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ABSTRACT 
The significant shortcomings detected in the nutrition of students in the district of Huánuco (Peru), together with the
television advertising observed for products of dubious nutritional value, led us to design and conduct a research pro-
ject intended to analyse the relationship between the two: The influence of television commercials on the consump-
tion of food products advertised in 2010, which is summarised in this article. In the study we carried out a correlative
study of a sample of 120 pupils at different educational establishments. They answered questionnaires, were inter-
viewed and underwent physical examination. We also analysed the food commercials broadcast by television chan-
nels and the nutritional value of the products. Chi-square inferential analysis was used. The research showed that
the pupils’ health has been adversely affected, with a serious incidence of tooth decay, a problem attributed to the
consumption of certain foodstuffs. The study detected a positive relationship, which was highly significant statisti-
cally, between attachment to television advertisements and the consumption by the pupils of advertised foods which
are rich in sodium, calcium, sugar and calories. Also demonstrated was the interdependence between exposure to
television advertising and the consumption of foods with a high fat content, which should be monitored and contro-
lled by government officials.

RESUMEN
Las importantes carencias nutritivas apreciadas en estudiantes del distrito de Huánuco (Perú), junto con la publicidad
televisiva de productos de dudosa calidad nutricional observada, nos llevó a plantear y desarrollar una investigación
con el objeto de analizar la relación entre ambos fenómenos titulada: Influencia de los anuncios televisivos en el con-
sumo de alimentos publicitados durante el 2010, cuyo resumen se presenta en este artículo. En la investigación plan-
teamos un estudio correlacional con una muestra de 120 escolares de diversas instituciones educativas, a quienes se
aplicaron satisfactoriamente encuestas, entrevistas y guía de evaluación física; también se analizó la publicidad emi-
tida por los canales de televisión sobre alimentos y su contenido nutricional. El análisis inferencial aplicado fue Ji
cuadrado (χ2). Con esta investigación se ha demostrado que el estado de salud de los escolares está afectado, siendo
muy agudo respecto a la caries dental, problema que se atribuye al consumo de ciertos alimentos. Se constata que
existe relación positiva, con alta significancia estadística, entre la adherencia a los anuncios televisivos y el consumo
de alimentos publicitados de alto contenido en sodio, calcio, azúcar y de calorías por los escolares estudiados; así
mismo, se prueba la interdependencia entre la exposición a los anuncios televisivos y el consumo de alimentos con
productos de alto contenido en grasa que merecen ser vigilados y controlados por los responsables.

PALABRAS CLAVE / KEYWORDS
Nutritional habits, scholars, school, advertised products, food consumption, advertising, health, adherence.
Hábitos alimenticios, estudiantes, escuelas, productos publicitados, consumo de alimentos, anuncios, salud, depen-
dencia. 

Comunicar, n. 39, v. XX, 2012, Scientific Journal of Media Education; ISSN: 1134-3478; pages 177-183

www.comunicarjournal.com

INVESTIGACIONES  /  RESEARCH

Received: 09-12-2011 / Reviewed: 01-03-2012 
Accepted: 03-04-2012 / Published: 01-10-2012 



