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Introduc&on	

Food	adver)sing	obesogenic	environment	

Considered	 as	 one	 of	 the	 main	 public	 health	 problems	 of	 this	 century,	 childhood	

obesity	con4nue	 increasing	at	alarming	rates	with	adverse	health	effects	 in	 the	short	

and	 long	 term	 (Roberto	 et	 al.	 2015).	 	 In	 Southwestern	 European	 countries	 (Spain	

included),	 the	 es4mated	 prevalence	 of	 excess	 weight	 (overweight	 and	 obesity	

combined)	in	children	was	around	30%	for	boys	and	25%	for	girls,	and	of	obesity	was	

7.8%	and	5.6%,	respec4vely,	in	2016	(NCD-RiSC,	2017).		

Currently,	children	are	growing	up	in	an	obesogenic	environment	that	promotes	energy	

intake,	 sedentary	 leisure	 ac4vi4es	 and	 less	 physical	 ac4vity.	 Moreover,	 there	 is	

extensive	 evidence	 sugges4ng	 that	 food	 marke4ng	 influences	 children´s	 food	

preferences,	 nutri4onal	 knowledge,	 diet,	 and	 purchasing	 requests	 (McDermon	 et	 al.	

2004;	Has4ngs	et	al.	2006;	McGinnis	et	al.	2006;	Cairns	et	al.	2013).	Food	adver4sing	is	

mainly	for	unhealthy	foods	(high	in	fat,	salt	and	sugar−HFSS)	(King	et	al.	2011;	Cairns	et	

al.	 2013;	 Romero-Fernández	 et	 al.	 2013;	 Ramos	 et	 al.	 2015),	 largely	 through	 TV,	 the	

medium	most	 frequently	 used	 for	 adver4sing	 food	 and	 beverages	 to	 children	 (WHO	

2012).	In	Spain,	children	aged	7	 to	12	years	watch	a	mean	of	over	25	 food	and	drink	

adver4sements	per	day	(Royo-Bordonada	et	al.	2016).		

Food	marke)ng	techniques	

Mul4na4onal	 companies	 have	 targeted	 children	 as	 a	 naive	 audience,	 and	marke4ng	

approaches	them	both	as	consumers	and	as	an	access	point	to	wider	markets	(Has4ngs	

et	 al.	 2006).	 Marke4ng	 strategies	 employ	 mul4-faceted	 and	 integrated	 techniques,	

which	 are	 highly	 engaging	 and	 anrac4ve	 to	 children	 (Cairns	 et	 al.	 2013).	 Persuasive	

marke4ng	techniques	such	as	the	use	of	popular	characters	(cartoons,	sports	persons,	

celebri4es),	 anrac4ve	 product	 packaging,	 toys,	 and	 emo4onal	 appeals	 forge	 long-
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las4ng	 rela4onships	with	children	and	create	brand	 loyalty	 in	 the	 short	and	 long	 run	

(Sonntag	 et	 al.	 2015).	 Such	 strategies	 appeal	 more	 to	 children	 because	 they	 anract	

children’s	 anen4on,	 improve	product	 recogni4on	 and	 create	posi4ve	brand	 autudes	

from	early	ages	(Hebden	et	al.	2011).	Nutri4onal	marke4ng	targets	children	and	their	

parents	through	the	use	of	nutri4onal	and	health	appeals	(Has4ngs	et	al.	2006;	Ho	et	

al.	2008;	 Lobstein	et	al.	2008).	 Internet	marke4ng	uses	 the	 same	product,	emo4onal	

and	health	 appeals	 to	persuade	 children	by	exploi4ng	 their	 exposi4on	 to	 adver4sing	

with	 less	 parental	 control	 (Boyland	 et	 al.	 2012).	 Linking	 television	 and	 Internet	

marke4ng	 is	 extremely	 effec4ve	 at	 strengthening	 brand	 awareness	 and	 encouraging	

product	purchases	(Boyland	et	al.	2015).	Indeed,	new	integrated	marke4ng	techniques	

facilitates	 peer	 endorsement	 of,	 and	 personal	 rela4onships	 with	 food	 and	 beverage	

brands.	

Children	 are	 vulnerable	 to	 marke4ng	 techniques	 because	 of	 their	 undeveloped	

cogni4ve	skills.	Developmental	studies	have	shown	that	children	cannot	 iden4fy	 (i.e.,	

to	 dis4nguish	 what	 is	 from	what	 is	 not	 adver4sing)	 an	 adver4sement	 on	 TV	 un4l	 6	

years	 of	 age	 (Levin	 et	 al.	 1982)	and	 are	 unable	 to	 understand	 commercial	 objec4ves	

and	persuasive	intents	of	adver4sing	un4l	12	years	of	age	(Graff	et	al.	2012).	Moreover,	

adver4sing	 on	 TV	 penetrates	 the	 mind	 of	 children	 more	 easily	 than	 other	 types	 of	

media,	as	 they	are	more	 likely	 to	develop	a	 recep4ve	memory	with	visual	 simula4on	

generated	 by	 TV	 (Nassar	 et	 al.	 2012).	 The	 ability	 to	 iden4fy	 Internet	 adver4sing	 is	

acquired	 much	 later.	 Children	 aged	 10-12	 years	 con4nue	 to	 experience	 difficulty	 in	

recognising	 something	 like	 1	 out	 of	 every	 4	 Internet	 adver4sements	 (Blades	 et	 al.	

2013).	

Food	adver)sing	regula)on	
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One	 of	 the	 most	 cost-effec4ve	 public	 health	 interven4ons	 for	 tackling	 childhood	

obesity	 is	 to	 restrict	 on	 food	 adver4sing	 directed	 at	 children	 (Magnus	 et	 al.	 2009;	

Veerman	et	al.	2009).	Countries	worldwide	have	 implemented	 three	main	 regulatory	

systems,	 i.e.,	 statutory	 regula4on,	 self-regula4on	 and	 co-regula4on	 (Hawkes	 2007).	

Statutory	regula4on	is	usually	implemented	by	an	independent	body,	like	the	Ofcom	in	

the	 UK	 (Ofcom	 2012).	 Self-regulatory	 models	 are	 designed	 and	 led	 by	 the	 food	

industry,	 and	 applied	 on	 a	 voluntary	 basis.	 Co-regulatory	 models	 require	 periodic	

monitoring	 by	 a	 backstop	 body	 to	 ensure	 effec4veness	 and	 carry	 out	 enforcement	

ac4vity	when	needed	(Hawkes	2007).		

In	Spain,	food	and	drink	marke4ng	and	adver4sing	directed	at	children	under	12	years	

are	 regulated	 by	 the	 Code	 of	 self-regula4on	 of	 the	 adver4sing	 of	 food	 products	

directed	at	children	(known	by	its	Spanish	acronym	as	the	PAOS	Code)	(AESAN	2005).	

This	is	a	Code		supervised	by	the	Spanish	Agency	for	Food	Safety	and	Nutri4on	(AESAN	

for	their	acronym	in	Spanish),	which	lays	down	the	ethical	principles	and	standards	for	

the	 design	 and	 dissemina4on	of	 adver4sing	messages	 (e.g.,	 adver4sing	 should	 avoid	

exploi4ng	 children's	 credulity	 or	 using	 famous	 persons	who	 are	 popular	with	 them).	

