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Background 
Exposure to food marketing through television is a pathway impacting food choices and 
purchasing behavior among children and adolescents and can contribute to overweight 
and obesity. The study conducted a detailed content analysis of food advertisements on 
popular television channels among children and youth in India. It also explored the 
differences in the content of these advertisements: a) between channels (children vs 
youth); b) within the channel by day type (weekend and weekdays) and time. 

Methods 
A cross-sectional study was undertaken on six popular national television channels 
among children (2-14 years) and youth (>14 years). Data was collected for three 
consecutive weeks (September 2020) during selected hours on both weekdays and 
weekends (4:00pm to 10:00 pm), with additional hours (10.00am-2:00pm) on weekends, 
by adapting the existing validated tools. Statistical methods like Pearson’s chi-squared 
test, Fisher’s exact test, and independent t-test were used. 

Results 
A higher proportion of Food advertisements were seen on children’s channels (38%) than 
youth channels (23%) (P<0.001). By day type, no statistically significant difference was 
seen for Food advertisements shown on children’s (P=0.553) and youth channels 
(P=0.513). Maximum advertisements were seen on weekdays between 8 pm–9 pm on 
children’s and youth channels. Similarly, on weekends, 4 pm-5 pm for children’s channels 
and 7 pm-8 pm for youth channels. Majority of the Food advertisements were high in fat, 
salt, and sugar (88.6%) irrespective of channel (children and youth) and day type 
(weekend or weekday). On children’s channels, food high in fat, salt and sugar were 
advertised more on weekends than weekdays (P=0.006), but this difference was not 
significant on youth channels (P=0.089). Of these foods, it was foods high in sugar that 
were seen more on children’s (55.2%) than youth channel (41.5%) (P<0.001). 

Conclusions 
The study informed that advertisements targeted towards children and youth had specific 
timings and were majorly high in fat, salt, and sugar. There is a need for instituting 
systems for tracking compliance with regulations, on the content and timing of food 
advertisements, and developing national databases for tracking all broadcasts to 
periodically inform the enforcement of food advertisements targeting children and youth 
in India. 

Globally, over 38 million children (<5 years) and 340 mil-
lion children and adolescents ( 5-19 years) were overweight 
and obese in 2019.1 The prevalence of overweight and obe-
sity has increased by approximately five folds in the past 
40 years.1 The rise in obesity will undermine the achieve-
ment of Sustainable Development Goal (SDG)-32 “ensuring 
healthy lives and promoting well-being for all ages” as obesity 

has been linked to Non-Communicable Diseases (NCDs).1 

The low-and middle-income countries (LMICs) formerly 
confronted with a high prevalence of undernutrition (stunt-
ing or thinness) are now facing over-nutrition (overweight 
or obesity) as an additional burden.3 By comparing National 
Family Health Surveys, it has become evident that over-
weight or obesity has increased among adolescents (15-19 
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years) in India. The prevalence of overweight or obesity 
among adolescent boys (15-19 years) was 1.7% in 2005-06,4 

which increased to 4.8% in 2015-16.5 Similarly, among ado-
lescent girls (15-19 years), it was 2.4%4 and became 4.2% 
in 2015-16.5 The Comprehensive National Nutrition Survey 
(2019) reveals that approximately 4% (4.6 million) of chil-
dren (5-9 years) and 5% (12 million adolescents) of adoles-
cents (10-19 years) were overweight or obese in India.6 

Various factors contribute to the development of over-
weight and obesity among children and adolescents. In ad-
dition to a genetic predisposition, the food environment 
greatly influences food choices, eating behavior, and nutri-
tional status of children and adolescents.7–9 The market-
ing, including advertising of food and beverage high in fat, 
sugar, and salt (HFSS) is recognized as one of the influ-
ential environmental factors impacting an individual’s be-
havior, leading to a rise in overweight, obesity and other 
diet-related NCDs.10 Marketing through television is one of 
the critical factors influencing food choices, eating prefer-
ences and eventually contributing to overweight and obe-
sity among children and adolescents.8–10 This may be at-
tributed to the inability of children and adolescents to 
comprehend the commercial context. Thus, are easily per-
suaded7,11 to buy the product advertised on television. 

