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ABSTRACT 

S.tkground: Most foods promoted within the school environment have been reported to 

be unhealthy. Exposure 10 unhealthy food advertisements can influence preference. 

purchasing and consumption of such foods. Conswnplion of Wlhealthy food, for instanCe 

Energy Dense Nutrient Poor Food (EDNP) is implicated in the: onset of obesity and diet-

related nono<:ommWlicable diseases (NCDs). 

Objective: The study examined the nature and extent of commercial food advertising al 

the: University of Ghana. leg on campus. 

Method!!: The study was observational. using descriptive cross~sectional design. A coding 

tool. programmed onto a data collecting application (Open Data Kit) was used to 

concurrc:ntly capture digilAl pholOg.raphs and attributes of all sighted advenisernents as well 

as their geo-Iocation within the University. Global Positioning System (GPS) coordinates 

offoed outlets were also taken . food advertisements were further categorised as healthy or 

unhealthy. based on a classification system used in previous research on outdoor 

advertising. DeS(;riptive analysis was performed using IBM SPSS version 21 to gellCrate 

frequencies of advertisement auributes. Bi variate and binary logistic regression analyses 

were used to determine relationship and strmgth of associations betwcenadvertiscmcnt 

anribule and the catcaory of food product advertised (healthy vs. tmhealthy). ArcGtS was 

used to examine the distribution of unhealthy food advertisement around food outlets using 

hot spot analysis. 

Results: '11\e study recorded a toW of 503 advertisements within the University of Ghani, 

Legon campus, 47.3% of which were food advC:l1isina. TIle proponion of food 

adveniscmenu: was higher around food outlets (75.2'Yo). Small sized food advertisements 

were the most common (58.ew.). Categories of food products ad\'ertised were health) 

087%), unhealthy (57.6%), and miscellaneous (3.8%). Sugar sweetened beverages 

;v 



(J7.("'o) were the most advertised food product Top four most advertised brands were 

Coca-Cola (IJ .9O/.), Fan Milk (10.5%), Pepsi (8.0%). and Indomie (3.8%). Promotion 

h."CMiqucs sucb as the use of promotional characters, premium offers and claims were 

included on food adverts. Free·standing food advertisements were 19 limes more likely to 

beheallhy (ood adverUscments(aOR-19.177; 1.837- 200.207) 

Conclusion: This study demonstrates thai outdoor advertisement of unhealthy food 

products particularly sugar·sweeh:ned beverages is prevalent at the University of Ghana. 

Legan campus and mostly situated at food oudets 
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DEFINITIONS 

Healthy foods: Foods recommended in national food-based dietary guidelines, 

dietary guiddincs or food-based standards 

Unbealtbyroods:Processedfoodsornon-alcobolicbeverageshighinsaturatedfats,trans 

fats. added sugars andIor sail. Examples sugar-sweetened beverages, desserts and salty 

Food eo,"iroomeots: The collective physical, economic. policy and sociocultural 

surroundings. opportunities and conditions lhat influence people's food and be\'e rage 

,hoicesand nutritional status. 

Healthy food tnvironments: EnviroMlcnts in which the foods. beverages and meals that 

(';onlribule to a population diet, meeting nationaJ dietary guidelines, are widely available. 

affordablypricedandwidelypromoled. 

Nutrition-related nOD-communicable diseases: Type 2 diabetes. cardiovascular diseases 

and nUlrition-related cancers, excluding: undemutrition,osteoporo sis,mentalhcalthand 

gastrotnle~l1nal diseases. 

Foodoullets:Outletsprimarilyofferingfoodforsale, 

Outdoor ad,·ertbements: Signs with branded infonnation. pk:tures or logos. This 

include billboards, posters, free slaooing signs. electronic boards, bus shelters ignsand 

painted buildings. 

Brand: Any name, term, design, symbol. or any other feature that identifies one seller's 

good or service u distinct from those of other sellers, 



OEH"ITIONS 

Hnllby foods: Foods recommended in RCluonal food-baed dietary guidelines. 

dietarlsuidclinesorfood-basedstandards 

UnheaUhy foods: Processed foods or non-alcoholic beverages high in sarurated fats. trans 

fau, added sugars and/or saiL Examples sugar-sweetened beverages. desserts and salty 

Food e.viro.meats: The collective physical. economic , policy and sociocultural 

sUlTOundings. opportunities and conditions that influence people" food and be\crag~ 

\:hoicesandnutritionalstarus. 

Hnlthy food ~nvirODmeDts: Environments in which the foods, beveragt!s and meals that 

contribute to a popwation dieL. m«Iin&nationaJ dietary guidelines.. are widely available. 

affordablypriccdandwidelypromoted. 

NutritiOD-relattd DOQo<:ommunicable diseases: Type 2 diabetes. cardiovascular diseases 

and nutrition-rclated cancers, excluding: undemutrition, osteoporosis. mcnwl health and 

gastromIC$linaJdiscases. 

Food outlels: Outlets primarily offering food for sale. 

Outdoor advertisements: Signs with brandt:d infonnauon. pictures or loaos. This 

Lntludebillboards.. posters. free slanding signs. elcctronic boards. bus sheiter signs and 

paintedbuildinas· 

Brllld: An)' name. tenn. desian, symbol, or any othtt feature that identifies one seller's 

aoodorterViceasdistinctfromthoscofothcTtellcrs 

xi 



CHAPTERO"lE 

INTRODtCTlON 

1.1 Background 

Good nutrition at any stage aflife is important for survival and essential for adequate 

physical and mental de\'c!opmenl, general health and well-being, Currently, most countru:s 

including several in Africa are experiencing nutrition transition which ischarac tensed by 

changes in dietary intake, This is attributed to the rapid economic development, techn ology 

advancement and giobalisation (Adeboye, Bennano. & Rolland, 2012). A notable trend is 

a shift from staple grains. legumes. fruits and vegetables intake to processed foods like 

refined carbohydrates and sugar-sweetened beverages (Monteiro, Moubarac. Cannon, Ng, 

& Popkin, 2013). A1though individuals ultimately decide which foods and beverages to 

consume, several cm'ironmenw factors have been found to influence these choices 

(Hawkes el aI .• 201S; Larson & Story. 2009). 

CurrentJy, fast food outlets, restaurants and supennarkets are available within the 

convenience of their clients. They are widespread and easily accessible hence consumers 

have a high preference towards these outlets wben malOng choices for meal purchase and 

consumption (Athens, Duncan, & Ethel, 2016). Substantial evidence also indicates an 

increase in the reliance on food preparcd outside home and also an intense growth of the 

fail food industry (Harris. Schwartz, &: BrowneU. 20 I 0). A consequence of this 

phenomenon is the increase in consumption of food prepart:d outside home. Most of the 

foods sold at these avenues ( mcluding fast food outlets) have limited healthy food options 

and are characterised by high content of calories. saturated fat. and low micronutrient 

content (An, 2016). Individuals resort to the consumption of these Energy Dense but 

Nutrient Poor foods (EDNP) since they are readily accessible in the food envirorunent. 

upon demand. and also have a competitive market price (Cutler, Glaeser. & ShaPlrO, 2003). 