Signatory	companies	agreed	to	observe	a	system	of	control	monitored	by	a	supervisory	

comminee,	whose	members	represent	consumers,	the	public	authori4es	(AESAN),	and	

food	industry	(Davó-Blanes	et	al.	2013).	The	task	of	monitoring	compliance	falls	to	the	

Spanish	Associa4on	 for	 Self-Regula4on	of	Commercial	Communica4on,	with	fines	 for	

non-compliance	ranging	up	to	180,000	euros	(AESAN	2005).	

Preven4on	 efforts	 to	 combat	 the	 pernicious	 influence	 of	 food	marke4ng	 on	 children	

with	voluntary	regimes	have	been	unsuccessful	 (Hawkes	et	al.	2011;	King	et	al.	2011;	

Potvin	et	al.	2011;	Ustjanauskas	et	al.	2014).	In	Spain,	the	PAOS	Code	has	been	found	
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ineffec4ve	 for	 controlling	 children´s	 exposure	 to	 HFSS	 food	 adver4sing	 and	 to	

marke4ng	 techniques	 largely	 used	 by	 adver4sers.	 Apart	 from	 the	 fact	 that	 the	 Code	

does	not	include	some	of	the	marke4ng	techniques	most	frequently	used,	studies	have	

shown	 a	 high	 level	 of	 non-compliance	 with	 its	 standards	 (Romero-Fernández	 et	 al.	

2010;	Romero-Fernández	et	al.	2013;	Ramos	et	al.	2015).	

Objec)ves	

As	 far	 as	 we	 know,	 studies	 in	 Spain	 have	 focused	 mainly	 on	 the	 frequency	 and	

nutri4onal	 quality	 of	 food	 adver4sing	 directed	 at	 children	 (Fernández	 et	 al.	 2014;	

Romero-Fernández	et	al.	2013;	Ramos	et	al.	2015),	as	we	did	in	a	previous	publica4on	

of	 this	 study	 (Royo-Bordonada	 et	 al.	 2016),	 and	 in	 the	 evalua4on	 of	 the	 PAOS	 Code	

(Romero-Fernández	 et	 al.	 2010,	 2013;	 Ramos	 et	 al.	 2015),	 but	 have	 not	 addressed	

specifically	 the	marke4ng	 techniques	 used	 by	 food	 adverts,	 like	 premium	 offers	 and	

giys,	 sponsorships,	 and	 support	 from	 health	 professionals	 or	 ins4tu4ons,	 among	

others.	Furthermore,	interna4onal	studies	have	not	usually	iden4fied	the	existence	of	

web	links	tagged	on	to	TV	adverts	(Cairns	et	al.	2013;	Jenkin	et	al.	2014).	Considering	

this	 research	 gap,	 the	main	 aim	 of	 the	 present	 study	 is	 to	 build	 on	 our	 prior	 study	

(Royo-Bordonada	et	al.	2016),	in	order	to	analyse	persuasive	and	nutri4onal	marke4ng	

techniques,	and	the	existence	of	 links	to	food	related	web	pages	(Internet	marke4ng)	

in	 TV	 adver4sements	 directed	 at	 children	 in	 Spain.	 In	 addi4on,	 we	 will	 analyze	 the	

nutri4onal	profile	of	the	foods	and	drinks	adver4sed	using	these	techniques.		

Methods	

Study	design	and	sample	

We	conducted	a	cross-sec4onal	study	of	television	adver4sements	of	food	and	drinks	

(AFDs)	directed	at	children	in	Spain	from	January	to	April	2012.	For	the	purpose	of	this	
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study,	we	consider	children	to	those	under	the	age	of	12	years,	according	to	the	PAOS	

Code	(AESAN	2005).	The	sample	was	obtained	by	recording	AFDs	for	7	days	(Monday	

through	Sunday)	on	five	Spanish	TV	channels	with	 the	highest	 child	audience	 ra4ngs	

(Moreno	et	al.	2009).	Excluding	vaca4on	periods,	the	broadcasts	were	recorded	during	

a	child-audience	4me	slot	(8	a.m.	to	10	p.m.)	plus	the	10	p.m.	to	12	midnight	4me	slot,	

which	 registered	 the	 last	 daily	 child-audience	 viewing	 peak	 in	 Spain	 (Busquet	 et	 al.	

2009).		

At	the	4me	of	data	collec4on,	AFDs	aimed	at	children	in	Spain	were	regulated	by	the	

PAOS	Code.	Hence,	we	iden4fied	AFDs	directed	at	children	using	the	PAOS	Code	criteria	

(AESAN	2005),	according	 to	 the	 type	of	product	adver4sed,	design,	and	broadcas4ng	

characteris4cs	of	the	adver4sement	(channels	mainly	targe4ng	children	under	12	years	

of	age,	or	general	interest	channels	during	viewing	4me	slots,	programming	blocks,	or	

programs	with	audiences	mostly	in	that	age	range).	

Data	collec)on	

Four	 trained	research	assistants	collected	the	 following	characteris4cs	 for	each	AFDs:	

day	 of	 broadcast;	 TV	 network	 (general	 interest/children	 and	 teenage	 interest);	

enhanced	protec4on	4me	slot	 (yes/no);	 type	of	product	 (food/drink);	persuasive	and	

nutri4onal	marke4ng	techniques;	the	existence	of	web	links	in	TV	adverts;	and	primary	

persuasive	 appeal	 used	 to	 draw	 children´s	 anen4on	 such	 us:	 fun,	 taste,	 health,	

nutri4on,	 	 diet	 and	 nutri4on,	 and	 others	 convenience,	 energy,	 enjoyment,	 price,	

product	uniqueness,	sa4sfac4on,	general	superiority,	according	to	the	categories	used	

in	a	previous	 landmark	 study	 (Gantz	et	 al.	 2007).	 Enhanced	protec4on	4me	slot	was	

determined	following	the	Audiovisual	Communica)on	Law	from	8	a.m.	to	9	a.m.	and	5	

p.m.	to	8	p.m.	on	weekdays,	and	9	a.m.	to	12	noon	on	weekends	and	na4onal	holidays,	
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where	programs	classified	as	suitable	only	for	children	over	the	age	of	13	years	are	not	

permined	(L.N.7/2010).	

When	 there	 were	 doubts	 or	 lack	 of	 agreement	 about	 the	 existence	 of	 a	 par4cular	

marke4ng	 technique,	 we	 decided	 by	 consensus	 whenever	 possible	 or,	 in	 case	 of	

uncertainty,	we	did	not	codify	it.	Marke4ng	techniques	in	AFDs	were	coded	into	three	

groups:	

-	Persuasive	marke4ng	 included	the	use	of	promo4onal	characters	familiar	to	or	with	

appeal	 to	 children	 (special	 interest;	 cartoons;	 branded	 characters),	 sport	 persons,	

celebri4es,	 health	 professionals,	 and	 others.	 Premium	 offers	 and	 giys	 (small	 toys	 or	

products)	are	also	in	the	persuasive	marke4ng	group.	Finally,	other	techniques	include	

sponsorship	 or	media	 “4e-ins"	 (promo4on	 of	 the	 product	 through	 connec4ons	with	

movies,	 series,	 or	 TV	 shows),	misleading	 on	 characteris4cs,	 proper4es	 or	 benefits	 of	

the	 product	 adver4sed	 and	 encouragement	 of	 children	 to	 influence	 their	 parents	 to	

buy	a	product	and/or	to	exploit	children´s	trust	in	adults	or	their	parents.	