Existing research using brief content analysis of food ad-
vertisements on Indian television has examined the preva-
lence of misleading advertisements.11–13 There is a paucity 
of research evidence on comprehensive content analysis of 
food advertisements broadcasted on television and how the 
advertisements differs by channel. The present study was 
conducted to fill the gap in literature, by undertaking de-
tailed content analysis of Food advertisements broadcasted 
on the most popular national-level television channels 
among children and youth. The differences in the content 
of these advertisements: a) between channels (children vs 
youth); b) within the channel by day type (weekend and 
weekdays) and time were also explored. 

METHODS 
STUDY DESIGN AND SAMPLING 

A cross-sectional study was conducted during September-
October in 2020. The topmost popular national television 
channels among children (2-14 years) and youth (>14 years 
) were selected based on the rating data obtained from the 
Broadcast Audience Research Council India (BARC), a tele-
vision audience measurement service.14 In total, six chan-
nels, both free-to-air (E24) and paid channels (Nick, Sonic 
Nickelodeon, Pogo, Zing, and MTV), were included in the 
present study. Children’s channels included in the present 
study were: Nick, Sonic Nickelodeon, and Pogo, whereas 
youth channels were, E24, Zing, and MTV. The study only 
analyzed secondary data and does not involve any human 
subjects, therefore, an informed consent procedure was not 
required. 

DATA COLLECTION 

The data was collected by recording programs on the six se-
lected channels for three consecutive weeks in September 
2020. In three weeks, weekdays were randomly selected by 

a lottery method and all weekends were considered for both 
children’s and youth channels. In alignment with other In-
dian13 and international research,15 hours selected for 
recording in our study for all selected channels were: 
4:00pm to 10:00pm on both weekdays and weekends with 
additional hours (10:00am-2:00pm) on weekends to under-
stand the variability in advertisements broadcasted on 
these television channels. 

INSTRUMENT AND MEASURES 

The coding sheet was developed by adapting existing val-
idated tools16,17 and previous brief content analysis re-
search conducted in India13 and other countries.7,13,18 All 
recorded advertisements on selected channels were inde-
pendently coded by two authors (HM and SD) to ensure 
consistency and avoid discrepancies while coding the ad-
vertisements. Any coding disagreement between the two re-
searchers was resolved through a discussion with other se-
nior authors (SB and DB) involved in this research. A pilot 
exercise was also performed by coding recorded advertise-
ments (n=75) to ensure consistency in entering the data by 
HM and SD. 

As per coding guidelines, the advertised Foods on these 
channels were classified into four main categories: only 
food advertisements, only beverage advertisements, food + 
beverage advertisements, and food and beverage related ad-
vertisements. The pre-packaged food and beverage shown 
in the advertisement were further categorized as healthy 
or HFSS, using World Health Organization’s (WHO) South 
East Asian Region (SEAR) Nutrient Profile Model, based on 
thresholds for fat, salt, and sugar.19 Additionally, Codex 
guidelines for the use of Nutrition and Health claims (CAC/
GL 23-1997) were used, providing details of nutrient health 
claims and the defined value for each claim.20 These guide-
lines helped determine whether the claims shown in adver-
tisements were consistent with the information on the la-
bel. The labels of food products were procured and checked 
by two authors (HM and SD) independently for each nutri-
ent to identify any misleading claims. SB and DB further 
verified these claims by randomly checking the advertise-
ments (n=5% of Food advertisements). 

DATA ANALYSIS 

We assessed the frequency of advertisements, type of ad-
vertisements, categorization of advertisements, brand ben-
efits, selling point claims, and endorsement strategies used. 
All data were analyzed to understand the content of Food 
advertisements and differences between channels (children 
and youth channels) and within these channels by day and 
time. The data were analyzed using Stata version 13.0 (Stat-
aCorp, College Station, Texas, USA).21 For categorical data, 
Pearson test, and Fisher’s exact test and for continuous data 
independent t-test was used. p-value less than or equal to 
0.05 was considered statistically significant. 