I 



The overconsumption of EDNP foods and beverages is implicated in the inc:idence of most 

nutriti(lo-related non-communicable diseases (NR-NCDs) (Kant, 2000). 

In most countries, unhealthy food environments are now (If significant concern due to its 

documented contributiDn to the consumption of unhealthy diet (Muckenbach et aI .• 2014; 

Popkin & Slining. 2013). Studies concur that, an important factor influencing preference 

for unhealthy food products is the persuasive marketing techniqu« deployed by 

manufacturers of EDNP foods within the food industry (Boyland et aI., 2016; Larson & 

Story, 2009). Various promotional channels which include outdoor advertisements and 

television advertisements have been widely shown to drive children's food and beverage 

preferences. purchases, consumption patterns and their nutritional knowledge (Cairns. 

AnIUS. Hastings, & Caraher, 2013; Sadeghirad, Duhaney, Motaghipisheh, Campbell, & 

Johnston, 2016). Moreover, advertisement of nutrient-deficient foods and large numbers of 

calorie-dense foods have been shown to outweighs the advertisement of healthy foods 

(Cairns et aI., 2013). Children and the youth are the most targeted by food promoting 

companie5/retailers since they act as potential customers with higher purchasing and 

spending power (potvin, Dubois, & Wanless. 2012). 

Currendy. the food environment is nooded with numerous food promotion mechanisms. 

Some of these advertisements are through the prinl media and others through digital 

platfonns (Cairns ct al .. 2013). These promolion mechanisms seek to build an early taste 

preference in children and also influence choices whilst securing brand loyaltyearly-on in 

life in order co ensw-e preference lasts into adulthood (Lobstein el al., 20 I S). PopUlar places 

where food and beverage companies/retailers market their products include child-serving 

iII!litutions like scbools and recreational centres. For schools, the infiltration mostly 

happt:os in and around food outlets within the school environrnt:nt (Kelly, Cretikos. Rogers. 

& King. 2008). This could be due oftbc artJOUnl of time students spend in this environment 

2 



eachday. UsuaJly children and edolcscents spend not less than 6 hours of each weekday at 

the school. therefore marketers will prefer to expose their product to them in this 

envirorunent (Story, Kaphingst, Robinson-O'Brien, & Glanz, 2008) 

Recent obesity and overweisht studies in Ghana reported a prevalence rate between 16% 

and 18% amana school children (Adorn, De Villiers, Puoane. & Kengne. 2019; Alangea. 

2014: Aryeetey et aI., 2017). Given the documented relationship between food 

envirorunents. food marketing and overweightlobesiry. the 63rd World Health Assembly 

(WHA) in 2010 endorsed recommendations (WHA63.14) to restrict food marketinl to 

children. as part of a wider strategy to combat growing rates of obesity (WHO, 2004). 

Contributing to the global effort towards safer food envirorunents to control and prevent 

NR-NCDs and their relMed inequalities is • global network named the International 

Network for food and Obesit),/non-communicable Diseases (NCDs) Research, Monitoring 

and Action Support (JNFORMAS). The core objective of the INFORMAS network is to 

monilOr. benchmark and support public and private seetor actions to create healthy food 

environments (Swinbwn et aI .• 2013). Cunently. amcdotal evidet'K:c shows that polici~ to 

promote healthy food as well as limit the extent ofunheallhy diets advertisement within the 

school environment is not avallabie in Ghana and in most sub-Saharan countries. There is 

therefore the need for research to provide evidence on the current prcvailffig food 

advertisina envirorunent at schools to in11uence policy fonnulation towards ensuring a 

healthy school food environmenL This study therefore examined the nature and extent of 

commercial food advertisins -' the University of Ghana, l.egon campus 



Non-communicable diseases are currently the leading cause of mortality globally. This 

fonn of disease, even though preventable accounts for almost 70% of all deaths worldwide, 

with most deaths recorded in low- and middle-income countries (WHO. 2016). Nutrition 

risk faclOrs have been shown to contribute significantly to the surging worldwide burden 

ofNCDs, especially obesity and other NR.NCDs (Forouzanfar et aI .• 20 16). These factors 

aremculcatedintodailylifeasaresultofvanousexposureswithintheimmediatefood 

environment (Glanz. 2009). Multiple factors have been established to inform unhealthy 

food choices and eating behaviours. A potent factor is the ubiquitous advertisement of 

unhealthy food within the food environment (Story. NeUlT\8rk-Sztaincr. & French, 2002) 

In order to influence preference for products, food manufacturers deploy various food 

advertising (cchniques through different media to larget their audience. Furthermore, 

because children and young adults have high purchasing power as a result of their 

disposable income (Nestle. 2013). marketers heavily expose their products to them as early 

as possible in order to influence the choices they make about food products (Valkenburg & 

Cantor. 2001). Most oftke advertised products are EDNP foods which are characterised by 

a high content ofca]oriesand saturated fat. 

AJthough publisbed studies and evidence are present in other cOWltries regarding 

implementation of World Health Organisation (WHO) reconunendations in regulaling 

unhealthy food promolion 10 children and the youth. in Ghana, evidence indicates a 

dominance of misleading marketing of such foods in urban ~ltings (Green et al., 2018). 

Preliminary findings from a pilot study assessing tbe bealthiness of foods and beverages 

advertised on fotU Gbanaian Television Networks also identified indiscriminate promotion 

of various ENDP. aDd targeted promotion of sugar4Sweetened beveragn on children-



specifie programmes (Kumi & Laar. 2018). School environment has been reported 

el5ewhere to be an attractive venue for stakeholders interested in shaping youths' dietary 

choices, where food companies vie for tbe attention of this captive audience (Hawkes & 

Organization, 2004; Matthews. 2007). Research consistently showed that advertised foods 

in school setting contradict that of national set nutrition guidelines (Velazquez. Black, & 

Potvin Kent, 2017). Yet in Ghana, there is relatively scant infonnation on the state of 

commerciaJ food advertisement within the school setting. Unavailability of such 

information runders formulations of locally relevant and feasible policy actions to guide 

futw'e public heaJth nutrition interventions and efforts in addressing obesogenic food 

environment within and outside of school environments. 

1.3 Study Justification 

In recent years, the contribution of unhealthy food environments to the surging rate of 

obesity and other non-communicable diseases have been extensively researched 

(MackeobachetaJ .• 2014; 8. Popkin & Slining,20I3). Different scholars have highli ghtecl 

exposure to unhealthy food advertisement influences preference towards consumption of 

wlheaJthy food products especially in children and adolescents (Boyland & Whalen. 20 IS; 

Hastings et aI., 2003). Monitoring these advenisements is necessary to generate evidence to 

wtderstand the nature and extent of food ad\'ertising to infonn appropriate and effective 

policy responses. This study therefore provides findings penaining to food advertisement 

within the school environment; particularly on the natwe and extent of food advertisement 

ongoing at Ghana's premier and largest University, the University of Ghana, Legon 

Also, this research is in line with WHO recommendation encouraging member countries to 

mstitutea system to monitor food and non-alcoholic bevcragc marketing through the 



conducloflocal research on the extml and nature of food marketing promoted al children 

and the youth (WHO Western Pacific Region. 2012). 

