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ABSTRACT

Foods advertised were recorded in 2 television (TV) channels. The present

article studies the association between products advertised and those

consumed by mothers and children. A total of 365 mothers and their

children were assessed. A positive correlation was observed between

the food advertisements that the mothers recalled and the frequency

of TV food advertisements (Rho¼ 0.44, P¼ 0.03). A positive correlation

was found between the frequency of the foods advertised on TV and

the consumption of these by the mothers (r¼ 0.73, P¼ 0.0001) and

their children (Rho¼ 0.66, P¼ 0.0001). These results suggest that TV

advertisements influence the food choices of mothers and children.
Key Words: food advertisements, Mexican children, Mexican mothers,

television

(JPGN 2013;56: 86–88)
T elevision (TV) viewing has 3 main influences: promoting
a sedentary lifestyle; promoting an unhealthy diet, in con-

sequence of advertising of foods with sweeteners, high in saturated
fats and rich in trans fatty acids, including ‘‘fast food,’’ high-energy
snacks, candies, and sodas; and children having a tendency to
consume high-energy foods and products with a poor nutritional
value more frequently when they are watching TV than when engaged
in other activities (1–4). One systematic review suggested that
exposure to food advertisements influences the acquisition, purchase,
and consumption of these products by children and adults (5).

The objective of the present study was to evaluate the
frequency with which food advertisements are aired during adult
programming of 2 Mexican TV public broadcast channels, and
to assess the association between the foods advertised and the
ones consumed by mothers and their children.

METHODS

Recording of TV Advertisements
of 2011. Recordings were conducted Monday through Friday,
during the periods of highest viewing (17:00 to 22:00 hours).
The nutritional composition of the advertised foods was evaluated
based on the food labels provided by the food industry. They were
then classified as either healthy or unhealthy according to the
Mexican Health Bureau (6) and the Norm on the Traffic
Light Color for the labeling of foods in the United Kingdom
(Food Standards Agency 2007 (7).

Subjects and Procedures

Mothers of children 8 months to 5 years old, who gave
consent, were interviewed at a vaccination center in Tijuana,
Mexico. The study was approved by the bioethics committee
of the Medical and Psychology School from the Universidad
Autónoma de Baja California. A questionnaire of demographic
data was administered to the mothers. Direct interview was
conducted to explore the type of foods consumed by the mothers
and their children. The amount of time that the mothers were
exposed to TV programming was registered, along with a food
frequency consumption of foods advertised on TV.

Statistical Analysis

The Spearman correlation was used to assess the association
between the frequency of foods advertised on TV and the foods
consumed by the mother and child. The association between
the number of hours of TV watching, the level of education, the
mother’s weekly income, and the number of advertisements they
recalled was assessed using the Spearman correlation. To identify
the difference in the number of hours of TV watching among
different levels of education and weekly income, a 1-way analysis
of variance was used. The association between the consumption of
healthy and unhealthy foods, advertised on TV, with the mother’s
education level and weekly income was measured with the x2 test.

RESULTS
A total of 105 hours of TV programming were recorded,

registering a total of 5249 advertisements. Twenty-five percent
(1318) of these advertisements corresponded to foods. An average
of 5 to 7 advertisements was transmitted for every 30 minutes
of programming. Sixty-seven percent of the foods advertised
were unhealthy, 25%, 34%, and 42% with high content of fat,
sugar, and sodium, respectively.

A total of 365 mothers were interviewed. An association
was observed between the food advertisements that the mothers
recalled and the frequency of TV food advertisements (rho¼ 0.44,
P¼ 0.03). The food advertisements recalled the most frequently by
duction of this article is prohibited.

%), sweetened drinks (15%), and sweetened
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more TV hour per week (P¼ 0.03). The foods advertised that were
consumed more frequently by the mothers were seasonings (85%),
carbonated drinks (79%), liquid milk (78%), sandwich bread (73%),
and cookies (73%). A correlation was found between the frequency
of the foods advertised on TV and the consumption of these by the
mothers (r¼ 0.73, P¼ 0.0001).