C
om

un
ic

ar
, 3

9,
 X

X
, 2

01
2

© ISSN: 1134-3478 • e-ISSN: 1988-3293• Pages 177-183

178

1. Introduction
Children have become an attractive segment for

manufacturers and advertisers, as they have more dis-
posable income than previous generations and influ -
ence the buying decisions of their families. Companies
have discovered that by developing brand loyalty at an
early age they can obtain substantial profits, a situation
which has led to an international debate on the harm-
ful effects that advertising can have on children. This
media study attempts to analyse the existence of a rela-
tionship between television advertising and the con-
sumption of the food products advertised, together
with the repercussions on health of such consumption.
Television socialises and teaches and is present in
most homes. Children are quick to pick up what is
shown on television, making it a powerful factor in
their environment, which influences behaviour, attitu-
des and values. When considering the cognitive field,
the youngest children are more vulnerable to adverti-
sing and it is easier to persuade them to buy a particu-
lar food item. The studies by Mardomingo (1984: 24)
concluded that publicity messages, especially those on
television, were clearly the influential factor in chil-
dren’s eating habits. According to Morón (1995) tele-
vision, publicity and consumption are different sides of
the same coin, as television advertising favours familia-
rity with new food items and their acceptance. Today
we can see in the population as a whole a new way
of eating. It has little to do with people’s gastronomic
traditions and has developed via the consumption of
items like fast food and «junk food», promoted world-
wide through publicity and marketing strategies.
Certain television programmes tacitly or implicitly pro-
mote concepts which are a risk to health and models
which are contrary to a proper quality of life. The
analysis of advertisements reveals practices and values
which are not healthy. For Robinson (1993), publicity
for food tends to emphasise food rich in calories and
poor in nutritional value and can lead to erroneous
beliefs. Contreras (1995: 78) supports this analysis,
indicating the existence of a food culture in which
powerful, complex social and cultural factors condi-
tion eating. From an early age children learn the eating
habits of their elders, notice what food is served at par-
ties and progressively develop their own food culture.
There is a kind of furtive marketing, in which brands
become part of popular culture and consumers are
encouraged to spread the message. Television adver-
tising becomes a powerful element which can easily
position a product in a child’s mind. As children make
buying decisions indirectly through their parents or
directly with their pocket money, their role as indirect

customers should not be underestimated. Sometimes
pressure by children determines decisions by adults to
purchase products advertised on television. This phe-
nomenon has been analysed for some time, showing
the influence of food advertising and the negative
eating habits of children who display nutritional disor-
ders (Olivares, Yáñez & Díaz, 2003: 30).

From the cultural viewpoint Sauri (2003: 54) has
shown that cultural patterns determine behaviour pat-
terns through communication processes which directly
influence concepts of food and health. Broadening the
analysis, the author points out that the messages trans-
mitted in television advertisements occupy an impor-
tant place in the construction of cultural identity and
play a part in the development of behavioural concepts
and models that contribute to the collective memory of
the population, displacing values and customs which
have no place in the new lifestyles transmitted by these
messages. Elsewhere (2003: 238), at the same time,
she points out that in the current urban context, televi-
sion constitutes one of the most important institutions
through which culture is constructed.

In Chile, Olivares, Yánez and Díaz (2003) carried
out research into food advertising and eating habits in
schoolchildren, administering a survey to a sample of
274 children in public schools. The results confirmed
the hypotheses, showing the influence of publicity on
consumption.

The US Institute of Medicine (2005) demonstra-
ted, via empirical studies, that publicity aimed at chil-
dren encourages bad eating habits. The FAO and the
World Health Organization (WHO) have declared
that publicity has a direct effect on children’s purcha-
sing preferences. These in turn influence their parents,
which leads to bad eating habits that can be harmful to
health. It is recognised that publicity has been playing
a negative role in eating habits, contributing to an
increase in chronic problems among schoolchildren.

In Ecuador, González, Quizhpe, Armijos and Ál -
va rez (2006) studied the influence of television on the
nutrition and academic performance of the pupils at
the «Abelardo Tamariz Crespo» centre. The sample
consisted of 288 children aged 8 to13. The results of
the study show that 21.1% of pupils were overweight
or obese.

The Eroski Consumer Foundation (2007) reports
the results of research carried out in the United States,
in which the influence of food publicity was studied,
evaluating the preferences of a group of 63 children in
California aged three to five. They were offered the
McDonald’s brand hamburgers, chicken, nuggets and
chips, as well as milk and carrots bought from a super-
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market. The study concluded that previous publicity
influenced the choice of food.

In Chile, Cáceres, Pastenes and Ibarra (2008: 10)
analysed the nutritional content of food advertised for
children, concluding that publicity plays a negative role
as it is an important factor in the increase in obesity.