The study also provides data and research evidence that identifies lheextent and narure of 

food advertisements targeted at students and the University community to infonn policy 

decisions to regulate the food envirorunent in and around the University. specifically 

WlheaIthyfoodadvertisements. 

1.4 Conceptual Framework 

The framework below illustrates the contribution of the food environment to diet related 

health outcomes. Even though the food environment is seen to be multidimensional and 

complex. the inunediale food environment of the consumer which reflects among others, 

what the constunel'$ encounters within his or her environment before or whiles making 

purchasing decisions has been shown to significantly influence choice of product. Figure 1 

identifies some food environmental factors - types and location of food outlet, food pricing. 

availability of healthy food options and food promotional activities such as food 

advertisement that can influence consumer's dietary habit or behaviour and dietary 

consumption which in twns affects nutrition·related health outcomes. 



Fia;ure 1.0: Conceptual framework 

• Typeandloc:ationofroodoutle15 
• AvaillbilicyoCbealthyCoodoprions 

Foodpromottonalactivitiel!l(FoodadvertiteMent) 
• FoodPricing 

Source: Author'sconceplion based on literature. 2019 



1.5StudyObjedive 

t.5.1GeneraIObjective 

To examine the extent and nature of commercial food advertisement at the University of 

Gbana. Legon campus. 

1.5.2 Specific Objectives 

I. To identify the types of outdoor advertisements used in promoting foods at the 

University of Ghana. 

2. To describe marketing strategies used on food. advertisements at the University of 

Ghana. 

3. To categorise the types of commercial foods advertised at the University of Ghana. 

4. To determine food advertiscmentattributes associated with food healthiness. 

1.6 Researcb QueslioDs 

I What types of outdoor advenj~ments are used in promoting foods at the University 

of Ghana? 

2 What marketing strategies are being used to promote foods at the University of 

Ghana? 

3. What are the categories ofcommcrcial foods advertised at the University ofGhan.? 



CHAPTER TWO 

LITERATURE REVIEW 

2.1 Food environment and dietary habil 

An important aspect of the physical environment is the food environment. This component 

of the physical environment is seen as complex due to multiple interplay of different 

influences it is subjected to. Broadly. the food environment consists afany determinant or 

opportunity that aids in obtaining food (Townshend & Lake. 2009). This takes into ac:COWlt 

the physical, sociocultural. economic and policy factors at both micro~ and macro-levels. 

[0 2005. Glanz. Sallis, Saelens. & Frank ( 2005) proposed a framework to depict what they 

leml as the nutrient environment or food environment. The framework categorises the food 

environment into four domains namely; (I) community nutrition environment. which 

comprises the availability (Le. number. type. location) and accessibility of retail food 

outlets; (2) conswner nutrition envirorunent, which reflects what consumers encounter 

within n:tail food outlets (i.e. the range and quality of food options, price, promotion, and 

nutritional infonnltion); (3) the organizational nutrition environment. which refers to other 

food sources available to defined groups (e,g. within the home. school or workplaces); and 

(4) the information environment (e.g. media and food advertising), which represents an 

independent dimension that can operate at multiple levels (e,g. within food outlets, 

neighbourhoods. or nationally and internationally). More recently, Swinburn et aI. (2013) 

has defined the food environment as "the coll«tive physical, economic, policy, and socio~ 

cultur.J.1 surroundings, opportunities, and conditions that influence pc:ople's food 

consumption patterns", Also, these oppOrtwlities are situated in different dimensions: food 

availability, accessibility, acceptability and affordability (Caspi, Sorensen, Subramanian. 



&: Kawachi, 2012). The food environment therefore pro\'ides an interface where people 

interact with the wider food system when acquiring food for consumption. 

1be nature of the food environment influences food-related decisions and food 

conswnption behaviour which ultimately affects the ovcrall diet intake and health outcomes 

(Caspi et aI .• 2012). It has been shown that inaccessibility to healthy foods in certain area! 

is a possible justification for inequalities in nutrition and health (Mannot, Allen. & 

Goldblatt. 2013). Currently, neighbourhoods are flooded with different food outlets which 

are constantly being established. This has led to a shifts towards food purchasing and habits 

of eating out of home in both developing and developed nations (French. Story, & Jeffery, 

2001). Of interest is also the upsurge in the demand for pre-packaged meals that requires 

minimal or no pn.-paralion and also a decline in the conswnpticm of nutritious foods such 

as fruit and vegetable (Smith. Ng. & Popkin. 2013). Many ready-to-eat meals or pre-

packaged foods often offer lillie nutritional value and are mostly high in either sodium, 

sugar or fat. High intake of these processed foods arc associated with ill health including 

obesity, cardio",ascuJar diseases, hypertension, type 2 diabetes, and some cancers (Popkin, 

2002). 10 the United States, observation from a research conducted shows that the quality 

of foods prepart.'<1 outside of the home is poor compared to meals prepared 8t home 

(Nickelson, 2017). furthermore, cOJlSwnption of out of home foods which are mostly 

processed foods is extended by tbe increased availabilityofreadYMto-eat food destinations 

like fast-foodjomlS. Eating from these places has become an adopted lifestyle in recent 

times as at least half of daily meal inlakes have been shown to be eaten outside the home 

(l.anon,Story.&Nelson,2009). 

Presently, the attention of rnearchers and policy makers has been drawn to the food 

environment at various levels (Le. national and intemationaJ) as an important population­

level determinant of dietary habitsaod its associated health outcomes. It hasaJso been 

10 



& Kawac:hi. 2012). 1be food environment therefore provides an interface where people 

inlCI'3CI with the wider food system when acquiring food for consumption. 

The natun: of the food environment influences food-related decisions and food 

consumption behaviour which ultimately affects the overall diel mtake and health outcomes 

(Caspi et aI .• 2012).1l has been shown that inaccessibility 10 ~a1thy foods in certain areas 

is a possible justification for inequalities in nutrition and health (Marmot. Allen, &: 

Goldblatt. 2013). CUl'rently. neighbourhoods are flooded with different food outlets which 

are constantly being established. This has ledto a shifis IOWllrds food purchasing and habits 

of eating out of home in both developing and developed nations (French. Story. & Jeffery. 

2001). Ofinteresl is also the upsurge in the demand for pre-packaged meals that requires 

minimal or no preparation and also a decline in the eonswnption of nutritious foods such 

as fruit and vegetable (Smith. Ng, & Popkin, 2013). Many ready-to-eat meals or pre-

packaaed foods often offer lin Ie nutritional value and are mostly high in cilhersodiwn, 

supr or fat High intake of these processed foods are associated with ill health including 

obesity, cardiovascular diseases. hypertension. type 2 diabetes, and some cancers (Popkin, 

2002). In the United States, observation from a research conducted shows that the quality 

of foods pn=parcd outside of the home is poor compared to meals prepared at borne 

(Nickelson., 2017). Furthennore, consumption of out of home foods which are mostly 

processed foocls is extended by the increased availability of ready-to-eat food destinations 

like fast-food joum. Eating from these places has become an adopted lifestyle in recent 

times as at least half of daily mcaJ intakes have been shown to be eaten outside the home 

(Lonon. 8101)'. & Nelson. 2(09). 