Seventy-five percent of children watched TV. Children
younger than 1 year of age watched an average of 2.3� 2.9 hours/
day; 1 to 3 years old 2.5� 1.8 hours/day; and >3 years old 1.9�
1.7 hours/day. Twenty-five percent of the foods advertised were
introduced in the diet of children before they reached 6 months of
age. The type of foods advertised on TV that were purchased the
most by mothers and consumed by their children were sweetened
fresh cheese (45%), juices (40%), cookies (30%), purees (27%),
yogurt (27%), and sweetened cereals (22%). Only 2% purchased
fruit. The foods that children consumed more frequently were
cookies (89%), sweetened fresh cheese (84%), potato chips
(79%), sweetened and carbonated drinks (70%), and flavoring
powders for water (66%). A correlation was found between the
frequency of the foods advertised on TV and the consumption of
these by children (r¼ 0.66, P¼ 0.0001). Healthy and unhealthy
foods advertised on TV, and their consumption by mothers and their
children were not associated with the mother’s education level and
weekly income.

DISCUSSION
The present study found 5 to 7 food advertisements for

every 30 minutes of scheduling in the 2 most popular channels
during the highest audience. The foods that were advertised the
most included sweetened cereals, sweetened and carbonated drinks,
and snacks. In the present study, a majority of the foods advertised
on TV were observed to be unhealthy (67%) (6,7), especially
because of their high levels of fat (25%), sugar (34%), and the
moderate to high levels of sodium (42%). Exposure to advertising of
unhealthy foods in Mexico during 2011 was similar to that in the
United States in 1992 (8); however, in 2006, a reduction in the
number of TV advertisements of foods high in fat was observed
in the UK and Canada (9). Therefore, in Mexico, the exposure
to unhealthy food advertising on TV is currently higher
than that observed in Canada, the United Kingdom, and the
United States (8,9).

Recently, various studies have focused on the exposure to TV
advertisements targeting children (10–13). One study conducted in
Mexico reported 4 food advertisements for every 30 minutes
of programming, 2 targeting children specifically (10). A study
conducted in 13 countries reported that children were also exposed
to high levels of food advertisements on TV, and most of them were
of unhealthy foods (67%) (11), which is consistent with the results
found in the present study. Such findings have led different
countries and organizations to implement trade policies on
advertising foods (12,13). Although these measures have also been
implemented in Mexico, the results of the present study indicate
their poor effectiveness.

In the present study the mothers described having bought
several foods advertised on TV for their children, such as juices,
cookies, purees, and sweetened cereals, whereas only 2% of
mothers mentioned buying fruits. This suggests that TV advertise-
ments have an effect on the purchasing patterns of unhealthy foods
intended for the household. The results are also consistent with
those found in Venezuela 25 years ago (14). Experimental studies
have observed the influence that advertisements have on the
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purchase and consumption of foods (5,15). Robinson et al observed
that food branding influenced preference for a given good item

www.jpgn.org
among children who demonstrate a preference for foods of specific
brands (16).

The present study observed that 99% of the mothers
watched TV for 3.5� 1.7 hours/day, and that the women with
lower education levels watched more TV (P¼ 0.03). It has been
shown that watching TV promotes a sedentary lifestyle and thus
increases the risk for obesity (2,3). The time spent watching TV was
associated with a higher consumption of drinks during this period,
which could be an additional mechanism by which exposure to TV
may increase the risk of being overweight and obese (2,3).
The present study found a positive correlation between the fre-
quency of exposure to food advertisements and the number of food
advertisements that the mothers recalled (rho¼ 0.44, P¼ 0.03),
consistent with other studies (17).

The limitations of the present study include the following:
energy value was not estimated; the inherent limitations of a
questionnaire on the frequency of food consumption by children
provided by the mothers; the recordings were done on only
2 national public broadcasting channels; the results cannot
necessarily be generalized because responders visiting the center
studied may not be representative of the general population;
and recall bias regarding time spent watching TV and content
of advertisements.

To our knowledge, this is the first study in Mexico that
describes a positive association between the exposure to food
advertisements in adult programming and the purchase and
consumption patterns by mothers and their children on the foods
advertised. The results suggest that exposure to advertisements of
‘‘unhealthy’’ foods may influence the food choices of mothers and
children. In a country like Mexico, with an elevated prevalence of
childhood obesity, measures to restrict advertisements of foods
contributing to the risk of obesity are urgently needed.
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