RESULTS 

The total duration of programs observed was 168 hours, 
over six weekdays and six weekends on three children’s and 
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three youth channels. During these hours, a total of 5569 
advertisements (Food advertisement:1735; Non-food ad-
vertisement:3834) were seen. A higher proportion of adver-
tisements were seen on the children’s channel (54.4%) than 
on the youth channel (45.6%) (Table 1). 

TYPE AND FREQUENCY OF ADVERTISEMENTS 

Advertisements seen on these channels (children’s and 
youth) were broadly categorized under two categories i.e. 
Food advertisements and Non-food advertisements. The 
Food advertisements were further categorized into food 
only (candy, chips, chocolates, etc.); beverage only (juices, 
fizzy sweetened drinks, etc.); food + beverage (pizza and a 
fizzy sweetened beverage together); and food and beverage 
related advertisements (food and grocery delivery services, 
food outlets etc.). 

The total advertisements broadcasted on children’s and 
youth channels were 3026 and 2543, respectively. The Food 
advertisements aired were significantly higher on children’s 
channels than youth channels (38% vs 23%, p<0.001). By 
day type, no statistically significant difference was seen for 
Food advertisements shown on children (weekday: 37.4% 
vs weekend: 38.5%, p=0.553) and youth channels (weekday: 
23.6% vs weekend: 22.5%, p=0.513) (Table 1). 

More than one–fifth of Food advertisements were adver-
tised between 8pm–9pm on weekdays on both children and 
youth channels (22.1%). On weekends, the maximum Food 
advertisements were broadcasted in the evening between 
4 pm-5 pm on children’s channels (18.8%), and 7pm-8pm 
(15.9%) on youth channels (Figure 1). 

CLASSIFICATION OF FOOD ADVERTISEMENTS 

With further classification of Food advertisements to: 1) 
only food; 2) only beverage; 3) food + beverage and; 4) food 
and beverage related advertisements, analysis showed that 
on children’s channels, food (P<0.001) and food and bever-
age related advertisements (P<0.001) were seen more com-
pared to youth channels. In contrast, beverages advertise-
ments were seen more on youth channels (P<0.001). Within 
the children’s and youth channel, no significant difference 
was seen for any of these categories by weekend or weekday 
(Table 2). 

Of the food advertisements on the children’s channel, al-
most one-third of advertisements were of candy (32.5%). 
More than half of the advertisements (69.7%) in beverage 
category were of food supplements on children’s channels. 
In contrast, very few food and beverage related advertise-
ments were seen on both channels and it was mainly the 
pizza outlet advertisements that was seen. Within the chil-
dren’s channels few foods were shown significantly more on 
weekdays (noodles, p=0.010) others on weekends (biscuits, 
P=0.013) (Table 3). 

Similarly, on the youth channel, the most common ad-
vertisement was for candy (32.9%) within food advertise-
ments. Of the beverage advertisements, one-third of the ad-
vertisements were for food supplements (38.4%). Similar to 
children’s channels, it was seen that few food and beverage 
advertisements were shown more on weekdays (noodles, 
p=0.003; food supplements, P=0.002) other on weekends 

Figure 1. Food Advertisements on Children’s and 
Youth Channels by day type (weekdays and 
weekends) 

(tea/coffee, P=0.012; fizzy sweetened beverages, P<0.001) 
(Table 3). 

CATEGORIZATION OF FOOD ADVERTISEMENTS AS 
HEALTHY AND HFSS 

Food advertisements were categorized as healthy and HFSS 
using the WHO’s SEAR Nutrient Profile Model based on 
sodium, fat, and sugar threshold values.19 Most advertise-
ments broadcasted on the selected channels were HFSS 
(88.6%), and a few were healthy (11.4%). More HFSS adver-
tisements were on children’s channel (95.9%) compared to 
76.1% on youth channel (P<0.001). Among children’s chan-
nels, it was evident that HFSS foods were advertised more 
on weekends compared to weekdays (P=0.006), but on the 
youth channels this difference was not significant (p=0.089) 
(Table 4). 

Within HFSS foods, foods high in sugar were seen more 
on children’s (55.2%) than youth channels (41.5%) 
(P<0.001). By day type, high sugar foods were advertised on 
youth channels on the weekends (P=0.006) and high in fat 
and sodium on weekdays (P=0.045). Whereas on children’s 
channels, difference was only seen for HFSS as were adver-
tised more on the weekend (P<0.001) (Table 4). 