Presently. the attention of researchers and policy makers has been drawn to the food 

em'ironmeat 31 \"arious levels (i.e. nationaJ and international) lIS an imponanl population_ 

level delmninam. of dietary habits and its u.soc:iated health outcomes. It has a1so been 
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attributed to the surging rise in the prevalence of obesity and nutrition-related NCDs (Ng 

et at, 2014). Despite the mounting attention given to these issues. research on the heaJth 

Unpact of food environments is still aJ: its early stages of development. Therefore. more 

evidenoc: is needed to inform the design of policies and intelVentions for creating healthi er 

food environments (Black. Moon. & Baird. 2014). 

1.2 Scboolfood eoviroolDeot 

1be school enviroMlent is a place where adolescents and young adults transitioning into 

adu.ltbood spend most of their waking hours. This environment is recognised to have 

multilevel influences on various aspects of a student's life. Within this envirorunent. 

Iirestyle habit formations begin or are acquired. Some of these habits include dietary habits 

and behaviours. These behaviours are eventually carried along and influence food choices 

made during adulthood. The school food environment forms an important part of the school 

envirorunent. It presents students with a range of food choices. This environment also 

provides students the autonomy to make their own dietary decisions. The Food and 

Agriculture Organisation (FAD) oflhe United Nations defines the school food environment 

as "wi the spaces, infrastructure and conditions inside and around the school premises 

where food is available. obtained. purchased and/or consumed". 

Researchers have identified the school food environmem as one of the strong factors 

influencing eating habits of school going children and adolescents. Findings from research 

show that, adolescents and yOWlg adults conswne a substantial portion of their daily meals 

at school since they have prolollgedcontact hours withillthe school environmcnl (Glanz. 

2009;Storyetal .• ~OO8).Asaresult.theschoolfoodenvirorunenttendstobeanimportant 

setting for the development of dietary habits and behaviours (Rovner, Nansel. Wang. & 

Iannotti. ~OI1). Srudies bave reported bigher energy intakes from food and beveraRes 
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consumed outside homes. Among those susceptible, Lachat et al. (2012) in their systematIc 

review found school children to have higher daily energy intake of 83% of all those who 

take out of home food. Meanwhile. schools have also been identified as places where a 

large portionofcbildren's energy and fat intake occurs (Tugault-Lafleur, Black, & Barr. 

2017). Policies introduced to regulate the school environment can therefore shape students 

eating habits to heahhy food options. A systematic review conducted on the effectiveness 

of school interventions in preventing obesity among chi ldren and adolesccnts, re ported that 

school intervenlionsare likely to improve dietary intakeofadole!cenlsin m iddleandlow 

income countries {Verstraeten et al .• 2012). 

Withintoday'sschool food environment, srudents are offered a variety ofe atingoptions 

and opportunities. These opportunities range from government school feeding programs to 

pri .... te vendors operating food outlets that serve \'3rious types of foods (Harper, Wood. & 

Mitchell, 2008). These outlets include canteens, snack shops, convenience stores. fast food 

joints, and restalUtllllS among olhers. Researchers have reported an increase in food serving 

outlelS at schools and its envirorunent,especially within the vicinity of high schools and 

elementary schools (Simon, Kwan. Angelescu. Shih. & Fielding, 20(8). [n the United 

States, clustering of fast food outlets around schools have increased significantly (Kw.te 

& Loh. 2(10). Also. most convenience stores within school were reported to have minimal 

healthy items (Austin et al.. 2005). This correlates to reported fmdings of 62% of all US 

public school students' having assess to enersy dense. nutrient poor meals at school with 

majority of these foods obtained within the school food environment (Briefel, Crepinsek. 

Cabili,Wilson,&Gleason.2009). 

In Africa. most school food environment studies have been conducted in South Africa. One 

of such studies hiahligJucd • consumption of unhealthy meals among students who 



pW"Chase food from vendors situated within the school environment (Faber, Laurie. 

MadWIA. Magudulela., &. Muehlhoff. 2014). These findings are nol different from a study 

conducted in Ghana investigating the food envirorunent and dietary behaviour among 

children's and adolescents (Fernandes. Folson. Aurino. & Gelli, 2017). The study found 

out 50% of independent vendors located within the sampled schools offered for sale sugar 

sweetened beVttaSe5. Also in exploring the frequency and type of food pW'Chase by pupils 

when in school, ENDP foods (pastries, biscuits, fried foods and sugar-sweetened 

bevttag~s) was found to form 46.6% of all food purchases made inside and outside school 

compound (Alangea, 2014). This obesogenic atmosphere around schools have been 

reported to contribute to the high prevalence of overweight and obesity among scbool 

children and young adults (Davis & Carpenter, 2009). An obvious contributor to this 

obesogenic alJ110sphere alluded to. by most researchers is the ubiquitous marketing of 

unhealthy food options. 

2.3 Food l\ .... rketing 

The term marketing is defined as "the means by which firms attempt to inform, persuade, 

incite, and remind consumers-directlyorindirectly-about the brands they sell "(Keller, 

2001). Modem day marketing is !aid to originate from United States and many countries 

of the world have been inOuenc\!d by jls marketing practices (Chang et al .• 2014). 

Adven.ising, promOfion, packaging. and brwnding are all identified marketing tools. 

Advertising. as one of tile marketing tools. is a vital contributor in the sale of food and food 

products to conswners. It is used to give a picture of a way of life that consumers hope to 

accomplish (Wong et aJ .• 2004). Story and French (2004) indicated that food marketing ha., 

become intense and competitive in targeting specific groups of conswners. People fonn 

their eating habits as early as durina childhood therefore food marketers have ceased this 
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opportunity to spcnd a 101 of resources targeling rnostly children so they can build product 

awareness in chiLdren (Lobstein et aI., 2015). High awareness rate about a product could 

translate into incl'CaS(.-d consumption of that product (Schl<mer, 2012). Furthcnnore, 

(Kraak. Gootman. &: McGinnis, 2006) added thai. kno\\lcdge of products informs the 

purcbasini decisionsofconsurncrs during purchasing. 

Tbroughmarlceting.foodproductgrowthhas~toawiderangeorfoodchoicesfor 

prospective consumers. A rtview by Segokgo (2001) reported a growth of different food 

products .... ithin the United States of America (U.S.A) as a result of intense marketing. Food 

products are also the second large~ marketed conunodity in the American economy. 