In Mexico, Moreno and Toro (2009) produced a
study entitled «La televisión, mediadora entre consu-
mismo y obesidad» (Television, mediating between
consumerism and obesity). The sample consisted of
448 children of both sexes aged 6 to 13, from urban
primary schools in San Luis de Potosí. They concluded
that, rather than acting as a mediator, television encou-
rages the consumption of products that lead to obesity.

A study sponsored by the
Who (2010) concludes that
publicity is closely related to
childhood obesity, as it has a
direct influence on children’s
purchasing preferences and
they, in turn, influence their
parents. The interest of these
topics can also be seen from
the numerous references to
them in specialised publica-
tions. «Comunicar» has publis-
hed various studies dealing
with issues similar to that cove-
red by this article. They inclu-
de the following:

Issue 31 contains two
texts. The first is the result of
research by Del Río & Del Río
(2008: 65-108) and deals with
the construction of reality by
children as a result of their television diet. The second,
by Digón (2008), is entitled: «Children’s programming
and sensationalist TV: enter t ain, misinform, miseduca-
te». In issue 33, Sevillano, González and Rey (2009:
185-192) present the study «Television, attitudes and
drugs in adolescents: research into their effects». In
issue 36 researcher Quiroz (2010: 35-42), provided
another contribution, entitled: «Television, seen, heard
and read by Peruvian teenagers». This study is close to
our own in time and space, having been carried out in
Lima. We can see, then, that we are dealing with a
topical subject of universal interest.

2. Material and methods
2.1. The problem

The research we have conducted, which this
study is part of, is justified for the following reasons.

Firstly the child population of Huánuco (Peru) conti-
nues to be exposed to television advertising that encou-
rages the consumption of products of no nutritional
value, leading to extensive nutritional disorders in school -
children, such as malnutrition, obesity or being over-
weight. The issue is also important as nutritional imba-
lance can lead to illness from an early age and helps to
perpetuate the population’s lack of development and a
low quality of life. Moreover, in the current urban
context, television is the medium that has the greatest
impact on the population, especially on children and
teenagers.

In response to these problems a project was
drawn up with the aim of determining the influence

on food consumption of television advertising aimed at
schoolchildren in the Huánuco district in 2010, with a
view to providing a scientific answer to the question:
«What relationship is there between attachment to
television advertising and the consumption of the food
items advertised?». The results of the study will allow
improvements to be made in the area of publicity and
in consumption of the food items studied. Its findings
have already been made available to local government
officials and will benefit the population at risk.

2.2. Objectives
To identify the social and demographic characte-

ristics of the pupils in the study. To establish what
publicity for food products was broadcast by television
channels and aimed at schoolchildren in the Huánuco
district, to examine their viewing habits, determine the

Children are quick to pick up what is shown on television,
making it a powerful factor in their environment, which
influences behaviour, attitudes and values. When 
considering the cognitive field, the youngest children are
more vulnerable to advertising and it is easier to persuade
them to buy a particular food item. The studies by
Mardomingo (1984: 24) concluded that publicity messages,
especially those on television, were clearly the influential
factor in children’s eating habits.



eating habits of the children in the sample, identify
health problems linked to their diet, and analyse the
influence of television advertising on consumption by
schoolchildren in the Huánaco district of the food pro-
ducts advertised in 2010.

2.3. Variables
• Dependent variable: Consumption of food items

advertised on television.
• Independent variable: Exposure to television

advertisements.
Among the other possible variables whose effects

it was desirable to monitor, in the interests of metho-
dological coherence with the aims of the study, we
find it useful to consider the role of mothers, grand-
mothers, aunts, teachers or other people with an
influence on the diet of the sample studied. We be -
lieve it to be obvious and almost axiomatic that the diet
in a home or school depends partly on decisions taken
by adults responsible for the care and education of
children and adolescents. These adults are primarily
mothers and fathers and secondly teachers and those
who prepare school menus. Any dietitian can explain
that the key to attacking the problems of tooth decay
and obesity (two of those quoted in the article) lies
with mothers who are not sufficiently well
informed or give in too easily to their chil-
dren’s requests or demands, exhibiting weak-
ness from the point of view of the educator.
Sometimes mothers act as mediators between
television advertising and the desire of chil-
dren and teenagers to eat what they see in
advertisements. Mothers have two important
tools at their disposal: they can educate chil-
dren in healthy eating habits, rationing and
selecting what they see on television, and can
make decisions on the family diet. However,
in this first study, we thought it more pertinent
to analyse in depth the role of television,
reserving for a future occasion the study of
independent variables such as the role of mo -
thers, teachers and others. This work could
even include a comparative study with a view
to developing a comprehensive educational program-
me, involving different social agents with responsibility
for the nutrition of children and teenagers.