Since the majority of advertisements were HFSS, we at-
tempted to understand the variation of these advertise-
ments broadcasted by timings. On children’s channels, 
maximum proportion of advertisements for foods high in 
sugar and sodium peaked between 8 pm-9pm on weekdays 
(Figure 2) and 5pm-6pm on weekends (Figure 3). Whereas, 
on the youth channels, the peak was observed for foods high 
in fat and sugar between 6pm and 7pm on weekdays (Fig-
ure 4), and foods high in sugar between 9pm and 10pm on 
weekends (Figure 5). 

BRAND BENEFITS OF ADVERTISEMENTS 

Companies claimed various benefits to attract users, and 
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these benefits were found to be different for children and 
youth. The most common brand benefit on children’s chan-
nels were sensory-based characteristics (40.9%) i.e. taste, 
texture, aroma, etc. followed by suggestive users for chil-
dren or family (25.8%). While on youth channels, the most 
prevalent brand benefit claimed was use of emotive claims 
(31.6%) i.e., feelings of fun, popularity, etc. followed by sen-
sory characteristics (23.1%) and price (22.8%). 

SELLING POINT CLAIM 

Companies were using different selling claims; approxi-
mately one-fourth of Food advertisements on youth chan-
nels (23.7%) and 13.3% on children’s channels had no sell-
ing claims (P<0.001). The taste of an advertised product 
(28.3%) was claimed as one of the selling points, signif-
icantly more on children’s channel than youth channel 
(P<0.001). Whereas, on youth channels, general health 
claims (22.9%) were most common and were significantly 
higher compared to children’s channels (P<0.001) (Table 5). 

Concerning the nutrient content, which is also a selling 
point claims (Table 5), enhanced nutrients (increase in con-
tent is at least 30% compared to a similar product) was the 
highest-selling claim seen on children’s channels (39.2%), 
followed by protein enriched (36.0%). Similarly, the source 
of vitamins and minerals was claimed most frequently 
(77.8%), followed by rich dietary fiber (16.7%) on the youth 
channels. None of these claims were found to be misleading 
when verified through the food labels. 

ENDORSEMENT STRATEGIES 

On the children’s channels, the most common endorsement 
strategy used was the presence of children in almost half 
of the advertisements (49.0%), and on youth channels, en-
dorsement by a non-sports celebrity (32.6%). 

DISCUSSION 

This is one of the first studies that have undertaken the 
detailed content analysis of food advertisements (i.e. only 
food, only beverage, food + beverage, and food and beverage 
related) broadcasted on most popular channels among chil-
dren (2-14 years) and youth (>14 years) on weekdays and 
weekends. 

The study findings showed that 38% and 23% of adver-
tisements were of food on children’s and youth channels, 
respectively. Similar to our findings, a study conducted in 
India reported that 46% of advertisements were for food on 
television programs targeting children,22 whereas a study 
conducted in Argentina showed a lower (20%) proportion of 
food and beverage advertisements.23 

Our study findings showed no difference in weekends 
and weekdays for food and non-food advertisements. This 
could be attributed as the study data was collected when 
schools were closed due to COVID-19 and children were 
confined to their homes for both academic and leisure activ-
ities.24 Thus, companies might have considered the week-
day and weekend as an equal opportunistic time to ad-
vertise their products to attract the young population. 
Similarly, in UK, the Advertising Standards Authority re-

Figure 2. Distribution of HFSS advertisements on 
weekdays on Children’s Channels by time 

Figure 3. Distribution of HFSS advertisements on 
weekends on Children’s Channels by time 

Figure 4. Distribution of HFSS advertisements on 
weekdays on Youth Channels by time 
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ported an increase in exposure to advertisements (soft 
drinks, sports drinks, confectioneries and snacks) among 
both children and adults during the COVID-19 lockdown, as 
compared to 2019.25 

In our study, the Food advertisements were broadcasted 
on both the children’s and youth channels during 8pm–9pm 
on weekdays. On weekends, the maximum number of Food 
advertisements were seen between 4pm-5pm on the chil-
dren’s channels and during 7pm- 8pm on the youth chan-
nels. Secondary data from BARC also supports our findings 
and shows that on both weekdays and weekends, the peak 
viewership on youth channels is between 
8:30pm-9:00pm.26 