Marketer'S lIIIve been sho~n to use mainly television, newspaper, magazine, billboard. and 

mdio advertisements to build brand awarmcs5 and IOYlllty among consumers (Andersen, 

Baker. & Serensm, 2012). Abo, the food sector was reported to have spent $4.2 billion on 

food marketina as a way ofdrawina: more customers (Hams et al.. 2010). 1be bulk of the 

marketing were aimed at the youth. Wiesenfeld et al. (2007) mentioned food marketing 

targeted at children has been a tactical plan U5ed by food industries since the dawn of 

televisions. They reilerated that. children an: the ideal and captive audience for food 

ml1fkCllng companies since they are easily swayed, open to milrkcling messages, and 

o"'erall. have a long tife ahead serving as potentlai futwc conswners. This was evident in a 

research conducted by NOWak, el aI. (2006) which found that food marketers have divened 

their marketing focus to children who are becoming adults with spending and purchasing 

tendencies. Another research finding shows continuous marketing on television shows, 

mu\le~ videos and mapzines aR used by marketers to lArget different consumer 

demographics (Kelln d aI .• 2012). Due to competition, food marketers now use 8 variety 

of media 10 mach out and communicar.e information about food products. 



2.4 Food promotion 

Food promotion has ~:cn classified as a marketing strategy used in enticing conswners to 

foster brand awareness and promoh~ sales. More often than not. food marketers aim at 

children and the youth during their promotions. Children, especially the younger ones. an: 

more su5Ceplible to the effects of food promotions than adults. Existing research has shown 

that cltildrm below the age of 8 are unable to understand the intent of advertisements and 

therefore a<:cepl advertising claims as facrual (Hawkes, 2010). Unhealthy foods such as 

sugary beverages. savory snacks, and confectionary !U'C the products most frequently 

promoted to children (Hastings. McDermott, Angus, Stead. &. Thomson. 2006). The intense 

promotion of high fat. high sugar food5 to young children can be viewed as ex-plaiting 

because they do not understand commercials art' designed to sell products and also do not 

have the ability to comprehend or evaluate advertising. Food messages reach this target 

group through a variety of media. such as television. magazines. radio. spon.s and 

increasingly the internet (Vandevijvere. Sagar. Kelly. & Sw;nburn. 2017).11 was repon.ed 

in Australia that, food companies draw the attention of children and also extend their 

exposure time on the internet usinG time engaging means like interesting games, websitc-

featured competitions. promotional and free downloadable items (Kelly, Bochynska, 

Komman. & Chapman. 2008). According to Wilson (2006), food marketers are now usinS 

pcrsuash'c techniques to promote their products to children by giving toys. discounts, 

c:oupons or tickets to shows and celebrity endorsement (N. Wilson. Signal, Nicholls, ,& 

ThomJOO. 2006). 

2.5 Food promotional cbannels 

A review by Angus et al. (2013). found that television was the most popular promotional 

channel used to promote various products. In 2008 and 2009, most researchers have also 
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intensely reported on television advertising (Cairns et aI .• 2013). A recent review rewaJod 

the dominance of television as the preferred channel in promoting food products has 

diminished owing to the emergence of other food promoting channels (Cairns et aI .• 2013). 

Some researchers bave highlighted that thesI;: new channels are meant to complement one 

another to achieve the same goal since:: markeletS have recognized the cumulative effect of 

multiple media in reinforcing messages to a target audience (K L Keller, 200 I). In the wake 

of these new media, television continues to be the main channel used by food marketers to 

reach children (Boyland & Whalen. 201S; Cairns et aI., 2013). Studies on television 

ad~rtising revealed that advens targeted at children were featured during children's 

programs. mostly on weekends and on week days after school and his trend was consistent 

across both developed and developing countries (Jenkin. Madhvani. Signal. & Bowers. 

2014). Other studies documented the extent of food advertisement targeted at children 

during popular children' s television programming (Cairns et aI .• 2013; Hastings et al., 2003; 

Kelly el aI .• 2010; N. Wilson et al.. 20(6). One of such studies reported children were 

exposed roan average of three unhealthy food advertisement percharUlel each hourina 

study examining television advertisement in 11 countries (Kelly et al.. 20 I 0). However. 

5OR'IC I"t$earthers recognized that children still viewed television progrdRlS not specifically 

targeted to them (Gantz, Schv.1lCIz. & Angelini, 2007). 

Furthennore. since the introduction of internet and smartphone, online food and non-

alcoholic beverages advertisement targeted at chi ldren is also evident in some studies 

(Bellman, Kemp. Haddad. & Varano 2014; Cairns el aI., 2013). This occurs through 

multiple online channels such as social media, food company-owned websites or branded 

games since childn.'f1 have been seen (0 be mostly engaged on the internet (Montgomery & 

Chester, 20(9). Just lake television food advertisement, online food advertisement have 

bcenreportedlOinfluencepurchaseof~cularfoodbrandswithevenmoregreater 



influence than traditional marketing media (Bellman et al .• 2014; Vandevijvere et a1., 

2017). A contributing factor to this greater influence may be due to the ability of online 

users to directJy interact with food and bevcmge brands companies when online 

(Vandevijvere et aI., 2017). An investigation carried on 44 US companies involved in food 

and drink production revealed two-thirds ofthcir website space were specifically dedicated 

to young JX'Ople or an independent website was engaged to promote their products targeted 

al young people (Bellman et al., 2014). 

Non-broadcast media or the print media is also a prominent promotional channel used by 

food marketers. This promotion channel use advertisement in the fonn of paintings on 

walls., posters. billboards., promotions on magazines. free-standing signs, banners, flyers, or 

stickers (Pasch & Poulos, 2013). This channel of promotion is mostly displayed as outdoor 

advertisement. This means of advertising hasn't received much reportage as compared to 

other promotion media like the broadcast media for instance television (Chacon, Letona, 

Villamor, & Samoya, 20 I S). nus was also the evidence in the systematic review which 

included only three studies conducted within the outdoor sening (Hastings et aI .• 20(6). 

Presently the usage of non-broadcast media as a means of promoting food has been reported 

to be heavily placed in close proximity to places like schools, bus stations. roadside and 

other places wht:rc they \.\an be n=p~atedly seen by large numbers of people (Isgor, Powell. 

Rimkus, & Chaloupka, 2016; Settle. Cameron, & Thornton, 2014). This mediwn of 

advertisement is seen to be panicularly impactfuJ since it is embedded into the physical 

environment and one cannot avoid being exposed to it easily as compared to that of 

advertisement on the broadcast media platfonn like the internet, lelevision or radio ( Wilson 

& Till, 2011). Research data also suggest that most outdoor advertising are tailored to 

promote more ofunbealthy food and beverage products (Pasch & Poulos, 2013). 
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2.6FooditemsprODloled 

Literalure investigating the nature of food promotion is heavily centered on that of food 

promoted 10 children. This is because food promotion targeted at children is 

proportionately greater than that directed at adults (Hastings et aI., 2006). Also, most 

literature 00 the types of food advertised to children have been stUdies evaluating 

advertisement on television. For example a study conducted by Chestnutt & Ashraf (2002) 

recorded 62 .5% food advenising featured during child programing than prime-time 

(18.5%) over a 250 hour period monitoring of a l'mted Kmi:'!dom television channel. 

