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Aim

To examine local policy officials’ perspectives on banning advertisements for 

unhealthy and unsustainable products or services in outdoor public spaces

• Why and how are municipalities currently (not) considering advertisement bans?

• Which policy processes underpin the development of the advertising bans? 

• Which barriers and facilitators are encountered during this process? 

• What does the advertisement ban(s) aim to achieve? 



Methods
• Qualitative study
• Convenience sampling: Policy officials recruited via professional networks 

and direct outreach 
• 25 municipalities invited: 13 participating, 2 declining,10 not responding

• Interviews were on site or via online video calls
• Semi-structured interview protocol
• Audio-recorded and transcribed verbatim

• Direct content analysis, according to an iterative process and semi-open 
coding technique 



Results
• Interviewed 18 policy officials, affiliated with 13 municipalities 
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Momentum

“We [as a municipality] aim to be climate-neutral by 2045. 

So, restricting these kinds of advertisements aligns with that goal.” 

(Interviewee #3.2)



Policy 
window

“Our current food strategy runs until 2025, 

and we indeed want to explore whether we can adjust 

our advertising policy to ban advertisements for unhealthy food.” 

(Interviewee #10.1)



Political 
climate

“It all started with a 

motion in our municipality. 

A [left wing party] council 

member submitted a motion 

titled 'Do not encourage the worsening 

of the climate crises.” (Interviewee #4.1)
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Policy 
coherence

“How far do you go? For example, it was said, we 

don’t grow avocados here, so how do you think 

they are brought to the Netherlands? Should we 

ban that too—because that’s tied to fossil fuels?”  
(Interviewee #13.1)



Financial 
and legal 

risks 

“For us, it's a few thousand euros, but for 

larger municipalities, it's immediately a few 

million, and that can't be overlooked. You can’t 

just miss that kind of money.“ (Interviewee #8.1)



Practical 

barriers 

“A motion regarding fossil fuels was passed in 

2021, so, in principle, you can say it's existing 

policy. However, it has not yet been 

incorporated into the contracts with 

advertisement operators, as they run 

long-term.” (Interviewee #7.2)
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Societal 
impact and 

signaling 
effect 

“Of course, you could ask, "What’s the point of 

us as [name of municipality] banning it?" Indeed, 

the impact may be limited, but every drop counts, 

and we hope this will have a ripple effect.” 

(Interviewee #12.0)



Impact 
• Potential to steer consumer behavior towards more healthy and sustainable patterns
• Actual impact currently perceived as low (limited implementation + uncertain 

effectiveness)



Conclusions
• Political climate, policy coherence, financial feasibility, and contractual obligations perceived 

as key challenges in development and implementation 

• Signaling effect of advertisement bans appears to be significant, even when their direct 
effectiveness on consumer behaviors is perceived uncertain

• Understanding these underlying mechanisms is essential for policy officials seeking to 
navigate the challenges of implementing public health and sustainability-oriented 
advertisement bans in both local and national governance
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