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• Cancer Research UK and Cancer Prevention 

• Why policy action is needed: the example of 
tobacco control 

• Policy research centre at CRUK 

• Obesity and cancer 

• Public awareness 

• Price mechanisms 

• Promotion  

• Future research  

 

 

 

Outline 



Cancer Research UK 

Mission: To bring forward the day when all cancers are cured 

 Vision: To save more lives by preventing, controlling and 
curing cancer 

 

PREVENT DIAGNOSE TREAT OPTIMISE 

Research Strategy 
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Preventable Cancers in the UK 



Cancer Prevention Initiative 

National 
Leadership 

Innovation Action Sustainability 

Cancer 
Prevention 
Champion 

& 
Advisory Board 

 
“Sandpit 

Workshops” 
Grants up to 

£20,000 
 

 
Cancer 

Prevention 
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Prevention 
 



Tobacco Control 
 

Reduce the appeal & 
supply of tobacco 

products 

Encourage more quit 
attempts each year 

Support quality quit 
attempts 

Protect against 
secondhand smoke  

QUIT 
ATTEMPT 

RELAPSE TAKING-UP 
SMOKING 

DECISION  
TO QUIT 



POLICY RESEARCH AT CANCER RESEARCH UK 
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o Identify the evidence gaps and carry out work that is responsive 

o High quality, targeted and translatable policy research  

o Development of strong evidence based policy  

o Promote key interventions that will lead to a healthier lifestyle overall 

o Ensure that inequalities are considered in all work 

 

Benefits of an in-house  
Policy Research Centre 



Obesity: Our Objectives 

• We will: 

– Establish CRUK as a leading voice on obesity and the leading charity on 
cancer and obesity  

– Support advocacy and campaign activity to regulate the factors driving 
childhood obesity  (focusing on dietary factors)  

– Expand and deepen CRUK’s relationships with external stakeholders 
and support the Obesity Health Alliance  

– Undertake research to support policy and behaviour change 

– Promote healthy living through information and support 

 

 





How Could Obesity Lead to Cancer? 



Childhood Obesity 



Comprehensive strategy is needed 



Sugar Tax Modelling Study 
AIM: To demonstrate the benefits of introducing a sugary drinks tax 
 

METHODS: 
• Projecting available data on health and weight in the UK forward to 2025 

• Modelling the impact of sugary drinks tax on calorie intake, allowing for 
substitution to other products 

• Comparing this calorie reduction against a scenario of ‘if current trends 
continue’ without a tax, to show the number of people who would avoid 
being obese as a result of a tax 

• Using NHS cost data to show the impact on monies saved to healthcare 
services  

 

 



Sugar Tax Modelling Results & Coverage 



Junk Food Marketing Campaign  

Objective  

Removal of junk food advertising from TV before the 
9pm watershed to reduce children’s obesity 

Campaign Launch 5th July 

• CRUK supporters wrote to invite MPs to Drop- In 
at Parliament Day 

• Ambassador meetings with MPs 

• Follow up request to write to public health 
minister in support of the ask. 



The much delayed childhood 
obesity plan was published by 
Government on 18th August 
 

• No mention at all of food 
marketing 

• Only a voluntary commitment 
to reduce sugar 

• Plan to consult on the sugar 
levy 

Childhood Obesity Plan 



Junk Food Marketing tactics 



Why Junk Food Marketing? 



AIM: To investigate how children engage with unhealthy food 
advertising on television 

 

METHODS: 

• Children aged 8-12 

• 4 English schools, 2 Scottish schools 

• 25 focus groups, 137 children in total 

 

Ad Brake Research Study 



Ad Brake Results 



Ad Brake Key Findings 

This study has shown that, despite current regulations, children 
are still engaging with junk food advertising on television and it 
is influencing their behaviour.  

 

As a consequence, if public health policy aims to reduce the 
intake of junk food in the UK in the future, young people’s 
current exposure to junk food adverts will need to be 
addressed. 



Ad Brake Impact 



Young People  
(11-19 yrs) 

Qualitative Study 

Repeat cross-sectional  
surveys of young people 

Studies of 
Online Marketing 

Future Areas of Research  



Thank you 

Linda.Bauld@stir.ac.uk 
Linda.Bauld@cancer.org.uk 
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