Another study in Australia (Neville, Thomas, & Bauman, 2005) found that confectionat}' 

and fast food adverts were between two to three times more featured during children 

viewing times compared to adult television viewing times. However, contradicting these 

findings is another study conducted within the same country which reponed similar 

proponions (25% against 26.901.) of food advenisement during children and adult program 

period on three free-Io-air channel television channels (Kelly, Smith, King, Flood, & 

Bauman, 2007). Worldwide, foods with high sugar, fat and salt marketing targctcd at 

chilcirm is estimated to make up approximately 90-/. of food promotion. even though this 

does not confonn 10 international nutrition guidelines (Cairns et aI., 2013; Hastings el 11., 

2(03). Further. most food products promoted are not healthy foods. Sugar-sweetened 

b~akfast oereals, soft-drinks. confectionary and savory snacks are the four most frequently 

advertised foodcalegorics rt.:ponl-d in a s),stemalic ~ew (Cairns et aI., 2013). Studies also 

coaducted in New Zealand and Australia on outdoor advertising within the school 

environment reported 70-1. to SO-I. of food adveniscmtnt was not in line with national 

nutritional guidelines (Kelly. Cretikos, et at, 2008; Maher, Wilson. a: Signal. 2005). 

Funhermore. promotion of unprocessed foods, such as fruit and. vegetables.. wholegrain and 

milk is found to be limilCd (WHO, 2016). 
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2.7 Food promolioD str8tegies 

Promotional tl.ochniques such as the use of .rumations or cartoons and fictional characters 

are the most frequently used in food advertisements than non-food advertisements targeted 

at children (Cairns et al .• 2013). The use of these techniques especially animation in 

televisionfoodadvertisementshasbeenfoundtobeparticularlylinkedwithchildren'sfood 

adverts compared to non-food adverts aimed at children (Hastings et aJ .• 2006). For 

iIlS\8nCe, a report by Atkin (2005). showed over 6()O/e offood adverts customized to children 

used some kind of animation. compared with only I % of toy adverts. Conversely, another 

television study conducted in the USA, evaluating all progranuning during a set time period 

found food adverts targeting children or teens featured movie characters (Gantz et aJ .. 

2007). Furthennore, fascinating themes depicting sensory characteristics, humor. 

adventure, fantasy and fun. and infonnation on nutritional benefits are mostly included on 

food advertisement. A study by Gantz (2007) reponed that 34% of TV food advertising 

targeting children wed taste appeals. 18% used fun appeals and only 2% used nutrition or 

health appeals. Similarly, a study on advertising in the Netherlands found that nearly 90% 

of children's food adverts used taste as an appeal and around 85% used hwnor (Buijzen & 

Valkenburg. 2002). In the Islamic Republic of Iran, one stud)' found that 56% of food 

adverts to children used 'taste' appeals (Maryam et at. 2005). Broadly. adverts on children 

breakfast cereals alone has been fOWid to regularly use nutritionaJ appeals, regardless of 

whc1:hcr ur not the appeals were deemed to be misleading (Lobstein. Macmul1an., McGrath. 

& WlI(, ~008). The basic creative strategies used to promote food to children arc beginning 

to change. The increasing use of new media is giving rise to a host of new potential creative 

strategies though social networking, viral marketing, instant messaging. and virtual worlds 

(Chester & Montgomery, 2008). According 10 a food marketing study conducted by Moore. 
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chlldrengot access to purchase video gllfllesonJineoruy after keying in a code from a 

bought food package (Moore & R..ideout, 2007). 

2.8 Etrect of food promotion 

The majority of evidence for the effects of advertising are from studies investigating 

television advertising and children's consumption patterns. Spt.'Cifically focussed on 

children, a narrative review assessing the effect of food promotion on children suggests a 

hypothetical framework demonstrating that promotion of unhealthy food effec::t spans from 

awareness of food promotion.conswnption effect, purchasing intent and behav iour as well 

as anitude and preference (Kelly el aI .• 2015). Although other scholars explain that 

exposure to food promotion can bea prccursor to obesity, this framework quest ions the 

notiooofadirect link betwecn exposure to advertisement and obesity bl:cause it may be 

difficu1tto use experimental methods to prove this. Other studies have anempted proving 

this effect through the use of large samples with the assumption that children don't easily 

shed off the excess energy consumed after they are influenced by an advertisement which 

o\·et1lIl makes diets more energy dense (McClure et at., 2013). 

The impact of television food promotion on food consumption have wildly been studied, 

staning from the 1980s (Gom & Goldberg. 1980). Recently, because of the upsurge in 

oboit)" and its associated potential determinants resuhing from obesogenic environments 

such as unhealthy food promotion, there has been a renewed interest among researchers 

Resulls from a recent meta-analysis using data from studies that exposed participants to 

unhealthy food advmisement content through different media showed a significant 

increase intbc intake of food relative to exposure to non-food advertisement CORleJrt in 

children but not in adults (Boyland et al .• 2016). 
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Another research in the US (McClure et aI., 2013) also demonstrated that exposing children 

to food advertisement resulted lIt a 45% increase in consuming snack foods compared to 

control ad\lerts. This occurrence has been explained by aoother study which found that 

exposure to food advertisement increases the motivation 10 eat and other food related 

cognition (Kemps. Tiggem&ntl. &. Hollitt. 2014). Pertaining to consumption-related 

behaviour. research has shown that foods that are unfamiliar to children were rejected. 

These results support the observation that advertisement influences food preference. 

Children not only choose advertiscd food products but also perceive them to have a bette r 

taste than those they are not familiar with (Fallon, Rozin. & Pliner. 1984; Robinson. 

Bor.l.ekov,"Ski. Matheson, & Kraemer. 2007). 

For adults, empirical research ill\c:.tigating the effect of food advertising is limited with 

mixed conclusions. A systematic review exploring the effects of television food advertising 

in developed countries on adult-related food behaviour, anitude and belief found a varied 

effeetand inconsistencies within thcdifferent groups studied (i.e. with weight, gender and 

food preference) (Mills, Tanner, & Adams, 2013). t'rom the relatively limited evidence 

base on the effect of food promotion in adult populations, concluding that food advertising 

does not affect eating bet1aviour in adults will be inappropriatecspecia1ly given the large 

amount of money budgeted by companies in promoting EDNP food. 10 populations of all 

ages. Funber rescarch in this area is certainly wan-antcd. 
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CHAPTER THREE 

METHOD 

Thlschaplcr dC5Cribcsthe method used in this study, and provides details on the following: 

study design, study location, study population. sample size, sampling. and data collection 

technique, Also, deta.ilson the statistieal methods used during data analysis are presented. 

3.2 Study Desigo 

This study was an observational study. A descriptive cross-sectional study design was used 

to examine the extent and nature of commercial food advertising within the study location. 

Most health science rnearches use cross-sectional study design to measure occurrence al a 

parricularlime period fora particuiar popuJation 

3.3 Study Lot':8tion 

The study was conducted at the Universiry of Ghana. Legan Campus. The University is the 

Premier Univenity and also the largest Uruvcrsiry in the country wilh • student population 

o(over 38,000. The University runs a collegiate system comprising five colleges with each 

college made up of schools, departments, research institutions and centres. The Legon 

campus is the main University campus among other satellite campuKS. The campus layout 

c:anbestralificd into three zones: academiczooc; rn.idcnlial zone and administrative zone. 

