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Resumen.- Objetivos: Análisis del efecto de la campaña “5 al día” en escolares. El estudio se realiza 
desde la antropología de la nutrición. Metodos: En una muestra de 90 escolares de 3 a 5 años de un 
centro escolar privado de la Comunidad Autónoma de la Región de Murcia, en un total de 9 aulas, 
dos por nivel, se seleccionan 10 niños por clase que no coman en comedor. El análisis se realiza en 
el primer trimestre del 2005, con la combinación de metodologías cualitativas y cuantitativas: revisión 
bibliográfica, 9 grupos de discusión a niños, 90 entrevistas semiestructuradas a familiares, 9 talleres 
nutricionales y 180 cuestionarios de frecuencias. Resultados: Los escolares que fueron sometidos a 
la publicidad alimentaria no mantuvieron su conducta en el tiempo. Aunque la publicidad era una 
herramienta útil, en el consumo de frutas y hortalizas, fue mayor la influencia de sus semejantes. 
Conclusión: La complejidad del comportamiento alimentario implica la introducción del aspecto 
nutricional junto con otros muchos factores, por ello la acción educativa debe tener en cuenta la 
variable relacional y, en concreto la influencia de los iguales. 
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Abstract.- Objetive: We analysed the effect of the advertising campaign “5 A Day” on pupils. The 
investigation focused on how pupils perceived food advertising from an anthropological point of view. 
Design: The analysis was based on a combination of qualitative and quantitative methodologies. The 
following items were used for the study: References revision, Participant observation, 9 discussion 
groups with pupils, 90 semi structured interviews to families, 9 nutrition workshops, Collection of data 
using frequency questionnaires (180). Setting: We selected 10 pupils in each classroom. We only 
selected pupils that didn’t eat in the school dining room. Participants: A sample of 90 pupils (aged from 
3-5) in a private school in Murcia. The parents of each child. Interventions: In the first term of the 
2004-2005 course. A participant observation was made: during the first two weeks the students were 
shown a video. The children were involved in various nutritional workshops. Interviews were carried 
out to the parents of each child. After the workshops, six discussion groups were executed (one for 
each classroom).  Results: Pupils that saw the food adverts didn’t maintain their revised eating habits 
over time. Although they believed food advertising was a useful tool in the consumption of fruits and 
vegetables, there were other, more important influences. There were other influences like seeing their 
peers eating fruit and vegetables. Conclusion and Implications: Eating habits are very complex and 
rely on nutritional guidance as well as other factors. Because of this we must study other variables, 
like the influence of peers. 
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INTRODUCTION 
 
