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Brand Advertising
Directed

at Children

and Teenagers

The Case of
Breakfast Cereal
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1.4 billion dollars of sales in 20172 Some breakfast

cereals are heavily marketed towards children:.
Moreover, the number of breakfast cereals targeting
children is believed to have increased over the past few
years in Canada®.

I n Canada, breakfast cereal sales represented

Compared to products targeted at adults, breakfast
T cereals targeting children are higherin sugar
and sodium, and contain less fibre and protein®.

In Quebec alone. more Furthermore, they all contain added sugar in greater
)

quantities than other types of cereal®. These are highly
than 700 cereal brands compete processed foods with little nutritional value, which

for a slice of the consumer’s should be consumed in limited amounts according
grocery budget®. to Canada's Food Guide®*.
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Banking on the Omnipresence
of Mascots in Supermarkets
Grocery stores are filled with boxes of breakfast cereal designed

to attract children with bright colours, fun shapes, and childish
packaging.

It's a lucrative strategy for the industry, since children have a
greater influence on household food expenses than any
other category of family expenses®?,

Brand Advertising Designed
to Attract Children

Brand advertising is one of the numerous marketing
strategies used to reach young people. It focuses on
attractive and distinctive features of a brand, such as
logos, mascots, colours, and slogans.

Mascots: Powerful Brand
Ambassadors

Child-friendly mascots for breakfast cereal are everywhere:
Tony the tiger (Frosted Flakes), Toucan Sam (Froot Loops),
Lucky the leprechaun (Lucky Charms), Buzz the bee (Cheerios),
Snap, Crackle and Pop (Rice Krispies), and Mr. Mini-Wheats
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(Mini-Wheats) are a few examples. These mascots promote Company maSCO?S are featured on
brand loyalty and influence children’s preferences and cereal bOXGS, which are often placed
food choices’*. strategically on the grocery store

« Babies as young as 6 months old can already form mental shelves to be at children’s eye level.

images of logos and mascots’.

« Children, who learn easily from images and symbols,

Breakfast cereals stand out, even among other food categories
recognize mascots more readily than brands

\ B often directly marketed towards children*. Companies like

themselves™. F"Q\ General Mills and Kellogg's regularly change their cereals’
« The presence of emblematic characters on food > packaging to mark holidays or special occasions®.
packaging influences children’s preferences**. Q : — 2 ) In addition to prominence on product packaging,
Advertising of breakfast cereal targeted g \‘ W Dbreakfast cereal mascots are used in other strategies
at children is often based on interactions o U / to be presentin children's everyday lives.
between children and the product’s mascot S

and its playful universe. Children are thus
encouraged to develop an
emotional attachment to these
mascots, perceived

as friends, which promotes
long-term attachment to the
cereal brand’.
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Conquering Through Entertainment!

The breakfast cereal industry proposes many fun activities
for children in which they are invited to interact with the brand
mascots.

Arts and Crafts

Craft projects and colouring activities featuring brand mascots
are accessible online at no cost.
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Children Stay Attached to Mascots
for their Entire Lives

To maintain their positioning, the sweetened cereal industry
develops clothing and accessories around their mascots
and the nostalgia of childhood. These objects reinforce the
attachment of children and adults to their favourite mascot.
They allow companies to promote their brands through
designs where the mascot becomes the central element.

Source: uckycharms Instagram page, 2021
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Games and Educational Activities

Companies create books, board games, and even educational
activities such as learn how to count games.

Source: page Instagram luckycharms, 2021-2022
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Music

The industry also develops songs and music videos starring
brand mascots singing.

Source: Walmart Website, 2021
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Industry can be very creative developing original branded
objects such as: microphones, makeup, action figures, and toys
are just a few examples.

Source: Rice Krispies YouTube channel, 2021
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Beyond Breakfast Cereal:
Other Treats

Sweetened cereal is not the only food item promoted by
mascots. Many makers of candies and sweet snacks also
rely on child-friendly mascots.

In 2019, the Collectif Vital worked to identify 469 food
products using packaging targeted at children*. Of this
number, more than half featured a brand character.

Source: Toys R Us Website,
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