Presently. a tolal ofthirtem student residential facilities are available for acconunodating 

students. These residential facilities have food outlets. shops and other sociaJ amenities 

meant to meet different needs of the studenlS. Lecturers and other non-teaching staff at the 

University also bave residential facilities serving as accommodation facilities for their 

families. Commc:rcial centres such as restaurants, supennarkets and banking halls exist 
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within the premises of the Legon campus. The Campus currently has a total of 40
1 

operational food oUilets. TIlese food outlets serve as venues where food and drinks can be 

purchased. Clients of these food outlets include mainly stUdents, lecturers. administrative 

staff and visitors to the University. These outlets can be found at the various residential 

halls and other locations within the Uruversity'senvironment 

Geographically. Legon campus is located within the capital city of Ghana. Accra. precisely 

the Ayawuo sub-metro area. This district is predominantly an urban setting with numerous 

economic activities and various housing units. Various forms of product marketing can be 

sighted along major roads within this sub-metropolitan ~a and also at strategic locations 

within the districl. 

3.4 Study Units 

The srudy observed all outdoor advertisements within the study site. These advertisements 

were either signage or advertisement disseminating information about branded products or 

services. Different fonnalS of advertisement examined in the study included billboards, 

posters, banners, free standing sign, painted building/walls., digital signs and store 

merchandising like branded refrigerators, chairs and umbrellas 

3.4.1IndusionCriteria 

'lbeinclu.sioncritcriawcrt':1sfollows: 

I . Advertiscments with branded1 infonnation in the fonn of picture~ or logos for food 

productslcompames.:md also non-food products/compenies 

2. Store signage portraying a product logo. This can be a signage used not onJy IS a 

means ofidentifying stores but also serving as a promotional materia! for a product. 

~:~=::~""~b)two&lldo:pencknl.c:scarchusi"'I"""C:DoftieWnumber 
1Nf'J-. ... or..,.odIefleaturedlll ...... roo.goodot"'""·~ud ... lICtfromttloscofothen 
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3. Advertisement of brands not necessarily depicting a s:pecific product 

3.4.2EIClu5toOCriteria 

The exclusion criteria used to class.ify signage and adverts as in-eligible in this study 

1. ldenlilic:rs in the form of symbols or words being used as a means of identifying 

panicwarfacililies 

2. Pictures showing unbranded food serve al food outlets used as a fonn of 

advertisement. 

3.5Si!.mplcslu 

An environmental audit was conducted and all visible outdoor advertisements within the 

Legon campus were surveyed. 

3.6 Data Colleetio n Teehnique 

This study adapl~ a standardilcd protocol developed by fNFORMAS to monitor outdoor 

advertisement and ntablish levels and nature of food advertisement as a means of 

benctunarking the food envirorunent. Components of the INFORMAS data collection 

protocol include the objective. methods. sampling de$ign. data collection. data coding. data. 

analysis and other ncc\."Ssar)' supporting marerials (lNFORMAS. 2017). Data were 

collected through drnt observation and concW'I"eDt coding of all sighted advertisements at 

thelocationswhercad\"enswerespoued 

3.7Study lnstrumea ts 

For the purpose of data gathering. an electronic method of data collection was chosen for 

Ihis slud),. A coding tool (ae Appendix 3) dnigned for abstracting infonnation from 

advenisemcnl wai programmed onto the data collecting applK:alions (Open Data Kil-
24 



ODK). ODK was selected becausc of its ability 10 concurrently record images and their 

geo-coordinale,- This application was used on a mobile phone M\;ng both camera and GPS 

rWlCUOOS. This approacb was important for the field work as it helped solve the problem of 

manuall} linking photos to their gco-coordinates if they had been collected with sepantc 

devices. 

3.8Tniaiag.an.dPretestiag 

Prior 10 du collcctiun, a two-day intensive training session was organized for two 

Research AssistlDts (RAs) by the Principa1lnvcsti,ator (PI). All RAs had 8 minimum 

qualification of a bachelor's degree in their field of study. The training session centred on 

introducing the objecth'e of the study, key concepts and study methods, the use of data 

collection 1001 and pracedures in identifying and captwina advertisements. A prete stofthe 

data collection tool was conducted on the 5eCOnd day of the training at a location identical 

to the main study site. During pretesting, each research assistant together with tnest udyP I 

indcpendently identified and coded all sightedadvcniStments within the pretesling location 

011 the same day. After tM preteSt, dati collected ..... as cleaned. As part of quality assessment 

cbecks, information obtained from each advenisement captured by the principal 

in\'estigator ..... ere compared to that of the research assistants. A reliability analysis was 

perfonned Uilng inter-rater reliability checks with the principal iO\·estigator' s coding 

scrvin& as the standard refermce. This was done by comparing rates of matched and 

UQIDaIched coded information collected by the two RAs to that of the PI. A repealed 

tnining on coding advenisemenl was provided for both RAs to maximize the reliability of 

data collection after the pretesline before the start of the main dati collection. 

3.9 Actual Dalac-oUectioa 

o.ta collection was conducted for t",o monlhs. spanning between April and May 2019. 

This period. was chosen 10 ensure the survey was conducted while academic session was 
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active in order to have access to all forms of advertisements including those in stores and 

restaW1Ults operating only during term time. Before the main data collection. data collectors 

initially conducted on-site visits. They navigated the study site by wa1king through and 

scanning through the streets .... ithin the boWldary of the study site, to familiarise themselves 

with the University's food environment. The data collection was conducted in two stages 

asdisc:ussedinsections3.91-3.92. 

3.9.1 MappingofFoodoutltts 

The first sugc of data collection was an inventory of all operational food outlets and their 

gco-Iocations within the University campus. This wos n«essary since official data on the 

location and number of food outlets at the University was DOl readily available for 

reference. Places like residential halls. lecture halls and other facilities mostly frequented 

on campus were scanned to record all food outlets 3t the time of the study. 

3.9.2 Mapping aad Coding of AdHrtisemt'nt 

The second stage of data collection involved direct observation anddocumentalio nofall 

advertisement sighted within the perimeter of the University campus as well as their GPS 

coordinates. The (onnal deployed during this phase allowed for coding of specific attributes 

and information of all identified advertisement 10 produce quantitalive data for analysis. 

These attributes include size of edvenisemmt; number of food product type in the 

adverti~m.:nl; setting of advertisement; type of advertisement; brand name; product name; 

promotional character: premium offered and claim made on advertiiement. In the in.st3J1ce 

where the same adven appeared multiple times at the same location, a coordiruttc was taken 

for only one of such advert and the number of times the advert was repeated documented 

A location was defined as a ten meters square (I Oml ) radial buffer. For each location within 

the study site. data collection \.\85 conducted on a sinak occasion. Checks on data collected 

26 



were performed on the same day to prevent any duplication of captured advertisement 

which could affect the reliability and the estimate! of data colleeled. Advertised foods 

products were furtherclassifioo as heaJthy. unhealthy and miscellaneous food using a food· 

bticd approach developed by INFORMAS (lNFORMAS, 2017). This classification was 

also uxd in previous research on outdoor advertising (Kelly, Cretikos, et aI .• 2008). 