In 2005, The Spanish Ministry of Health and AESAN (Spanish Agency of Food Safety 
and Nutrition) came up with the NAOS strategy (Nutrition, Physical Activity and 
Obesity Prevention strategy). 
NAOS controls a lot of things to do with food: school dining rooms, installation of 
vending machines and food and drink advertising to minors. Its clear objective is to 
stop obesity.  
Since the end of 2004, NAOS has been controlling nutrition from infancy through to 
adolescence, and is reflected in the book Your children’s Food (1). 
Furthermore, they started the PERSEO program. This program tries to organize and 
promote healthy food and physical activities among pupils. In 2006-2007 this 
program began in schools in Castilla y Leon, Galicia, Murcia, Extremadura, 
Andalucia, Canarias, Ceuta and Melilla. 
Spanish Public Health is fighting obesity in children. It’s now considered a national 
epidemic and is a leading cause of heart disease, cancer, diabetes, stroke, arthritis 
and other health problems (2). Several interventions have changed school food 
environments, for example, by reducing fat content of food in vending machines and 
making more fruit and vegetables available. Interventions are just beginning to target 
the availability of competitive foods. 
The roles of schools, the food industry, fashion, advertising, mass media and the 
family in the prevention of obesity are essential. School health services can also help 
address obesity by providing screening, health information, and referrals to students, 
especially low-income students, who have a higher risk of obesity, tend to be 
underinsured, and may not receive health services elsewhere (3). 
In addition, advertising is related to the acceptance of many recommendations made 
by food experts and is used to reinforce and spread cultural guidelines (4).   
From an anthropologic point of view, advertising and experts are the ones who 
explain and recommend nutritional scientific methods to follow. The nutritional expert 
claims to be the real authority that chooses which foods are considered correct.   
On the other hand, public health organizations use the development of new 
nutritional technologies. They have developed the advertising campaign “5 A Day” 
with the entire infrastructure: (association, web, advertisement, poster, television, 
brochure, forum…). “5 A Day” is an international slogan. It promotes the consumption 
of fruit and vegetables throughout the world. 
We observed the influence of advertisements, even if only for the time that they are 
in contact with whichever means of communication, normally the television and so 
avoid doing something else. Study found a positive correlation between the number 
of hours the television and foods requested by the children (5) 
Objective: 
The aim of this study was to examine pupil’s attitudes to the food advertisement “5 A 
Day”. This advertising campaign was seen on television. 
From the interdisciplinary relationship between nutrition and the anthropology of food, 
we developed the study in two ways: on one hand, we carried out an analysis of the 
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intake of fruit and vegetables, and on the other hand we tried to resolve the mounting 
questions about the effects of food advertising, perceptions and interpretation of 
pupils, family and teachers with respect to the effectiveness of the campaign.  
 
 
METHODS 
 
The analysis was based on a combination of qualitative and quantitative 
methodologies. The relatively small number of cases favours significance over 
representation.  
The study was carried out in the first term of the 2004-2005 course in a private 
school in Molina de Segura (Murcia, Spain). There were nine classrooms (234 pupils 
aged between 3-5 years). We selected 10 pupils in each classroom and we took a 
sample of 90 pupils. We only selected pupils that didn’t eat in the school dining room. 
The following items were used for the study: 

• References  

• Participant observation  

• 9 discussion groups with pupils 

• 90 semi structured interviews to families 

• 9 nutrition workshops 

• Date Collection using frequency questionnaire (180) 
A participant observation was made: during the first two weeks the students were 
shown a video of the 5 a day campaign everyday, at the same time (10.45am) before 
going for break, for approximately one minute.    
During the next few weeks the children were involved in various nutritional 
workshops. In the 3-4 year old classrooms a workshop called “the traffic light diet” 
was given where different elements were shown according to their recommended 
intake, specifically emphasizing fruit and vegetables that were within the colour 
green.   
In the 5 year olds classroom a workshop called “element groups” was given. By using 
a food pyramid different types of fruit and vegetables were grouped according to 
what they should eat.  
After the workshops they were shown a video once a week, for two weeks and then 
six discussion groups were executed (one for each classroom) four main topic areas 
were covered. Likes and dislikes, nutritional knowledge, lifestyles and physical 
activity and family eating habits. 
At the same time interviews were carried out to the parents of each child about their 
intake of fruit and vegetables. They were carried out before, and during the 
advertising campaign.  There were a total of 120 questionnaires.  
Lastly and only after working with the students, 60 semi structured interviews to one 
member of each child’s family were carried out, to gather opinions about the publicity 
campaign.  
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RESULTS 
 