In our study, a total of 88.6% of advertisements were 
for HFSS foods. These HFSS advertisements can create and 
promote an obesogenic environment that can strongly in-
fluence children’s buying behavior.27 Similar findings from 
studies conducted in India12,28 and Southeast Asian coun-
tries29 highlighted that majority (90-95%) of advertise-
ments broadcasted on television channels targeting chil-
dren and youth were of HFSS foods. The most frequently 
advertised products on children’s (32.5%) and youth 
(32.9%) channels in our study were candies. These findings 
are similar to other studies conducted in India22,28 and 
other countries like Lebanon,30 Sri Lanka,29 and the United 
States.18 

Using children in advertising or any other communica-
tion type for brand building is likely to affect purchase in-
tentions.31 In our study, the most common endorsement 
strategy was children’s presence in almost half of the ad-
vertisements (49%) on children’s channels. Similar findings 
were reported from a study conducted in Sri Lanka.29 An-
other study depicting global representation reported that 
out of 16 countries, 30% of food and beverage advertise-
ments contained promotional characters like com-
pany‐owned media characters, brand‐equity mascots, 
third‐party licensed characters, entertainment, or sports 
celebrities.32 Contrary to this, our study showed the pres-
ence of cartoons in only 7.7% of advertisements on chil-
dren’s channels. The use of cartoon characters, fantasy 
world, and excitement in advertisements is strongly corre-
lated with purchase of those products among children.33 In 
light of mounting evidence, few countries have taken initia-
tives by formulating policy or pledges by the industry to re-
strict the use of brand mascots, to promote HFSS foods.34 

The Chilean government introduced a food labeling law in 
2016 with a measure for the removal of licensed and brand 
characters to promote HFSS foods.34 

Marketing gimmicks like offers, health benefits, and 
price reduction have positively impacted a brand.13 In our 
study, sensory-based characteristics such as taste, texture, 
and aroma were the most used brand benefits claimed 
(40.9%) by the advertisements on children’s channels. A re-
view conducted in 2008 also highlighted hedonistic charac-
teristics like taste and sensory appeal are used to promote 
children’s food products.35 This is because taste and smell 
provoke the advertised food consumption pattern rather 
than similar products that are not heavily advertised, thus 
making a good appeal to target children.36 A study con-
ducted in the United States stated that adolescents could 
be persuaded by the emotive messages of advertising, which 

Figure 5. Distribution of HFSS advertisements on 
weekends on Youth Channels by time 

play into their developmental concerns related to appear-
ance, self-identity, belongingness, and sexuality.37 Our 
study similarly found emotive claims (31.6%) to be a promi-
nent marketing gimmick on the youth channels. This shows 
that companies invest in research to develop their strategy 
to cash in on the development and emotional needs of the 
customer. 

In India the Consumer Protection Act, 2019 stipulates 
punishment for false or misleading advertisements by any 
manufacturer.38 Additionally, the program and advertising 
codes prescribed under the Cable Television Network Rules, 
199439 state that ‘No advertisement which endangers the 
safety of children or creates in them any interest in un-
healthy practices or shows them begging or in an undigni-
fied or indecent manner shall not be carried in the cable ser-
vice.’ The Food Safety and Standards Act, 2006 has clause 53 
in section 56 that clearly states that any person who pub-
lishes or is a party to the publication of an advertisement 
which, a) falsely describes any food or; b) is likely to mislead 
as to the nature or substance or quality of any food or gives 
a false guarantee, shall be liable to a penalty which may ex-
tend to ten lakh rupees.17 However, no clear reference to 
the marketing of HFSS foods to children or exact time reg-
ulations were made in these acts. A self-regulatory volun-
tary organization, the Advertising Standards Council of In-
dia (ASCI) can also pressurize advertisers and companies 
to withdraw objectionable advertisements.40 Despite these 
initiatives in India, there are advertisements of HFSS foods 
shown on television, that appeal to children. Hence, similar 
to other countries,41 there is a need for regulatory guide-
lines for creating a better food advertising environment by 
monitoring and controlling television food advertisements. 
There is need to develop national databases for tracking all 
broadcasts to periodically inform the enforcement of food 
advertisements targeting children and youth in India. 