2.4. Means of gathering information
• Visiting schools or, if necessary, homes.
• Informed consent form from pupils’ parents or tutors.
• Confidentiality and data protection agreement.
• Various questionnaires.

2.5. Data Processing
Revision, coding, classification, presentation and

interpretation of results using descriptive and inferen-
tial analysis. The inductive-deductive method was
used to draw conclusions and generalise results.

2.6. Sample Selection
The sample consisted of 120 subjects, divided

equally between boys and girls. They were classified
in three age groups, each accounting for 33.3% (40) of
the total: 6 to 8 years, 9 to 11 years, and 12-14 years.
A majority (65%) were from private schools (78 chil-
dren). The following were excluded from the study:
children without a television at home, children not
attending school regularly, children who did not agree
to take part in the study.

3. Results
Among schoolchildren, watching television is the

most popular recreational activity (46.7% name it as
their favourite). 95% spent an average of 1-2 hours
watching continuously while 93.3% watched for a
total of 1-4 hours per day. 40% reported that they had
television in the living room at home. However, 38.3%
reported that they had television in more than two pla-

ces at home, the bedroom being the place most fre-
quently mentioned (50%). The favourite programmes
of the youngest children (aged 6 to 8) are almost
exclusively cartoons and the same preference is found
in the 9 to 11 group. The oldest group prefer televi-
sion series and news programmes. The following
chart shows children’s preferences concerning the
content of publicity, according to age groups.

One of the questions in the study referred to the
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Figure 1. Preferences by age



consumption of food items while children were wat-
ching television. Their replies show that 43.3% regu-
larly ate while they were watching television. 18.3%
ate fruit, while similar percentages ate popcorn, cere-
als and other junk food. According to the study, attach-
ment to television advertising for food items on free-to-
air channels was as follows:

According to the data from the study, 68.3% report
that they almost always see advertisements for food
products. Surprisingly, 45% of the pupils do not pay
attention to the nutritional information provided for
these products. 40% assume that they have a guaran-
tee of quality. Lastly, 56.7% say that the products
advertised on television are easy to purchase.

Preliminary filtering was carried out to identify the
products that pupils recognised in advertisements
shown on different TV channels. Regarding the nutri-
tional value of the products advertised, the main com-
ponents of Lay’s crisps («Papas Lays: del campo a tus
manos») are sodium and carbohydrates. The adverti-
sement for the product lasts 45 seconds and is shown
on six free-to-air channels. It is shown most extensively
on «América TV» and «Panamericana», 12 times a day
on each, making a total of 540 seconds per day on
each channel. It is also shown extensively on other
channels, total time ranging from 360 to 450 seconds
per day. Total: 2,700 seconds of publicity per day (45
minutes). Another product, «Yogurt Gloria» (yogurt),
which has a high content in calcium, is advertised on

three free-to-air channels, the advertisement lasting 30
seconds. It is shown most often on «TV Peru»: 10
times a day, making a total of 300 seconds’ publicity
per day on the channel. It is also shown extensively on
other channels, for a total time of 240 seconds per
day. Total: 3,240 seconds (54 minutes) of publicity
per day, adding the time for all channels.

The diagram shows that there are three funda-
mental reasons for preferring a television advertise-
ment for a food item: because it shows products
which are new to the market, because the advertise-
ments are broadcast during schoolchildren’s favourite
programmes, and because they appear on television.
The greatest concentrations of pupils with high and
medium average product attachment are found among
consumers of the products advertised.

