Track 5: Abstract of Dr. A.H. Joukhadar’s presentation on

“The impact of media on the health behavior of children and adolescents”  
Media and mass communication, along with globalization, are playing an ever-increasing role in contemporary life and are influencing lifestyles and consumption patterns. The homogenization of lifestyles attitudes, and values among the younger generations and young adults in many regions of the world led to the development of standardized global marketing campaigns thus enabling multi-national corporations to pool huger resources for marketing research and advertisement. This was accompanied by an upsurge in the use of psychological knowledge and research to more effectively persuade children to want advertised products and to influence their parents to purchase these products (pester effect). Marketing approaches have become multi-faceted and sophisticated, moving far beyond television advertising to include the Internet, advergames, strategic product placement, and much more. 
Advertising to children avoids any appeal to the rational and takes unfair advantage of youngsters’ limited comprehension of the nature and purpose of commercial appeals. 
Commercials for candy, snacks, soft drinks, and fast food are mainstays of the advertising targeting children. Such advertising of unhealthy food products to young children contributes to poor nutritional habits that may last a lifetime. Obese children also have a strong predisposition to become obese adults, with a greater likelihood of developing a battery of serious chronic diseases, including diabetes, cardiovascular disease, and, in the end, shorter life spans.
The Global Strategy on Diet, Physical Activity and Health provides a comprehensive framework and identifies 4 strategic areas for action: Education, communication and public awareness; Marketing, advertising, sponsorship and promotion; Labelling. And Health claims.

The Sixtieth World Health Assembly (WHA60.23)requested WHO to take the necessary actions to promote initiatives aimed at increasing the availability of healthy food, and promoting healthy diets and healthy eating habits, and to promote responsible marketing including the development of a set of recommendations on marketing of foods and non-alcoholic beverages to children, in order to reduce the impact of foods high in saturated fats, trans-fatty acids, free sugars or salt in dialogue with all relevant stakeholders, including private sector parties , while ensuring avoidance of potential conflict of interest 

Media literacy education represents, besides preparing children to live in a mediated world, provides an educational response to counterbalance the adverse impact of commercial media on children’s health and wellbeing.   
.