This study is one of the first of its kind in India, which 
comprehensively analyzed the content of food advertise-
ments between and within channels in the Indian context. 
Therefore, it can act as a foundation for conducting more 
region-specific studies to assess the impact of the obeso-
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genic environment among children and youth. One of the 
limitations of our study is that the study only analyzed the 
content on national children’s and youth channels, thus the 
findings of this study may not be generalizable. We also did 
not conceptualize any confounding variables for the current 

research question, and therefore a regression model was not 
applied. Additionally, other modes of exposure to advertise-
ments including advertising on streaming services, inter-
net, social media, etc. were not explored. 
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Table 1. Distribution of advertisements based on channel type and day type 

Overall 
N 

(%) 

Children’s Channels 
N 

(%) 

Youth Channels 
N 

(%) 

Children’s Channels Youth 
Channels 

p-value Weekday Weekend p-value Weekday Weekend p-value 

Total advertisements 
3026 
(54.4) 

2543 
(45.6) 

- 
1339 
(44.3) 

1687 
(55.7) 

1148 
(45.1) 

1395 
(54.9) 

- 

Food advertisements 
1150 
(38.0) 

585 
(23.0) 

<0.001 

501 
(37.4) 

649 
(38.5) 

0.553 

271 
(23.6) 

314 
(22.5) 

0.513 
Non-Food advertisements 

1876 
(62.0) 

1958 
(77.0) 

838 
(62.6) 

1038 
(61.5) 

877 
(76.4) 

1081 
(77.5) 

Table 2. Distribution of advertisements of Food categories by channels and day type 

Overall (N=5569) Children’s Channels (N=3026) Youth Channels (N=2543) 

Food Category Children’s 
channel 
(n=1150) 

Youth 
Channels 
(n=585) 

p-value Weekday 
(n=501) 

Weekend 
(n=649) 

p-value Weekday 
(n=271) 

Weekend 
(n=314) 

p-value 

N (%) N (%) N (%) N (%) N (%) N (%) 

Food advertisements 
799 

(69.5) 
345 

(59.0) 
<0.001 

356 
(71.1) 

443 
(68.3) 

0.839 
171 

(63.1) 
174 

(55.4) 
0.076 

Beverage advertisements 
297 

(25.8) 
237 

(40.5) 
<0.001 

118 
(23.5) 

179 
(27.6) 

0.099 
100 

(36.9) 
137 

(43.6) 
0.338 

Food + beverage advertisements 
0 

(0.0) 
0 

(0.0) 
- 

0 
(0.0) 

0 
(0.0) 

- 
0 

(0.0) 
0 

(0.0) 
- 

Food and beverage related advertisements 
54 

(4.7) 
3 

(0.5) 
<0.001 

27 
(5.4) 

27 
(4.2) 

0.391 
0 

(0.0) 
3 

(1.0) 
0.116 
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Table 3. Foods and beverage items under Food categories in children’s and youth channel by day type 

Advertisement category Overall (N=1735) 
N (%) 

Children’s Channels (N=1150) 
N (%) 

Youth Channels (N= 585) 
N (%) 

Food Advertisements Children’s Channels 
(n= 799) 

Youth Channels 
(n=345) 

Weekday 
(n=356) 

Weekend 
(n=443) 

p-value Weekday 
(n=171) 

Weekend 
(n=174) 

p-value 

Candies 
260 

(32.5) 
113 

(32.9) 
119 

(33.3) 
121 

(31.8) 
0.342 

51 
(29.8) 

62 
(35.6) 

0.266 

Dairy products (ice-creams) 
73 

(9.1) 
0 

(0.0) 
27 

(7.6) 
46 

(10.4) 
0.259 

0 
(0.0) 

0 
(0.0) 

- 

Breakfast cereals 
113 

(14.1) 
12 

(3.5) 
54 

(15.2) 
59 

(13.3) 
0.303 

5 
(2.9) 

7 
(4.0) 