4. Discussion
The findings of this research provide useful infor-

mation about the viewing habits common to nearly all
the pupils in the study. Cumulative viewing time
during the day amounts to 1-4 hours [93.3% of the
sample (112 pupils)], habits which coincide with those
recorded by Hernández and Parra (1997), who
observed that adolescents and pre-adolescents spent
an average of 4.1 hours per day watching television
and 1.7 hours playing with video games or watching
videos. Ávalos (2009) reported that schoolchildren in
Colombia spend about 20 hours per week in front of
the television. The studies by Callejo (2008) similarly
show that the heavy consumers identified watch
nearly four hours of television every day.

When we analyse the variables of attachment to
television advertising and the consumption of food
items with a high sodium content by the pupils studied,
we see that there is a high, very significant correlation
[χ2= 13.531; GL=2; p=0.001]. These results coin-
cide with those of other studies. Television advertising
is dominated by products whose frequent consump-
tion is described by dieticians and nutritionists as inad-
visable and unhealthy, food items which encourage
eating habits among children and young people which
are distant from, or indeed opposed to, the require-
ments of a balanced diet, leading to cardiovascular
problems and increased blood pressure, among other
problems.

The research of Olivares, Yáñez and Díaz (2003),
carried out in the Mexico City Metropolitan Area,
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Table 1. Television-related factors that influence the 
consumption of the food items studied.
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shows that children in levels 5 to 8 of primary educa-
tion watch television more than 3-4 hours per day. It
was also found that they habitually consumed adver -
tised products such as «Papital Lays» (crisps), «Yogurt
Gloria» (yoghurt), «Mantequilla Gloria» (butter),
«Oreo» and «Sublime» (chocolate biscuits). This fin-
ding is supported by the analysis carried out by Sauri
(2003), who reports that children develop their tastes

and preferences for food items as a result of television
advertising. Their favourite advertisements were those
for packaged products such as crisps, chocolates, bis-
cuits and sweet drinks. 69.7% of the children said they
liked watching the advertisements. 88.7% remembe-
red an advertisement for a food product. Based on
these results, she concluded that advertising on televi-
sion is a powerful weapon that can easily establish the
presence of a product in a child’s mind. The publicity
liked most by pupils is for toys, followed by that for
food items. The analysis of the content of advertise-
ments carried out by the Australian Consumers’
Association shows that advertisements for food pro-
ducts account for 44% of all television advertising bet-
ween 3.00pm and 6.00pm, the time when most chil-
dren are watching. Within the category of food items,
the subcategory sweets, biscuits, chocolates and
snacks has the strongest presence on television when
children are watching.

The publicity identified by the study follows the
AIDA model (attention, interest, desire, action), which
lists the steps necessary to achieve the desired effect on
the audience: capturing their attention, awakening
their interest in the product, fostering their desire to
have it, encouraging them to buy it (Rodríguez, 2007:
44). Studies by the Eroski Consumer Foundation

(2010) have shown that the habitual consumption of
foods rich in sugar, fats and salt create an imbalance in
children’s diets and bad eating habits are directly and
proportionally related to future anomalies such as obe-
sity and diabetes. As the report says: «Sweets: zero for
nutrition». These items have no nutritional value and,
because of their high sugar content, they often lead to
tooth decay, obesity and bad eating habits.

The results of the study enable us to make the
following recommendations:

• Regarding education policy: Programmes
should be designed focusing on the development of
good eating habits and customs linked to diet and
life-style, especially in schools, which are directly in
contact with pupils.

