
Food advertising and marketing in sports clubs is common. There is currently no literature 
to describe the amount or impact of food advertising in junior sports clubs in the Inner East 
of Melbourne. Phase one of Food for Thought explored the current state of play of food and 
beverage sponsorship and marketing in junior sports clubs in the Inner East. The findings are 
illustrated below.

Exploring food and beverage 
sponsorship and marketing in junior 
sports clubs in Inner East Melbourne
The importance of advertising and current state of play for Victorian children

Improving healthy sponsorship 
and marketing leads to:

Children’s health and 
wellbeing in Victoria

Opportunities for children to enjoy 
more nourishing foods
When clubs promote nourishing foods, 
children may be inclined to eat more 
foods that support strong bones, muscle 
recovery and hydration, and provide 
them with the energy they need to  
play sport.1

Vegetable intake
9%

Fruit intake
63%

Children meeting the 
Australian Dietary Guidelines4

Changed emotional connection, 
perceptions and purchasing habits 
around food
From a young age, children can develop 
emotional connections to brands that 
sponsor their sporting clubs. This brand 
loyalty influences purchasing habits that 
CAN continue for life and can extend to 
friends and family.1

Healthier sporting club 
environments
Children and teenagers are exposed to  
over 800 unhealthy advertisements, 
including online. Sports clubs are a 
platform to encourage healthy habits.2

Sport participation rate3

0 - 4 years  20%
5 - 9 years  49%

10 - 14 years  57%
15 - 19 years  32%
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Children are 
exposed to over 800 
advertisements daily5



The research explores sponsorship and marketing in the top eight sporting codes in the local government areas  
of Boroondara, Manningham, Monash, and Whitehorse. The display of advertisements at sporting grounds, clubs  
and online platforms alongside the perspectives of club officials were captured through field and digital audits  
and interviews. The results are shown below.

Research Findings
Results from interviews, online and field audits 
in four local government areas

Online Audit Results
of the top eight sports codes in the four local government areas

Field Audit Results
of the top five sports codes in the four local government areas

253
sporting clubs audited

102
sporting clubs audited

46%
sport clubs with food/
beverage ads/sponsors

19%
sport clubs with food/
beverage ads/sponsors

81%
Footy

69%
Soccer

Percentage of food and beverage 
advertisements or sponsors in each sport

Types of advertisements or sponsors

less healthy foods  50%
unhealthy foods  24%

healthy foods  14%
alcohol or other  12%

Changing  
the game

next steps

Improve & search for 
opportunities to build 
and strengthen food 

environments in Sports 
Clubs (Vic Kids Eat Well)

Seek sustainable, 
local and strong 

sponsorship from non 
food and beverage 

organisations

Use sponsorship and 
marketing around clubs to 

develop healthy relationships 
with food and drink - fuel 

bodies to play sport 

LGA FES scores6

What is a FES score?
FES = Food Environment Score 
which is calculated on a scale 
from +10 (healthiest) to -10 
(unhealthiest) for a food/
beverage business type.

Percentage of food and beverage 
advertisements or sponsors in each sport

15%
Footy

16%
Soccer

-10 -10

-4 3.5

72%
Cricket

33%
Cricket



Project Timeline

Phase 2
• Designed online and field audit method
• Designed flyers, consent forms
• Submitted ethics for field audit

Phase 1
• Reviewed research
• Developed inclusion and exclusion criteria
• Submitted ethics application

Phase 3
• Updated and submitted ethics
• Conducted 102 field audits
• Interviewed officials from seven 

sports clubs Phase 4
• Amend ethics and submit 
• Conduct community surveys 
• Publish results and findings 

Underway

Phase 5
• Analyse community questionnaire
• Support local clubs 
• Publish research 
• Partner with VicHealth and VicSport 

to support clubs to provide healthier 
sponsorship 

• Partner with local government and 
leagues to create healthier policies  
and environments 

Underway
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