-	Nutri4onal	marke4ng	included	the	presence	of	nutri4on	or	health	claims	(any	claim	

which	 states,	 suggests	 or	 implies	 that	 a	 food	 has	 par4cular	 beneficial	 nutri4onal	 or	

health	related	proper4es)	 (Regula4on	(EC)	No	1924/2006);	healthy	models	or	 images	

(sugges4ve	of	a	healthy	physical	or	mental	state);	support	from	health	professionals	or	

ins4tu4ons	 (tes4mony	 of	 health	 professionals/scien4sts	 or	 presence	 of	 associa4ons/

ins4tu4ons	related	to	health	and	nutri4on).		

-	 Internet	 marke4ng	 refers	 to	 the	 appearance	 of	 the	 product	 website	 and	

encouragement	to	visit	it	in	the	adver4sement;	and	the	existence	of	a	website	focused	

on	children.		
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AFDs	 were	 classified	 following	 the	 Interna)onal	 Food-Based	 Coding	 System	 used	 in	

other	studies	(Kelly	et	al.	2010;	Boyland	et	al.	2012)	into	two	categories:	core	(nutrient-

rich/calorie-low	 products),	 and	 non-core	 (HFSS	 products	 and/or	 energy-dense,	 plus	

coffee,	tea,	and	supplements);	and	following	the	UK	Nutrient	Profiling	Model	(UKNPM)	

into	 two	 categories:	 healthy	 	 and	 less	 healthy	 (FSA	 2011).	 The	 extent	 and	 nature	 of	

food	 adver4sing	 in	 this	 study	were	 further	 addressed	 in	 our	 prior	 research,	where	 a	

more	detailed	descrip4on	of	the	methods	can	be	found	(Royo-Bordonada	et	al.	2016).	

In	Spain,	almost	one	of	every	four	TV	adver4sements	are	for	food	products,	averaging	

7.5	food	adverts	per	hour	of	broadcas4ng,	most	of	them	being	for	unhealthy	products	

(Royo-Bordonada	et	al.	2016).	

Data	analysis	

Results	were	expressed	in	percentages	of	AFDs	with	marke4ng	techniques	(persuasive,	

nutri4onal	and	Internet	marke4ng	-	Table	1)	and	with	HFSS	products	classified	by	the	

UKNPM	 (less	 healthy	 products	 -	 Table	 2)	 and	 the	 Interna)onal	 Food-Based	 Coding	

System	(non-core	products	-	Table	3).	Comparison	of	propor4ons	of	AFDs	in	subgroups	

defined	 according	 to	 broadcas4ng	 characteris4cs	 (Table	 1),	 type	 of	 marke4ng	

technique	 (Table	 2),	 and	 specific	 persuasive	 and	 nutri4onal	 marke4ng	 techniques	

(Table	3)	was	tested	using	the	Chi-square	test.	Analysis	was	performed	with	Stata	v.12.0	

and	Excel	spreadsheet	soyware.		

Ethical	approval	

Ethical	 approval	 was	 not	 required	 because	 the	 design	 (cross	 sec4onal	 study	 of	

television	 adver4sements)	 did	 not	 need	 Ethical	 Comminee	 supervision	 in	 the	

ins4tu4on.	
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Results	

Primary	persuasive	appeals	in	television	food	and	drinks	adver)sements	

A	total	of	420	hours	of	programming	was	recorded	and	4212	AFDs	were	iden4fied.	Of	

these,	 2582	were	 directed	 at	 children	 according	 to	 the	 PAOS	 Code	 criteria	 and	 thus	

included	in	this	study.	Figure	1	shows	primary	persuasive	appeals	more	frequently	used	

in	AFDs	to	draw	children´s	anen4on;	these	were	taste	(36.1%),	fun	(28.3%)	and	health/

nutri4on	(19.8%).	

Marke)ng	techniques	in	television	food	and	drinks	adver)sements	

Table	1	examines	marke4ng	techniques	used	according	to	AFDs	characteris4cs.	Overall,	

persuasive	 and	 nutri4onal	marke4ng	 techniques,	 and	 links	 to	 Internet	 were	 used	 in	

61%,	68.5%	and	65.2%	of	AFDs,	respec4vely	(data	not	shown	in	the	table).	Specifically,	

marke4ng	techniques	used	more	frequently	were	the	appearance	of	a	website	address	

(65.2%)	and	 the	use	of	nutri4on	or	health	claims	 (51.7%),	whereas	 the	 less	 frequent	

was	 the	 support	 from	health	professionals	or	 ins4tu4ons,	with	14.1%	of	AFDs.	 From	

those	adver4sements	that	displayed	a	website	address	(n=1684),	72.1%	had	a	website	

focused	on	children	and	39.6%	encouraged	viewers	to	visit	the	product	website.		

Adver4sements	 containing	 marke4ng	 techniques	 were	 broadcast	 more	 frequently	

during	weekdays,	 except	 for	premium	offers	and	giys	and	 for	encouragement	 to	 visit	

the	 product	website	 (11.4%	 and	 8.5%	higher	 during	weekends,	 respec4vely;	 p<0.01).	

Almost	all	marke4ng	techniques,	except	for	the	use	of	nutri4on	or	health	claims,	were	

more	common	 in	adver4sements	on	children	and	 teenage	 interest	channels	 (p<0.01).	

The	percentages	of	AFDs	with	premium	offers	and	giys	and	with	the	appearance	of	a	

website	 address	 were	 higher	 during	 enhanced	 protected	 4me	 slots,	 whereas	 the	

contrary	was	 seen	 for	 the	use	of	healthy	models	or	 images	and	 for	 the	 support	 from	
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health	 professionals	 or	 ins4tu4ons.	 Nutri4onal	 marke4ng	 techniques	 were	 more	

frequently	 used	 for	 drink	 than	 for	 food	 adver4sements,	 whereas	 the	 opposite	 was	

found	 for	 persuasive	 and	 Internet	 marke4ng	 techniques	 (p<0.01	 for	 all	 the	

comparisons,	 except	 for	 other	 techniques).	 Whereas	 the	 appearance	 of	 a	 website	

address	was	more	 common	 for	 drink	 than	 for	 food	 adver4sements	 (69.5%	 vs	 63.6%;	

p<0.01),	 in	 those	 adver4sements	 that	 displayed	 a	website	 address	 the	 percentage	 of	

adver4sements	 that	 encouraged	 viewers	 to	 visit	 the	 product	 website	 was	 higher	 for	

foods	(45.3%	vs	25.6%;	p<0.01).	

Nutri)onal	quality	of	products	adver)sed	

Table	2	describes	the	nutri4onal	quality	of	adver4sements	of	food	and	drinks	by	type	

of	 marke4ng	 techniques.	 Using	 the	UKNPM,	 the	 percentages	 of	 HFSS	 (less	 healthy)	

food	and	drinks	were	higher	for	adver4sements	using	persuasive	marke4ng	(75.3%	vs	

63.5%;	p<0.01)	and	Internet	marke4ng	(74.4%	when	the	website	address	was	shown	in	

the	AFDs	vs	63.6%	when	it	was	not;	p<0.01).	Among	the	AFDs	that	showed	a	website	

address	 (n=1666),	 the	 percentage	 of	 less	 healthy	 adver4sements	 was	 much	 higher	

when	 there	 was	 an	 encouragement	 to	 visit	 the	 webpage	 than	 when	 there	 was	 not	

(88%	 vs	 65.3%;	 p<0.01).	 Similar	 differences,	 but	 somewhat	 smaller	 in	 magnitude,	

where	seen	for	non-core	food	and	drinks	adver4sements	using	the	Interna)onal	Food-

Based	 Coding	 System.	 On	 the	 contrary,	 non-core	 products	 were	 less	 frequent	 in	

adver4sements	using	nutri4onal	marke4ng	(71.8%	vs	60.5%;	p<0.01).		