• Regarding health policy: A law should be
drawn up regulating the food and nutrition of scho-
olchildren. The health and education sectors should
work together on nutrition. Educational strategies
should be developed to modify the behaviour of
schoolchildren, advice on nutrition for the pupils
most at risk and training for teachers and others who
will act as role models should be provided. Staff in
medical centres should pay special attention to trai-
ning families and organising activities to promote
health with parents, as both home and school should

be places where good dietary habits are encouraged.
• On the commercial level: The search for a

balance between healthy food and current lifestyles is
a challenge for the producers of snacks; they must
develop new formats that reflect nutritional value,
changing their scale of values to favour the well-being
of the end consumer, not only by offering attractive
prices but also by searching for sources of nutrients to
meet new needs and support the trend for the whole
family to consume healthy food. Education in nutrition
should be developed jointly with publicity for food
products, and urgent attention paid to the promotion
of products with no harmful effects.

5. Conclusions
• 46.7% of the sample studied prefer watching

television to enjoying other leisure activities. 95% (114
subjects) spent an average of 1-2 hours watching con-
tinuously while 93.3% (112) watched for a total of 1-
4 hours per day. 40.0% (48) reported that they had a
television in the living room, while 38.3% (46) have
one in more than two parts of the house, the bedroom
being the favourite place for 50.0% (60) of respon-
dents.

• The favourite channel for 38.3% (46) was
channel 15 («América TV»). The most popular type

Figure 2. Favourite food items.
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of programme was cartoons, preferred by 58.3% (70),
followed by television series, the favourite of 21.7%
(26). The series «Al fondo hay sitio» and cartoons on
cable TV are the favourites of 28.3% (34). The most
popular publicity is for toys, followed by food, mentio-
ned by 22.5% (27).

• A majority of pupils [80.0% (96)] are moderately
attached to television advertising for food products on
local channels. 85.8% (103) are consumers of the pro-
ducts advertised on television.

• The products advertised are as follows: «Papas
Lays: del campo a tus manos» (crisps), «Yogurt
Gloria», «Mantequilla Gloria» (butter), «El Sublime
con galleta» and «El Oreo dúo» (biscuits) and the
following nutritional data was recorded.

• The nutritional state of 85.8% (103) of the
pupils in the study was good or normal, while 8.3%
(10) were at risk of being underweight and 2.5% (3) at
risk of obesity. 3.3% (4) were underweight.

• There is a positive, highly statistically significant
relationship [χ2=9.97; GL=2; p=0.007] between
the variables attachment to television advertising and
consumption of the food products advertised. When
we analyse the variables exposure to television adver-
tising and consumption of food items with a high
sodium content, we see that there is a high, very signi-
ficant correlation [χ2=13.531; GL=2; p=0.001].

An analysis of the variables exposure to television
advertising and consumption of food items with a high
calcium content shows that there is a high, statistically
significant correlation [χ2=11.059; GL=2; p=
0.004]. Watching television advertisements deter -
mines the consumption of these products.

In the case of the variables exposure to television
advertising and consumption of food items with a high
sugar content, we find a moderate but statistically sig-
nificant correlation [χ2=7.621; GL=2; p=0.022].
Television advertising influences the consumption of
these products.

• It was also found that consumption of products
with a high calorie content is influenced by television
advertising, there being a high positive statistically sig-
nificant relationship [χ2=11.229; GL=2; p=0.004].

• The variables exposure to television advertising
and consumption of food items with a high fat content
are independent [χ2=2.31; GL=2; p=0.315].

References
ÁVALOS, M. (2009). Influencia del consumo televisivo sobre la forma-
ción de la identidad de género en la niñez intermedia: 8-12 años. Zona
Conductual ZC, 1-10. (www.zonaconductual.com) (15-09-2011).
CÁCERES, A., IBARRA, A. & PASTENES, M. (2008). Análisis de con-

