between waves (p<0.05); 
Base = Those who provided a valid answer to each activity in each YOPS wave; i.e. did not say ‘not sure’ [YOPS 2017] or ‘not sure if seen in past month’ 
[YOPS 2019]; Breakdown of Mdn, IQR, and Mann Whitney Tests in Appendix Table A3  

Δ 

Δ Δ 

Δ 

Δ 

Es
ti

m
at

e
d

 a
w

ar
e

n
e

ss
 o

f 
H

FS
S 

m
ar

ke
ti

n
g 

in
 t

h
e

 p
as

t 
m

o
n

th
 

 



 

 19 

 

Notes: 
O Indicates outlier 
Base = Those who provided a valid answer all marketing activities in each YOPS wave; i.e. did not say ‘not sure’ [YOPS 2017] or ‘not 
sure if seen in past month’ [YOPS 2019] to any marketing activity (2017; n=1,1221; 2019: 1,115); To facilitate comparison, scores are 
based on only the 10 activities included in both the 2017 and 2019 YOPS (i.e. excluding cinema advertising and internet celebrities).  
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6a: Medium past month awareness 
of HFSS marketing (vs. low) 

6b: High past month awareness of HFSS 
marketing (vs. low) 

Notes: All logistic regression models controlled for age, gender, ethnicity, country, IMD and survey wave; Marketing awareness groups based on splitting aggregate marketing awareness 
score into unweighted tertiles (low, medium, and high; based on unweighted splits); Consumption of HFSS foods based on median splits of monthly consumption (lower<=median; higher 
>median; unweighted); See Appendix A4-A7 for full tables and all technical notes.  
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