We observed a reluctance to change their behaviour. Just having knowledge about 
food wasn’t enough to change the children’s attitudes, but the repetition of the ideas 
provoked stereotypical answers that didn’t necessarily come from a change in 
behaviour. The older children had already carried out workshops during courses 
recommended by the local council in their campaign to fight infant obesity. Because 
of this we noted that “they already knew what to say and do”. We observed that 
children of this age group, especially the 3 year olds, didn’t give stereotypical 
answers or behave like their older classmates.   
The subsequent group discussions reinforced this fact. The 5 year olds were familiar 
with the nutritional terminology and responded easily to the message they were given 
“as if it were just another subject.” The questionnaires and interviews carried out by 
their parents though showed that the changes in the consumption of fruit and 
vegetables depended more on other factors, like the fact that their parents also 
consumed them in their presence or the choice of these products along with their 
classmates on a given day in the classroom. 
Like Signorielli and Lears indicated (6), there is a correlation between choice of food 
and television advertising in children between 3 and 8 years old. We observed this 
relationship but only if they eat with their friends. At home, although they were 
capable of reproducing the message of the publicity campaign, only a few of them 
were able to keep up the consumption on a daily basis. 
The usefulness of food advertising in the students when referring to the consumption 
of fruit and vegetables was only seen at home during the two weeks that they were 
watching the adverts. The families noted a decrease in the children’s references to 
the advertisements as time passed, and was even less when they had only watched 
the adverts once a week. 
Although advertisements can be a very useful tool to inpart certain eating habits. In 
the consumption of fruit and vegetables other things were of greater influence when 
eating with their classmates. 
In FIG 1 the results of the questionnaire are shown. The biggest increase in the 
consumption of fruit and vegetables happens during the third and fourth week of 
October. Although it then decreases in the first week of November it then increases 
again a little in the third and fourth week which is sustained during the first week of 
December.  
 
 
DISCUSSION 
 
In relation to this report the ideas of Anderson (7) were very interesting, in respect to 
the consumption of five pieces of fruit and vegetables a day in the population of 
children in Scotland showing the difficulties of carrying through these eating habits.  
The adverts were a useful tool to study the attitudes and perceptions of the children. 
The expressive ability of the publicity was essential to demonstrate its use as way to 
combine both the social and commercial (8).  
It has been shown that children spend between 21 and 22 hours a week watching 
television, of which 3 hours are spent watching commercials (9). It was necessary to 
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gauge the repercussions of this campaign on the populations’ food choices. The 
study also showed the tendency to show foods rich in saturated fats and complex 
carbohydrates and its relationship with bad eating habits. This influence at the level 
of publicity had a bigger quantative influence on the children than the adverts about 
fruit and vegetables.  
Furthermore, the studies about the influence of television (10) on children showed a 
change in habits that effected their future development as shown by Proctor (11). 
From this we had to investigate school children’s interpretation of the messages they 
are given through advertisements as pointed out by Lytle (12). 
In addition, many studies have shown the relationship between lack of physical 
activity and the increase of hours spent in front of the television and the increase of 
IMC (13) (14) (15) (16) (17) (18) (19).  
The impact of advertising campaign could be multiplied if there are accompanied of 
other such factors as rhythmic music and heaps, toys and animation, such relaxing 
places as gardens and parks (20).  
In the same way, children remembered the food that they were seen on television: 
stands out the efficiency of the advertising campaigns. In relation to this idea, Katz’s 
study of Mc Donald (21) noted: the children are the most vulnerable opposite to the 
advertising because they do not warn the suggestive intentions of these messages. 
This study gives us the possibility to carry out further investigations related to the 
influence of other factors on behaviour just like Laitinen (22) y Cooke (23) have 
pointed out.  
 
 
IMPLICATIONS 
 
The complexity of peoples eating habits require the introduction of both nutritional 
factors as well as a lot of other factors, so any educational action should take into 
account changeable attitudes and specifically the influence of peers.  
In addition, it is important to remember that advertisements tend to persuade and 
affect children. Because of this, adverts should be directed to people who are able to 
follow or explain these nutritional recommendations. 
The results of this study suggest the need to design specific educational strategies 
that deal with nutrition and can counterbalance the possible effects of television 
advertisements. 
By putting first purely nutritional needs and recommendations of the population, from 
an anthropologic point of view, we should take into account that the chosen 
educative and nutritional steps taken should prevent …..through food. Even though 
the main objective is to look after your health.   (24). 
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