Table	 3	 describes	 the	 nutri4on	 quality	 of	 AFDs	 directed	 at	 children	 for	 each	 specific	

persuasive	 and	 nutri4onal	 marke4ng	 technique	 used.	 The	 percentage	 of	 products	

classified	 as	 less	 healthy	 or	 non-core	was	 higher	 for	 AFDs	 using	 premium	offers	 and	

giys,	among	those	using	persuasive	marke4ng	techniques	(92.6%),	and	for	AFDs	using	
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healthy	 models	 or	 images,	 among	 those	 using	 nutri4onal	 marke4ng	 techniques	

(77.2%).	These	differences	were	sta4s4cally	significant	(p<0.01).		

Discussion	

This	 study	 shows	 that	 the	 primary	 persuasive	 appeals	 used	 in	 TV	 AFDs	 directed	 at	

children	 in	 Spain	were	 taste	 and	 fun.	Nutri4onal	marke4ng,	 appearing	 in	more	 than	

two-thirds	 of	 AFDs,	 was	 the	 group	 of	 techniques	most	 commonly	 used	 by	 the	 food	

industry.	The	appearance	of	a	website	address	(in	almost	two-thirds	of	AFDs)	and	the	

use	 of	 nutri4on	 or	 health	 claims	 (in	more	 than	 a	 half	 of	 AFDs)	 were	 the	 two	more	

frequently	 used	 marke4ng	 techniques.	 Marke4ng	 techniques	 were	 more	 common	

during	 weekdays	 and	 on	 channels	 with	 par4cular	 appeal	 to	 children	 and	 teenagers.	

Persuasive	 and	 Internet	marke4ng	 techniques	were	more	 frequent	 during	 enhanced	

protected	4me	slots.	The	nutri4onal	quality	of	the	products	adver4sed	was	 lower	for	

AFDs	 using	 any	 kind	of	marke4ng	 techniques,	 par4cularly	 for	 those	 that	 encouraged	

children	to	visit	the	webpage	displayed	in	the	adver4sement.		

Taste	and/or	fun	were	used	as	primary	persuasive	appeals	in	64.4%	of	AFDs	directed	at	

children	in	Spain.	While	a	similar	figure	was	found	by	Boyland	et	al.	(66.5%),	an	appeal	

to	fun	was	more	common	in	their	study.	In	a	systema4c	review	conducted	by	Jenkin	et	

al.,	these	two	appeals	were	present	in	17	of	the	38	studies	analysed,	with	taste	or	fun	

as	 recurrent	persuasive	 appeals	 in	 a	number	of	 studies,	 appearing	 in	33%	 to	85%	of	

AFDs	(Jenkin	et	al.	2014).	

The	 presence	 of	 nutri4onal	 marke4ng	 in	 AFDs	 directed	 at	 children	 in	 Spain	 has	

remained	 stable	 at	 approximately	 70%	 of	 AFDs	 compared	 with	 a	 similar	 study	

conducted	 in	 2008	 (Cuevas-Casado	 et	 al.	 2012).	 However,	 Internet	 marke4ng	 has	
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emerged	as	a	way	 to	 reach	children	 through	channels	with	 less	parental	 control.	 In	a	

study	undertaken	in	the	UK	in	2008,	30.8%	of	food	adver4sements	promoted	a	website,	

and	of	those	adver4sements	targe4ng	children,	20.4%	directed	the	viewer	to	a	website	

(Boyland	et	al.	2012).	In	our	study,	undertaken	in	2012,	the	figures	doubled,	indica4ng	

how	fast	these	new	integrated	marke4ng	techniques	are	introduced	in	food	adver4sing	

aimed	at	children.	Similarly,	a	study	showed	that	almost	half	of	food	adver4sements	in	

magazines	for	children	directed	readers	towards	food	web	sites,	where	they	were	again	

exposed	 to	 persuasive	 techniques	 of	 marke4ng	 (Cowburn	 et	 al.	 2007).	 This	 growing	

tendency	of	 linking	 television	and	 Internet	marke4ng	 is	a	maner	of	 concern,	because	

children	less	than	12	years	of	age	are	unable	to	iden4fy	marke4ng	adver4sements	in	a	

web	 page	 (Blades	 et	 al.	 2013).	 Furthermore,	 integrated	 TV	 and	 Internet	 marke4ng	

strategies	can	poten4ally	deliver	double	the	effec4veness	of	either	form	of	adver4sing	

by	itself	(Belman	et	al.	2014).	Marke4ng	techniques	directed	at	children	are	becoming	

more	sophis4cated	and	able	to	hide	or	distort	the	facts	about	the	product	in	favour	of	

the	 adver4ser,	 nega4vely	 influencing	 children	 food	 preferences	 and	 consump4on	

panerns	(McDermon	et	al.	2004;	Has4ngs	et	al.	2006;	McGinnis	et	al.	2006;	King	et	al.	

2011;	Cairns	et	al.	2013).	

Similar	to	the	findings	of	other	studies	(Boyland	et	al.	2012;	Harris	et	al.	2011,	2015),	

most	AFDs	using	persuasive	or	nutri4onal	marke4ng	techniques	and	Internet	links	were	

for	HFSS	products,	with	figures	among	the	highest	in	our	study.	The	frequency	of	HFSS	

products	was	 higher	 in	 AFDs	 using	 premium	 offers	 and	 giys,	 in	 agreement	with	 two	

similar	 studies	 conducted	 in	 the	 UK	 and	 Australia	 (Boyland	 et	 al.	 2012;	 Harris	 et	 al.	

2015).	 Furthermore,	 compared	 to	 a	 previous	 study	 conducted	 in	 Spain	 during	 2008,	

there	 has	 been	 a	 worrisome	 increase	 in	 the	 percentage	 of	 less	 healthy	 products,	
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according	 to	 the	UKNPM,	 among	 AFDs	 using	 nutri4onal	 marke4ng	 techniques	 (from	

55%	 in	 2008	 to	 69.9%	 in	 2012)	 (Cuevas-Casado	 2016),	 which	 could	 be	 seriously	

misleading	 Spanish	 consumers.	 The	presence	of	 nutri4onal	marke4ng	 techniques	has	

been	observed	 to	 lead	children	and	parents	alike	 to	perceive	products	as	being	more	

nutri4onal	 and	 healthier,	 show	 a	 greater	willingness	 to	 buy	 them	 and	 be	 induced	 to	

choose	HFSS	products	(Harris	et	al.	2011).	Thus,	if	we	are	to	allow	consumers	to	make	

informed	 food	 choices,	 standard	 criteria	 according	 to	 nutrient	 profiles	 should	 be	

required	 for	 products	 adver4sed	 using	 nutri4onal	 marke4ng	 techniques	 (Royo-

Bordonada	et	al.	2015).	

