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Ochrana déti pfed reklamou na nezdravé potraviny

1. Bez nutricniho profilu nelze urcit, co je (ne)vhodna reklama
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2. Pro€ samoregulace reklamy nezdravych potravin nestaci?

Metodologie a reference
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In D. A. Christakis & L. Hale (Eds.), Handbook of Children and Screens: Digital Media,
Development, and Well-Being from Birth Through Adolescence (pp. 81-90). Springer Nature
Switzerland. LINK
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6. Lafontaine, J., Hanson, I., & Wild, C. (2025). The impact of the social media industry as a
commercial determinant of health on the digital food environment for children and
adolescents: a scoping review. BMJ Global Health, 10(2), e014667. LINK
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Burbridge, B., & Jones, A. (2026). The impact of food advertising on children's daily energy
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9. Boyland, E. J., Nolan, S., Kelly, B., Tudur-Smith, C., Jones, A., Halford, J. C., & Robinson, E.
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3. Jak ovliviuje reklama na nezdravé potraviny chovani
spotrebitele?
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4. Regulace marketingu nezdravych potravin v zahranicCi a
porovnani s Ceskou republikou
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