tenido nutricional de la publicidad de alimentos dirigida al público
infantil. Tesis. Universidad de Chile: Facultad de Economía y
Negocios.
CALLEJO, J. (2008). El tiempo infantil de consumo televisivo y su re -
lación con otras actividades. Doxa, 6, 267-296. (www.humanida-
des.uspceu.es/pdf/Articulo10Eltiempoinfantildelconsumotelevisivo)
(15-09-2011).
CONTRERAS, J. (Comp.) (1995). Alimentación y cultura. Bar ce lo -
na: Universitat de Barcelona.
DEL RÍO, P. & DEL RÍO, M. (2008). La construcción de la realidad por
la infancia a través de su dieta televisiva. Comunicar, 31, 99-108.
DIGÓN, P. (2008). Programación infantil y TV sensacionalista: en -
tret ener, desinformar y deseducar. Comunicar, 31, 65-67 (DOI:
10. 3916/c31-2008-01-008).
FUNDACIÓN EROSKI CONSUMER (Ed.) (2010). (www.eroski.es/ -
es/en-el-en torno/funda cion-eroski-y-rsc) (09-11-2011).
FUNDACIÓN EROSKI CONSUMER (Ed.) (2007). Los anuncios de TV
dirigidos al público infantil fomentan el consumo de productos que
propician la obesidad. Consumer Eroski, septiembre,18-32.
(www.consumer.es/web/es/alimentacion/aprender_a_comer_bien/
infancia_y_adolescencia/2007/08/24/166151.php) (17-08-2011).
GONZÁLEZ, C., QUIZHPE, R. & AL. (2006). Influencia de la televi-
sión en el estado nutricional y rendimiento escolar de los niños y ni -
ñas de la Unidad Educativa «Abelardo Tamariz Crespo» de la ciu-
dad de Cuenca: 2004-05. Ecuador, Tesis. (www.edu med. uni ge. -
ch/apprentissage/module4/immersion/archives/2005_2006/tra-
vaux/06_r_equateur_annexe_3.pdf) (03-02-2011).
HERNÁNDEZ, B. & PARRA-CABRERA, S. (1997). Factores asociados
con la obesidad en preadolescentes y adolescentes en México. Ado -
lescencia, 8, 77-96.
INSTITUTO DE MEDICINA DE ESTADOS UNIDOS (Ed.) (2005). Pu -
blicidad infantil fomenta los malos hábitos alimenticios. Periodista
digital. (www.nlm.nih.gov/medlineplus/spanish/ pain. html.) (03-02-
2011).
MARDOMINGO, M.J. (1984). La adolescencia: ¿Una edad en crisis?
MDP Monografías de Pediatría. Patología de la Pubertad, 17, 35-38.
MORENO, L. & TORO, Z. (2009). La televisión, mediadora entre
con sumismo y obesidad. Revista Chilena de Nutrición, 36, 46-52.
MORÓN, J.A. (1995). La educación para la salud en el ámbito
comunitario. Sevilla: Diputación de Sevilla.
OLIVARES, S., YÁÑEZ, R. & DÍAZ, N. (2003). Publicidad de Ali men -
tos y Conductas Alimentarias en Escolares de 5º a 8º. Revista Chi -
lena de Nutrición, 30 (1), 36-42.
OMS. (2010). 2º Seminario Institucional: Reducción del consumo
de sodio en las Américas: Grupo de Expertos de la Organización
Pa  namericana de la Salud. Boletín de Prensa. (www.insp.mx/ me -
dios/noticias/out/media/1268420851_bolet%C3%ADn_2o_semina-
rio_reducci%C3%B3n_sodio) (17-09-2011).
QUIROZ, M.T. (2010). La televisión, vista, oída y leída por adoles-
centes peruanos. Comunicar, 36, 35-42.
ROBINSON, T.L. (1993). Does Television Viewing Increase Obesity
and Reduce Physical Activity? Cross-sectional and Longitudinal
Analyses among Adolescent Girl. Pediatrics, 91 (2), 273-280
RODRÍGUEZ, S. (2007). Creatividad en marketing directo. Bilbao:
Deusto.
SAURI, M.C. (2003). Publicidad televisiva, hábitos alimentarios y
sa lud en adolescentes de la ciudad de Mérida (Yucatán). México:
Cen tro de Investigación y de Estudio.
SEVILLANO, M.L., GONZÁLEZ, M.P. & REY, L. (2009). Televisión,
ac  titudes y drogas en adolescentes: investigación sobre sus efectos.
Comunicar, 33, 185-192. (DOI: 10.3916/c33-2009-03-010).