0.584 

Chips 
103 

(12.9) 
34 

(9.9) 
47 

(13.2) 
56 

(12.6) 
0.609 

18 
(10.5) 

16 
(9.2) 

0.666 

Biscuits 
69 

(8.6) 
3 

(0.9) 
20 

(5.6) 
49 

(11.1) 
0.013 

0 
(0.0) 

3 
(1.7) 

0.086 

Noodles 
55 

(6.9) 
15 

(4.4) 
33 

(9.3) 
22 

(5.0) 
0.010 

13 
(7.6) 

2 
(1.2) 

0.003 

Oils 
40 

(5.0) 
0 

(0.0) 
18 

(5.1) 
22 

(5.0) 
0.822 

0 
(0.0) 

0 
(0.0) 

- 

Chocolates 
30 

(3.7) 
106 

(30.7) 
16 

(4.5) 
14 

(3.2) 
0.259 

56 
(32.7) 

50 
(28.7) 

0.399 

Popcorns 
24 

(3.0) 
0 

(0.0) 
12 

(3.4) 
12 

(2.7) 
0.569 

0 
(0.0) 

0 
(0.0) 

- 

Spices 
19 

(2.4) 
0 

(0.0) 
7 

(2.0) 
12 

(2.7) 
0.568 

0 
(0.0) 

0 
(0.0) 

- 

Cakes 
13 

(1.6) 
0 

(0.0) 
3 

(0.8) 
10 

(2.3) 
0.139 

0 
(0.0) 

0 
(0.0) 

- 

Sauces 
0 

(0.0) 
42 

(12.2) 
0 

(0.0) 
0 

(0.0) 
- 

19 
(11.1) 

23 
(13.2) 

0.563 

Fruit based products (Jams and Jellies) 
0 

(0.0) 
18 

(5.2) 
0 

(0.0) 
0 

(0.0) 
- 

9 
(5.3) 

9 
(5.2) 

0.960 

Dates 
0 

(0.0) 
2 

(0.6) 
0 

(0.0) 
0 

(0.0) 
- 

0 
(0.0) 

2 
(1.2) 

0.505 

Beverage Advertisements Children’s Channels 
(n= 297) 

Youth Channels 
(n=237) 

Weekday 
(n=118) 

Weekend 
(n=179) 

p-value Weekday 
(n=100) 

Weekend 
(n=137) 

p-value 

Food supplements 207 91 80 127 0.783 50 41 0.002 
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(69.7) (38.4) (67.8) (71.0) (50.0) (29.9) 

Dairy products (Milkshakes) 
61 

(20.6) 
0 

(0.0) 
26 

(22.0) 
35 

(19.6) 
0.582 

0 
(0.0) 

0 
(0.0) 

- 

Health/ energy drinks 
25 

(8.4) 
0 

(0.0) 
12 

(10.2) 
13 

(7.3) 
- 

0 
(0.0) 

0 
(0.0) 

- 

Tea/ coffee 
0 

(0.0) 
52 

(21.9) 
0 

(0.0) 
0 

(0.0) 
- 

14 
(14.0) 

38 
(27.7) 

0.012 

Fizzy sweetened beverages 
0 

(0.0) 
38 

(16.0) 
0 

(0.0) 
0 

(0.0) 
- 

6 
(6.0) 

32 
(23.4) 

<0.001 

Packaged fruit juices 
0 

(0.0) 
29 

(12.2) 
0 

(0.0) 
0 

(0.0) 
- 

17 
(17.0) 

12 
(8.8) 

0.056 

Soups 
0 

(0.0) 
22 

(9.3) 
0 

(0.0) 
0 

(0.0) 
- 

13 
(13.0) 

9 
(6.6) 

0.092 

Date Syrup 
0 

(0.0) 
1 

(0.4) 
0 

(0.0) 
0 

(0.0) 
- 

0 
(0.0) 

1 
(0.7) 

0.392 

Food and Beverage Related Advertisements Children’s Channels 
(n= 54) 

Youth Channels 
(n=3) 

Weekday 
(n=118) 

Weekend 
(n=27) 

p-value Weekday 
(n=0) 

Weekend 
(n=3) 

p-value 

Pizza 
31 

(57.4) 
0 

(0.0) 
17 

(63.0) 
14 

(51.9) 
0.409 

0 
(0.0) 