Regula4on	of	 adver4sing	 is	 complex,	 especially	with	 self-regulated	pledges.	 In	 Spain,	

although	 the	 PAOS	 Code	 considers	 in	 their	 standards	 some	 marke4ng	 techniques,	

these	 are	 neither	 comprehensive	 nor	 adequately	 fulfilled.	 For	 example,	 companies	

par4cipa4ng	in	the	Code	acknowledge	that	promo4onal	characters	familiar	to	or	with	

special	 appeal	 to	 children	 and	 other	 persuasive	marke4ng	 techniques	 should	 not	 be	

used	to	adver4se	their	products	to	children;	yet	they	were	present	in	33.5%	and	26.3%	

of	 AFDs,	 respec4vely.	 This	 is	 consistent	 with	 the	 results	 of	 a	 previous	 study	 that	

analysed	the	degree	of	compliance	with	the	PAOS	Code,	showing	that	almost	half	AFDs	

directed	at	children	by	TV	in	Spain	were	not	compliant	with	one	or	more	standards	of	

the	 Code	 (Romero-Fernández	 et	 al.	 2010).	 Indeed,	 most	 products	 were	 HFSS	 in	

adver4sements	 using	 promo4onal	 characters	 familiar	 to	 or	 with	 special	 appeal	 to	

children	and	other	persuasive	marke4ng	techniques	(52%	and	76%,	respec4vely).	This	

shows	 that	 the	 PAOS	 Code	 is	 insufficient	 to	 protect	 children	 from	 the	 pernicious	

influence	 of	 food	 adver4sing,	 mainly	 because	 it	 does	 not	 regulate	 the	 nutri4on	

composi4on	 of	 the	 products	 adver4sed,	 nor	 cover	 all	marke4ng	 techniques	 used	 by	
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the	 food	 industry,	which	usually	finds	a	way	to	bypass	regula4ons.	Moreover,	14%	of	

AFDs	breach	Ar4cle	44	of	the	law	on	food	security	and	nutri4on	issued	in	2011,	which	

prohibits	 the	 support	 from	 health	 professionals	 or	 scien4fic	 ins4tu4ons	 in	 food	

adver4sing	(L.N.17/2011).		

The	use	of	 two	 classifica4on	 systems	of	nutri4onal	 quality	 for	 adver4sed	products	 is	

considered	a	strength	of	the	study	that	facilitates	interna4onal	comparisons.	However,	

our	findings	should	be	 interpreted	 in	the	context	of	 the	study's	 limita4ons.	The	main	

limita4on	lies	in	the	presence	of	a	certain	component	of	subjec4vity	when	it	comes	to	

evalua4ng	 the	 existence	 of	 some	 marke4ng	 techniques.	 To	 minimise	 this	 problem,	

whenever	 a	 doubt	 about	 a	 given	 technique	 arose,	 we	 solved	 it	 by	 consensus.	

Furthermore,	most	 	marke4ng	techniques	were	easy	to	check	objec4vely,	such	as	the	

presence	of	promo4onal	characters,	premium	offers	and	 links	 to	product	web	pages.	

An	 addi4onal	 limita4on	 resided	 in	 the	 possible	 lack	 of	 representa4veness	 of	 the	

sample.	First,	the	study	was	restricted	to	products	adver4sed	on	TV.	Second,	by	limi4ng	

the	recording	period	to	the	months	of	January	through	April,	we	may	have	missed	out	

on	some	seasonal	varia4ons.	Third,	the	broadcast	of	minority-audience,	pay-per-view,	

and	 regional	 channels	were	 not	 recorded.	 Nevertheless,	 these	 limita4ons	would	 not	

seem	 relevant,	 given	 the	 inclusion	 of	 children´s	 favourite	 channels,	 the	 large	 sample	

size,	and	the	repe44on	of	AFDs	on	different	TV	channels.		

Conclusions	

There	 is	 an	 extensive	 use	 of	 persuasive	 and	 nutri4onal	 marke4ng	 techniques,	 and	

Internet	 links	 in	 TV	 AFDs	 directed	 at	 children	 in	 Spain,	 and	 the	 products	 adver4sed	

using	 these	 techniques	 are	 mostly	 HFSS.	 In	 Spain,	 self-regula4on	 has	 been	 deemed	

insufficient	to	protect	children	from	the	pernicious	influence	of	food	adver4sing	by	TV	
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(Romero-Fernández	et	al.	2010;	Ramos	et	al.	2015).	 	In	the	absence	of	a	complete	ban	

on	food	adver4sing	to	children,	there	is	a	need	to	strengthen	and	extend	exis4ng	rules	

to	 cover	 nutri4onal	 criteria	 and	 common	 marke4ng	 techniques	 used	 in	 food	

adver4sing,	 with	 par4cular	 anen4on	 given	 to	 integrated	marke4ng	 between	 TV	 and	

Internet,	 a	 rela4vely	new	and	 sophis4cated	 technique	 spreading	at	an	alarming	 rate.	

Worldwide,	self-regula4on	codes	are	the	main	type	of	regula4on	of	food	and	beverage	

adver4sing	 aimed	 at	 children	 (Hawkes	 2007).	 However,	 the	 pi~alls	 of	 the	 self-

regula4on	mechanisms,	 such	 as	 insufficient	 coverage	 in	 4me	 slots	 in	which	 children	

represent	a	substan4al	audience	but	are	not	the	main	audience	and	influence	children	

by	targe4ng	other	audiences	or	marke4ng	during	family	television	programs	(Potvin	et	

al.	2011;	Théodore	et	al.	2017),	are	behind	the	lack	of	progress	achieved	in	restric4ng	

the	marke4ng	of	unhealthy	 food	products	 to	 children	around	 the	world	 (Kraak	et	 al.	

2016).	Thus,	stronger	 leadership	 is	required	from	governmental	 ins4tu4ons	to	ensure	

the	effec4veness	of	policies	regula4ng	food	adver4sing	directed	at	children.		

References	

Audiovisual	 Communica4on	 Law.	 L.N.7/2010	 (31	 march	 2010).	 hnps://www.boe.es/
buscar/pdf/2010/BOE-A-2010-5292-consolidado.pdf.	Accessed	15	September	2017	

Bellman	 S,	 Kemp	 A,	 Haddad	 H,	 Varan	 D	 (2014).	 The	 effec4veness	 of	 advergames	
compared	 to	 television	 commercials	 and	 interac4ve	 commercials	 featuring	
advergames.	Comput	Human	Behav	32:276-83	

Blades	M,	Oates	C,	Li	S	 (2013).	Children's	recogni4on	of	adver4sements	on	television	
and	on	Web	pages.	Appe4te,	62:	190-93.	

Boyland	EJ,	Harrold	 JA,	Kirkham	TC,	Halford	 JC	 (2012).	Persuasive	 techniques	used	 in	
television	adver4sements	to	market	foods	to	UK	children.	Appe4te	58(2):658-64.		



�
Boyland	 EJ,	 Whalen	 R	 (2015).	 Food	 adver4sing	 to	 children	 and	 its	 effects	 on	 diet:	
review	of	recent	prevalence	and	impact	data.	Pediatr	Diabetes	16(5):	331-37.		

Busquet	J,	Reinares	P	(2009).	Children's	television	audience	in	Spain.	Not	so	poor	nor	
so	uniform	[Ar4cle	in	Spanish].	Telos	81:129-41.	

Cairns	G,	Angus	K,	Has4ngs	G,	Caraher	M	(2013).	Systema4c	reviews	of	the	evidence	of	
the	nature,	extent	and	effects	of	food	marke4ng	to	children.	A	retrospec4ve	summary.	
Appe4te	62:209–15.		

Cowburn	G,	Boxer	A	(2007).	Magazines	for	children	and	young	people	and	the	links	to	
Internet	 food	marke4ng:	 a	 review	of	 the	 extent	 and	 type	 of	 food	 adver4sing.	 Public	
Health	Nutr	10	(10):	1024-31.	

