
SUSTAINED EFFORT REQUIRED TO REMOVE 
JUNK FOOD FROM SPORT

In June the British Dental Association 
(BDA) welcomed leadership from 
footballer Ronaldo, in shunning UEFA 
Euro 2020 sponsor Coca-Cola, but warned 
that sustained effort is required UK and 
worldwide to remove the deep-rooted and 
pernicious influence of junk food brands 
across sport. 

The captain of the Portuguese national 
team has promoted KFC – together with its 
partner brand Pepsi - while his Italian Serie 
A Club Juventus receives funding from both 
Coca-Cola and M&Ms.

Dental professionals are deeply 
concerned that oral health inequality among 
children will widen as a consequence 
of the COVID pandemic, as a result of 
unhealthy lockdown diets, limited access to 
services, and the suspension of public health 
programmes.

The BDA believes the Government 
should apply the same logic to junk food 
sponsorship, as has been previously applied 
to alcohol, tobacco, and gambling. While 
there are moves to ban junk food advertising 
in primetime, sports sponsorship appears to 
offer a get-out clause.

Dentists have previously warned that 
even diet versions of fizzy drinks are more 
acidic than lemon juice or vinegar, and are 
helping to fuel an epidemic of dental erosion.

This summer’s Tokyo games will be 
the first Olympics in over 40 years not 
sponsored by burger giant McDonalds. 

BADN voice support
The British Association of Dental 
Nurses (BADN) has announced that it 
wholeheartedly supports the BDA in their 
campaign to remove the influence of junk 
food from sport.

BADN President Jacqui Elsden said: 
‘As a mother and grandmother, as well 
as a dental nurse, I am deeply concerned 
about the uncontrolled advertising of 
junk food that currently exists in sport. 
Sadly, sporting heroes actively ignore the 
detrimental effects that junk food plays on 
our children’s oral health. By glamorising 
and encouraging the consumption of junk 
food through advertising at sporting events, 
we are shamefully subjecting our younger 
generations to a lifetime of poor oral health.

‘If the government is keen to take junk 
food off the menu in schools, then it should 

also ban junk food advertising in sport.’

Junk food advertising
Later in June, the Department of Health and 
Social Care announced that following a public 
consultation, regulations will come into force at 
the end of 2022 to introduce a 9 pm watershed 
for advertisements of foods high in fat, salt and 
sugar (HFSS).1

The new rules apply to TV and UK 
on-demand programmes, as well as restrictions 
on paid-for advertising of HFSS foods 
online, as part of the government’s ongoing 
commitment to tackle unhealthy eating habits 
at source.

The Faculty of Dental Surgery at the 
Royal College of Surgeons of England (FDS) 
welcomed the announcement. Matthew 
Garrett, Dean, said: ‘We have seen much lower 
children’s dental attendance over the last 12 
months due to COVID and this is another risk 
factor to poor oral health. Therefore, it is more 
important than ever to limit the amount of 
sugar that children eat and drink. 

‘Introducing a 9 pm watershed for these 
advertisements on TV, and restricting such 
content online, are measures that the FDS 
and a range of other organisations across 
the health sector have been calling for over a 
number of years. Thus, today’s announcement 
is a significant step forward. We now urge the 
Government to implement these proposals in 

full in the forthcoming Health and Care Bill.’
The Oral Health Foundation also 

welcomed the new restrictions and 
acknowledged that it is a step in the right 
direction, but worries that there is still a lot 
more work to do.

CEO Dr Nigel Carter said: ‘The proposed 
ban on junk food television advertising is a 
great first step, however will still be allowed 
through audio media, such as podcasts and 
radio, and there will be no new restrictions 
for the out-of-home sector, which includes 
billboards, poster sites, on buses, and in 
locations such as railway stations and 
airports.

‘With many young children now also 
consuming more and more media online 
through things like Amazon Prime and 
YouTube, they may still be able to see junk 
food advertising through these channels.

‘Extending these restrictions to cover all 
media types, especially streaming platforms, 
is the next natural progression.’
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