0 
(0.0) 

- 

Food delivery Service 
0 

(0.0) 
3 

(100.0) 
0 

(0.0) 
0 

(0.0) 
- 

0 
(0.0) 

3 
(0.0) 

- 

Online grocery shopping store 
23 

(42.6) 
0 

(0.0) 
10 

(37.0) 
13 

(48.2) 
0.409 

0 
(0.0) 

0 
(0.0) 

- 
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Table 4. Distribution of Healthy and HFSS foods* by channel and day type 

Food Classification Overall Children’s Channels Youth Channels 

Children’s Channels 
(n=1001) 

Youth Channels 
(n=582) 

p-value Weekday 
(n=426) 

Weekend 
(n=574) 

p-value Weekday 
(n=271) 

Weekend 
(n=311) 

p-value 

N (%) N (%) N (%) N (%) N (%) N (%) 

Healthy Foods 
41 

(4.1) 
139 

(23.9) 
<0.001 

26 
(6.1) 

15 
(2.6) 

0.006 

56 
(20.7) 

83 
(26.7) 

0.089 

Foods high in fat, salt and Sugar 
960 

(95.9) 
443 

(76.1) 
401 

(93.9) 
559 

(97.4) 
215 

(79.4) 
228 

(73.3) 

High in fat 
239 

(24.9) 
24 

(5.4) 
<0.001 

101 
(25.2) 

138 
(24.7) 

0.860 
14 

(6.5) 
10 

(4.4) 
0.323 

High in sodium 
0 

(0.0) 
0 

(0.0) 
- 

0 
(0.0) 

0 
(0.0) 

- 
0 

(0.0) 
0 

(0.0) 
- 

High in sugar 
530 

(55.2) 
184 

(41.5) 
<0.001 

235 
(58.6) 

295 
(52.8) 

0.073 
75 

(34.9) 
109 

(47.8) 
0.006 

High in fat, sodium and sugar 
0 

(0.0) 
0 

(0.0) 
- 

0 
(0.0) 

0 
(0.0) 

- 
0 

(0.0) 
0 

(0.0) 
- 

High in fat and sodium 
47 

(4.9) 
41 

(9.3) 
0.002 

23 
(5.7) 

24 
(4.3) 

0.307 
26 

(12.1) 
15 

(6.6) 
0.045 

High in fat and sugar 
134 

(14.0) 
113 

(25.5) 
<0.001 

37 
(9.2) 

96 
(17.2) 

<0.001 
56 

(26.0) 
57 

(25.0) 
0.801 

High in sodium and sugar 
10 

(1.0) 
81 

(18.3) 
<0.001 

5 
(1.2) 

5 
(0.9) 

0.596 
44 

(20.5) 
37 

(16.2) 
0.249 

* Of the 1735 food and beverage advertisements, the food labels were only available for 1583 advertisements, across both children and youth channels 
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Table 5. Comparison of selling point claims by channel 

Selling point claims 

Children’s channels 
(N=1648) † 

N (%) 

Youth 
channels 
(N=765) † 

N (%) 

p-
value 

Taste (Delicious) 467 (28.3) 167 (21.8) <0.001 

Offers (toys and freebies) 264 (16.0) 29 (3.8) <0.001 

Health-related ingredients claim 220 (13.3) 89 (11.6) 0.044 

General health claims (part of healthy diet, balanced diet) 158 (9.6) 175 (22.9) <0.001 

Nutrient content claims (low energy, low fat cholesterol free) 125 (7.6) 72 (9.4) 0.113 

Nutrient comparative claims (increased calcium content, reduced 
fat, etc.) 

62 (3.8) 0 (0.0) <0.001 

Other claims (e.g. organic food) 62 (3.8) 0 (0.0) <0.001 

Preparation time (easy to prepare/ready to eat) 59 (3.6) 51 (6.7) 0.004 

Reduction of disease risk claims 12 (0.7) 1 (0.1) 0.046 

No selling point claimed 219 (13.3) 181 (23.7) <0.001 

† Number of advertisements in both youth and children channel was higher for this variable as there were advertisements in which more than one selling point was claimed 
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