Cuevas-Casado	I,	Romero-Fernández	MM,	Royo-Bordonada	MA	(2012).	Use	of	nutri4on	
marke4ng	in	products	adver4sed	on	TV	in	Spain	[Ar4cle	in	Spanish].	 	Nutr	Hosp	27(5):
1569-75.	

Davó-Blanes	MC,	Or4z-Moncada	R,	Gil-González	D,	Álvarez-Dardet	C,	Lobstein	T	(2013).	
The	 impact	 of	 marke4ng	 prac4ces	 and	 its	 regula4on	 policies	 on	 childhood	 obesity.	
Opinions	of	stakeholders	in	Spain.	Appe4te	62:216-24.	

Fernández	E,	Díaz-Campo	 J	 (2014).	 Food	adver4sing	on	children's	 television	 in	Spain:	
promo4on	of	healthy	lifestyles	[Ar4cle	in	Spanish].	Observatorio	Journal	8:133-50.	

FSA.	 Department	 of	 Health.	 Nutrient	 profiling	 technical	 guidance	 (2011).	 hnps://
www.gov.uk/government/uploads/system/uploads/anachment_data/file/216094/
dh_123492.pdf.	Accessed	06		September	2017	

Gantz	W,	Schwartz	N,	Angelini	JR,	Rideout	V	(2007).	Food	for	thougth.	Television	food	
adver4sing	to	children	in	the	United	States.	The	Kaiser	Family	Founda4on:	Washington.	
hnps://kaiserfamilyfounda4on.files.wordpress.com/2013/01/7618.pdf.	 Accessed	 07		
December	2017	

Graff	 S,	 Kunkel	 D,	 Mermin	 SE	 (2012).	 Government	 can	 regulate	 food	 adver4sing	 to	
children	because	cogni4ve	research	shows	that	 it	 is	 inherently	misleading.	Health	Aff	
31(2):392-98.		

Jenkin	 G,	Madhvani	 N,	 Signal	 L,	 Bowers	 S	 (2014).	 A	 systema4c	 review	 of	 persuasive	
marke4ng	 techniques	 to	 promote	 food	 to	 children	 on	 television.	 Obes	 Rev	 15(4):
281-93.		

Harris	JL,	Thompson	JM,	Schwartz	MB,	Brownell	KD	(2011).	Nutri4on-related	claims	on	
children’s	cereals:	what	do	they	mean	to	parents	and	do	they	influence	willingness	to	
buy.	Public	Health	Nutr	14(12):2207–12.		

Harris	 JL,	 LoDolce	 M,	 Dembek	 C,	 Schwartz	 MB	 (2015).	 Sweet	 promises:	 Candy	
adver4sing	 to	 children	 and	 implica4ons	 for	 industry	 self-regula4on.	 Appe4te	
95:585-92.		

Has4ngs	G,	McDermon	L,	Angus	K,	Stead	M,	Thomson	S	(2006).	The	extent,	nature	and	
effects	 of	 food	 promo4on	 to	 children:	 a	 review	 of	 the	 evidence	 [Technical	 paper	
prepared	for	the	World	Health	Organiza4on].	Geneva:	World	Health	Organiza4on.		



�
Hawkes	 C	 (2007).	 Marke4ng	 food	 to	 children:	 changes	 in	 the	 global	 regulatory	
environment	2004-2006.	Geneva:	World	Health	Organiza4on.		hnp://apps.who.int/iris/
bitstream/10665/43693/1/9789240682122_eng.pdf.	Accesed	07	December	2017	

Hawkes	 C,	 Harris	 JL	 (2011).	 An	 analysis	 of	 the	 content	 of	 food	 industry	 pledges	 on	
marke4ng	to	children.	Public	Health	Nutr	14:1403–14.		

Hebden	L,	King	L,	Kelly	B	(2011).	Art	of	persuasion:	an	analysis	of	techniques	used	to	
market	foods	to	children.	J	Paediatr	Child	Health	47	(11):	776-82.	

Ho	CC,	Len	YK	(2008).	Cereal	Deceptors.	The	Marke4ng	of	Breakfast	Cereals	to	Children	
in	 Malaysia.	 Consumers	 Interna4onal	 Junk	 Food	 Genera4on	 Campaign.	 Selangor,	
Malysia:	The	Federa4on	of	Malaysian	Consumers	Associa4on	(FOMCA).		

Kelly	B,	Halford	 JCG,	Boyland	EJ,	Chapman	K,	Bau4sta-Castaño	 I,	Berg	C,	et	al	 (2010).	
Television	food	adver4sing	to	children:	a	global	perspec4ve.	Am	J	Public	Health	100(9):
1730-6.		

King	 L,	Hebden	 L,	Grunseit	 A,	 Kelly	 B,	 Chapman	K,	 Venugopal	 K	 (2011).	 Industry	 self	
regula4on	of	television	food	adver4sing:	responsible	or	responsive?	Int	J	Pediatr	Obes	
6:e390-8.				

Kraak	 VI,	 Vandevijvere	 S,	 Sacks	 G,	 Brinsden	 H,	 Hawkes	 C,	 Barquera	 S,	 et	 al	 (2016).	
Progress	 achieved	 in	 restric4ng	 the	marke4ng	 of	 high-fat,	 sugary	 and	 salty	 food	 and	
beverage	products	to	children.	Bull	World	Health	Organ	2016	94(7):	540-8.	

Law	on	 Food	 Security	 and	Nutri4on.	 L.N.17/2011	 (6	 july	 2011).	 hnps://www.boe.es/
boe/dias/2011/07/06/pdfs/BOE-A-2011-11604.pdf.	Accessed	10	September	2017	

Levin	S,	Petros	T,	Petrella	F	 (1982).	Preschoolers	Awareness	of	Television	Adver4sing.	
Child	Development	53(4):933–37.		

Lobstein	T,	Macmullan	J,	McGrath	T,	Win	J	(2008).	Cereal	Offences:	A	wake-up	call	on	
the	 marke4ng	 of	 unhealthy	 food	 to	 children,	 Junk	 Food	 Genera4on.	 London,	
Consumers	Interna4onal.	

Magnus	A,	Haby	MM,	Carter	R,	Swinburn	B	(2009).	The	cost-effec4veness	of	removing	
television	 adver4sing	 of	 high-fat	 and/or	 high-sugar	 food	 and	 beverages	 to	Australian	
children.	Int	J	Obes	33(10):1094-102.		

McDermon	L,	Has4ngs	G,	Angus	K	(2004).	Desk	Research	to	Examine	the	Influence	of	
Marke4ng	on	Children’s	 food	behaviour.	World	Health	Organiza4on	Centre	 for	 Social	
Marke4ng:	Glasgow,UK.			

McGinnis	M,	Gootman	J,	Kraak	V	(2006).	Food	Marke4ng	to	Children	and	Youth:	Threat	
or	Opportunity?	Washington,	DC:	Na4onal	Academies	Press.	

Moreno	 MD	 (2009).	 TDT	 drives	 the	 mul4plica4on	 of	 children's	 channels	 [Ar4cle	 in	
Spanish].	Rev	Electrónica	Tecnol	Educ	28:1-14.	

Nassar	MA,	Al-Zien	A	(2012).	Effects	of	television	adver4sing	on	children	in	the	Middle	
East.	Educ	Bus	Soc	Contemp	Middle	E	Issues	5(4):267–80.		

NCD	 Risk	 Factor	 Collabora4on	 (2017).	 Worldwide	 trends	 in	 body-mass	 index,	
underweight,	 overweight,	 and	obesity	 from	1975	 to	2016:	 a	pooled	analysis	 of	 2416	



�
popula4on-based	 measurement	 studies	 in	 128.9	 million	 children,	 adolescents,	 and	
adults.	Lancet	390	(10113):2627-2642.	

Ofcom,	 'Submission	 to	 the	 Leveson	 Inquiry	 on	 the	 future	 of	 press	 regula4on:	 A	
re sponse	 to	 Lo rd	 J u s4ce	 L eve son ' s	 reques t '	 Ap r i l	 2 012 .	 hnp : / /
www.pub l i c a4on s . p a r l i amen t . u k / p a / l d 201213 / l d s e l e c t / l d comun i /
154/15415.htm#note99.	Accessed	28	September	2017		

Potvin	 Kent	 M,	 Dubois	 L,	 Wanless	 A	 (2011).	 Self-regula4on	 by	 industry	 of	 food	
marke4ng	 is	 having	 linle	 impact	 during	 children’s	 preferred	 television.	 Int	 J	 Pediatr	
Obes	6(5-6):401–8.	

Ramos	C,	Navas	J	(2015).	Influence	of	Spanish	TV	commercials	on	child	obesity.	Public	
Health	129(6):725-31.		

Regula4on	 of	 the	 European	 Parliament	 and	 of	 the	 Council	 on	 nutri4on	 and	 health	
claims	made	on	foods	[Ar4cle	 in	Spanish](2006).	Regula4on	(EC)	No	1924/2006,	20th	
december	2006.	

Roberto	 CA,	 Swinburn	 B,	 Hawkes	 C,	 Huang	 TT,	 Costa	 SA,	 Ashe	 M	 (2015).	 Patchy	
progress	 on	 obesity	 preven4on:	 emerging	 examples,	 entrenched	 barriers,	 and	 new	
thinking.	Lancet	385	(9985):2400-09.		

Romero-Fernández	 MM,	 Royo-Bordonada	 MA,	 Rodríguez-Artalejo	 F	 (2010).	
Compliance	with	self-regula4on	of	 television	 food	and	beverage	adver4sing	aimed	at	
children	in	Spain.	Public	Health	Nutr	13:1013-21.		

Romero-Fernández	MM,	Royo-Bordonada	MA,	Rodríguez-Artalejo	F	(2013).	Evalua4on	
of	 food	 and	 beverage	 television	 adver4sing	 during	 children´s	 viewing	 4me	 in	 Spain	
using	the	UK	nutrient	profile	model.	Public	Health	Nutr	16(7):1314-20.		

Royo-Bordonada	 MÁ	 (2015).	 Using	 nutrient	 profiling	 to	 prevent	 misleading	 food	
marke4ng.	Public	Health	Nutr	18(15):2891.		

Royo-Bordonada	 MÁ.,	 León-Flández	 K,	 Damián	 J,	 Bosqued-Estefanía	 MJ,	 Moya-
Geromini	 MÁ,	 López-Jurado	 L	 (2016).	 The	 extent	 and	 nature	 of	 food	 adver4sing	 to	
children	on	Spanish	television	in	2012	using	an	interna4onal	food-based	coding	system	
and	the	UK	nutrient	profiling	model.	Public	Health	137:88-94.		

Sonntag	D,	Schneider	S,	Mdege	N,	Ali	S,	Schmidt	B	(2015).	Beyond	Food	Promo4on:	A	
Systema4c	 Review	on	 the	 Influence	 of	 the	 Food	 Industry	 on	Obesity-Related	Dietary	
Behaviour	among	Children.	Nutrients	7(10):8565–76.		

Spanish	Agency	for	Food	Safety	and	Nutri4on.	Ministry	of	Health	and	Consumer	(2005).	
Self-regula4ng	 Code	 of	 Adver4sing	 Food	 and	 Beverages	 to	 children,	 for	 health	 and	
promo4on	of	obesity	[Ar4cle	in	Spanish].	hnp://www.aecosan.msssi.gob.es/AECOSAN/
docs/documentos/nutricion/Codigo_PAOS_2005_espanol.pdf.	Accessed	09	September	
2017	

Théodore	FL,	Tolen4no-Mayo	L,	Hernández-Zenil	E,	Bahena	L,	Velasco	A,	Popkin	B,	et	al	
(2017).	Pi~alls	of	the	self-regula4on	of	adver4sements	directed	at	children	on	Mexican	
television.	Pediatr	Obes	12(4):312-19.	



�
Ustjanauskas	 AE,	 Harris	 JL,	 Schwartz	 MB	 (2014).	 Food	 and	 beverage	 adver4sing	 on	
children’s	web	sites.	Pediatr	Obes	(5);9:362–72.	

Veerman	JL,	Van	Beeck	EF,	Barendregt	JJ,	Mackenbach	JP	(2009).	By	how	much	would	
limi4ng	TV	food	adver4sing	reduce	childhood	obesity?	Eur	J	Public	Health	19	(4):365-9.		

WHO.	A	framework	for	implemen4ng	the	set	of	recommenda4ons	on	the	marke4ng	of	
foods	 and	 non-alcoholic	 beverages	 to	 children	 (2012).	 Geneva:	 WHO.	 hnp://
www.who.int/dietphysicalac4vity/Marke4ngFramework2012.pdf.	 Accessed	 10	
September	2017	



�



�
Table	1.	

Marketing	

techniques	in	

advertisemen

ts	of	food	and	

drinks	(AFDs)	

directed	at	

children,	

according	to	

AFDs	

characteristic

s,	in	Spain,	

2012
PERS
UASI
VE	

MAR

NUT
RITI
ONA
L	

Pro
moti
onal	
char
acte
rs	

fami
liar	
to	or	
with	
app
eal	
to	
child
rena

Pre
miu
m	

offer
s														

and	
gifts

Ot
he
r		
te
ch
ni
qu
es
b

N
ut
rit
io
n	
or	
he
alt
h	
cl
ai
m
s

H
ea
lth
y	
m
od
el
s	
or	
im
ag
es

Su
pp
or
t	
fr
o
m	
he
alt
h	
pr
of
es
si
on
als	
or	
in
sti
tu
tio
ns

AFD	
characteristics N n %

p-
va
lu
ec n %

p-
va
lu
ec n%

p-
va
lu
ec n %

p-
va
lu
ec n %

p-
va
lu
ec n%

p-
va
lu
ec
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Day	of	broadcast
0.
13

<0
.0
1

0.
06

0.
14

0.
03

<0
.0
1

Weekday 1693 550 32.5 488
28
.8 425

2
5
.
1 893

5
2
.
8 775

4
5
.
8 262

1
5
.
5

Weekend 889 315 35.4 357
40
.2 254

2
8
.
6 442

4
9
.
7 367

4
1
.
3 101

1
1
.
4

Television	
network

<0
.0
1

<0
.0
1

0.
03

0.
05

<0
.0
1

<0
.0
1

General	interest 954 235 24.6 213
22
.3 228

2
3
.
9 517

5
4
.
2 270

2
8
.
3 90

9
.
4

Children	and	
teenage	interest 1628 630 38.7 632

38
.8 451

2
7
.
7 818

5
0
.
3 872

5
3
.
6 273

1
6
.
8

Enhanced	
protection	time	

0.
20

0.
04

0.
17

0.
66

0.
02

0.
02

Yes 846 269 31.8 300
33
.5 237

2
8
.
0 432

5
1
.
1 346

4
0
.
9 100

1
1
.
8

No 1735 596 34.4 545
31
.4 442

2
5
.
5 902

5
2
.
0 796

4
5
.
9 263

1
5
.
2

Type	of	product

<0
.0
1

<0
.0
1

0.
91

<0
.0
1

<0
.0
1

<0
.0
1

Food 1874 669 35.7 684
36
.5 494

2
6
.
4 870

4
6
.
4 703

3
7
.
5 171

9
.
1

Drink 708 196 27.7 161
22
.7 185

2
6
.
1 465

6
5
.
7 439

6
2
.
0 192

2
7
.
1

Total	AFD 2582 865 33.5 845
32
.7 679

2
6
.
3 1335

5
1
.
7 1142

4
4
.
2 363

1
4
.
1
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a	Promotional	
characters	
familiar	to	or	
with	appeal	to	
children	
included:	
special	interest	
characters,	
cartoon	
characters,	
branded	
characters,	
sports	persons,	
celebrities,	
health	
professionals,	
and	others.
b	Other	
techniques	
included	
sponsorship;	
misleading	on	
characteristics,	
properties	or	
benefits	of	the	
product	and/or	
exploiting	the	
imagination,	
inexperience	
or	credulity	of	
children;	
encouraging	
children	to	
persuade	their	
parents	to	buy	
the	product	
and/or	
exploiting	the	
special	trust	
relationship.
c	Comparison	
of	proportions	
was	tested	
using	Chi-
square	test.
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c	Comparison	of	proportions	was	tested	using	Chi-square	test.	
d	The	percentage	was	from	the	total	AFDs	with	the	appearance	of	a	product	(food	or	
drink)	website	(N=1684)	
e	Internet	marketing	refers	to	the	appearance	of	the	product	website	and	
encouragement	to	visit	it	in	the	advertisement;	and	the	existence	of	a	website	
focused	on	children.
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Table	1(continued).	Marketing	techniques	in	advertisements	of	

food	and	drinks	(AFDs)	directed	at	children,	according	to	AFDs	

characteristics,	in	Spain,	2012

INTERNET	MARKETINGe

App
eara
nce	

Web
site	
focu

Encourag
ement	to	
visit	the	

AFD	
char
acte N n %

p-
valu
ec N n %

p-
valu
ec N n %

p-
valu
ec

Day	
of	

<0.0
1 0.08

<0.0
1

Wee
kday 16931143

67
.5 1143809

70
.8 1143421 36.8

Wee
kend 889 541

60
.9 541 405

74
.9 541 245 45.3

Tele
visio

<0.0
1

<0.0
1

<0.0
1

Gen
eral	 954 428

44
.9 428 202

47
.2 428 87 20.3

Chil
dren	 16281256

77
.2 12561012

80
.6 1256579 46.1

Enh
ance 0.04 0.09 0.13

Yes 846 1156
66
.6 528 395

74
.8 528 223 42.2

No 1735528
62
.4 1156819

70
.9 1156443 38.3

Type	
of	

<0.0
1 0.13

<0.0
1

Foo
d 18741192

63
.6 1192872

73
.2 1192540 45.3

Drin
k 708 492

69
.5 492 342

69
.5 492 126 25.6

Total	
AFD 25821684

65
.2 16841214

72
.1	
d 1684666

39.6	
d

Table	2.	Percentage	of	advertisements	directed	at	children,	for	

less	healthy	and	non-core	products	by	type	of	marketing	

technique,	in	Spain,	2012
UK	

Nutrient	
Internatio
nal	Food-

Les
s	

Hea

p-
val
uec

No
n-
cor
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N
n	
(%) N

n	
(%)

p-
val
uec

Marketin
g	
Persuasiv
e	
marketin
ga

Yes 1549
116
6	

<0.
01 1574

105
4	

<0.
01

No 983
624	
(63. 1008

600	
(59.

Nutrition
al	
marketing
b

Yes 1745
122
0	

0.2
0 1769

107
0	

<0.
01

No 787
570	
(72. 813

584	
(71.

Internet	
marketing
Appearan
ce	of	a	
website	

Yes 1666
123
9	

<0.
01 1684

112
8	

<0.
01

No 866
551	
(63. 898

526	
(58.

Website	
focused	
on	
childrend

Yes 1200
951	
(79.

<0.
01 1214

843	
(69.

<0.
01

No 466
288	
(61. 470

285	
(60.

Encourag
ement	to	
visit	the	
product	
website	d

Yes 666
586	
(88.

<0.
01 666

519	
(77.

<0.
01
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No 1000
653	
(65. 1018

609	
(59.

Total	AFDs	
(N) 2532 2582
a	Persuasive	marketing	techniques	included	promotional	characters	
familiar	to	or	with	appeal	to	children;	premium	offers	and	gifts;	
sponsorships;		
misleading	on	characteristics,	properties	or	benefits	of	the	product	and/
or	exploiting	the	imagination,	inexperience	or	credulity	of	children;	
encouraging	
children	to	persuade	their	parents	to	buy	the	product	and/or	exploiting	
their	special	trust	relationship.
b	Nutritional	marketing	techniques	included	nutritional	or	health	claims,	

healthy	models	or	images	and	support	from	health	professionals	or	

institutions.

Note:	The	Internet	marketing	techniques	‘website	focused	on	children’	
and	‘encouragement	to	visit	the	product	website’	were	not	grouped	
together	into		
one	variable,	as	they	were	related	to	each	other	and	content	in	

c	Comparison	of	proportions	was	tested	using	Chi-square	test.
d	The	total	AFDs	with	this	technique	was	from	those	that	displayed	a	
website	address	(N=1666	and	1684).

Table	3.	Percentage	of	advertisements	directed	at	children,	for	less	

healthy	and	non-core	products	according	to	specific	persuasive	

and	nutritional	marketing	techniques,	in	Spain,	2012
UK	
Nut

Internati
onal	

N

Les
s	

Hea

p-
val
uec

N
No
n-
cor

p-
val
uec

n	
(%)

n	
(%)

Marketing	
techniques
P e r s u a s i v e	
marketing 1549

116
6	 1574

105
4	

Promotional	
characters	familiar	
to	or	with	appeal	
to	childrena

393
205	
(52.
2)

<0.
01 393

179	
(45.
6)

<0.
01

Premium	offers	
and	gifts 486

450	
(92. 502

440	
(87.
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Other	persuasive	
techniquesb 670

511	
(76. 679

435	
(64.

Nutritional	
marketing 1745

122
0	 1769

107
0	

Nutrition	or	health	
claims 470

346	
(73.

<0.
01 491

365	
(74.

<0.
01

Healthy	models	or	
images 912

704	
(77. 915

584	
(63.

Support	from	
health	 363

170	
(46. 363

121	
(33.

Total	AFDs	(N) 2532 2582
a	Promotional	characters	familiar	to	or	with	appeal	to	children	included	
special	interest	characters,	cartoon	characters,	branded	characters,	
sports	persons,		celebrities,	health

professionals	and	others.
b	Other	persuasive	marketing	techniques	included	sponsorship;	
misleading	on	characteristics,	properties	or	benefits	of	the	product	and/
or	exploiting	the	imagination,	inexperience	or	credulity	of	children;	
encouraging	children	to	persuade	their	parents	to	buy	the	product	and/
or	exploiting	their	special	trust	relationship.
C	Comparison	of	proportions	was	tested	using	Chi-square	test	or	
likelihood	ratio	test.	
Note:	Internet	marketing	techniques	were	analysed	in	Table	2.