3.IOVariablti 

For each advertisement sighted. the following attributes were recorded: Advertisement 10; 

Number of productsfsubjoci in the advertisement; Size of advertisement; Selling of 

advertisement; Type of advertisement; Band name; Product name; Food category ; 

Promotion character; Premiwn Offers; Claims made and Healthiness of food product 

advertised 

3.1 t D.ta ~anagemt'nt and Analysis 

Aftereachday'sactivities,datncollocted\\'eretransferredtoacentralserverwhichserved 

as a repository for all data collected. Submitted data was downloaded each day in SPSS 

fonnatand initial validation checks conducted to assess data quaJity. The central scrvcrwas 

accessible only to the study PI and it was password protected. Also. the laptop on which 

the data collected was stored was password protccted with only the PI baving access to it. 

To eru;ure data reliability, checks were conducted on the same day so that any possible 

chanse in an advertisement would not affect the reliabilitycstimatc:. 

3.11.2A .. lysb 

T"'O data sets were generated: one related to the GPS location of all (oodoutlets ob$ervcd 

and the other for outdoor advertisements (both advenisement auributes and advertisement 
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geo-coordinale). lbe latter was generated from content analysis perfonned by coding 

specific attributes of all recorded advertisements. ArcGIS desktop software was used to 

manage GPS coordinates and generate maps from geo-referenced data collected on 

advertisements and food outlets. Univariate analyses were conducted using IBM SPSS 

Statistics for Windows ven;ion 21 to generate descriptive statistics and detennine the 

frequency of food advertisements by size of advert. settina of advert, type of advert, 

product type advertised, adverts with premium offer. promotional character and claims. 

Various categories ofproduclS advertised were compared by using percentages. 

Bivariate analyses were cWTied out to examine the associations between outcome variable and 

selected characteristics. The key outcome variable (food category advertised) WIS 

independentlyassesscd with selected chlracteristics as listed in section 4.6. Pearson chi-

square stllistics was used to determine the swistical significance of ex plana lOry vari ables.P-

value < 0.05 was used to denutc slatistical significance 

Simple and multiple logistic regression modelling produced unadjusted and adjusted 

associations between the key outcome variable and selected characteristics .lnthesimple 

regression model. each selected characteristic was assessed independently with the 

outcome variable. Odds ratios with accompanying 95% CI were used to assess the strength 

of the relationships. A multiple logistic regression model was developed for selected 

clwacteristics Ibal were significant at p < 0.25. Variables found to be associated dwing the 

bivariate analysis were entered and a full model generated ina single step. 

3.12 EtbicalCoasideratioos 

The study procedures and tools were subjected to ethical review by the Ghana Health 

Service Ethical Review Committee (ERC). Ethical cleannce (see Appendix 4) ....-a.~ 

obtained before the start of the study. Pennission was granted from the Physical 
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Development Municipal Services Departrllmt (PDMSO) within the University before the 

start of daIa coUcctioo. An information sheel developed in .ccordanee with guidelines by 

the Ghana Health Service Ethics Review Commin~"e .... as used during the infonned con~'nl 

process to obtrun consent from managers of the various food outlets before visitina their 

premises (or data collection. All study procedUl'Ci were conducted in accordance to 

stanciardresearchethicsprocedures.11lcrewcrcnorisksanddh·cclbc:nefitsassociatedwith 

the study. No compensation wu provided for anyone who panicipated in the study. 



~Iopment Munici~ Services Department (PDMSD) within the Uniwrsity before the 

start of data collection. An infonnation sheet developed in accordance with guidelines by 

the Ghana Health Service Ethics Review Committee was used during the informed consent 

process to obtain consent from managers of the various food outlets before visiting their 

premises for data collection. All study procedures were conducted in accordance to 

standard resurch ethicsproccdures. There'W'Cre no risks and direct benefj,s associated with 

the study. No compensation was provided for anyone who participited in the study. 



CHAPTER FOl'R 

RESULTS 

This chapter presents findings from analyses afthe study data. The results are pres~lItcJ III 

the following sub-hc:adings 

Attributes afme t.:nl\·("rsll~ afGhani advertisina environment and food outlets 

Typesofadvertiscmenl uK'd in promoling foods. 

Categories of commerciaJ foods ad\crtised 

MarkctingSU'llegitsusedinfoodadverti!Oements. 

AssociBlionsbetwttnfoodcllcgoryadvcrtiscdandsele<:tedadvertcharacterislics 

4.1 Atlributes of tbe Univtnity of Gh.,.a adHrtisiDI environDlent and food OUllet,. 

Table 4.1 presents background .nributes of the Idvrrtisina environment and food outlets. 

A total of 40 operating food outlets wtte recorded of which 36 (900/,) were located within 

the residential zone of the University. The academic lone had three (8%) food outlets while 

the 8Ciministralive zone recorded one. Fig. 1 shows the locations of food outlets within the 

Uruvenlt~ . Four ~'PCS of food (lutlets ",--ere identified: hall canteens (65°;,). restaurants 

(25%), bush canlCen.5. night mllrkcls (5%) and food coun (5%). 

All ..:ivt'l1iSC'ments weft! documented and categorised a. .. either food or non-food ~veru. 

(Table 4.1). Of the 503 advenillCments documented, 238 (47.3Vo) were food advert, . \1\'~1 

of the advenisemenlS were situated in and around food shops (S4.3%) and by the roadside 

(33.6%). Advertisements were alto sigbtecl on buildings. bus shelten and mobile 

suJlslvmdingmachines. Most localionshad advert density noc exceed..ing one per IOsquarc 

........ (10.3%). 
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Regarding regulations. two policy regulation advertisements were identified. These were; 

(i) Guideline for the Advertisement of Food Products by the Food and Drugs Authority 

(FDA) and (ii) University of Ghana Policy Regulating the Placement of Advertisement 

Table4.1: Uaiversit)' food outlets aDd advertislag envlro •• eot background (N.:::o 503. 

Attribute Frequency Percentaae 

Numberoffoodoudets{o:a40) 

Food outlet location 
Residential zone 
Acadcmic:zone 
Administrationzor'IC 
Food outlet rype 
Hall canteen 
RC5taW'allt 

BUlbtalueenlNightmarket3 

Foodcourt' 
Number 01 adverts (n==S03) 
Catcgoryofadvertisedproduct 
Food product 
Non-food product 
DeDsity olSame advert within location 
One 
Two-Five 
More than Five 
Setting of advert 
Food outlet 
Road 
Building 
BusshcllCT 
Mobile staUlvcnding machine 
EJ:uteoceofadvertisiagregulaliooJ 
Governmental (National) 
lnItitutional(self-regulation) 
Total 

unles50therwiseindicaled) 

36 90.0 

3 7.5 

I 2.5 

26 65.0 

10 25.0 

2 5.0 

2 5.0 

238 47.3 
265 52.7 

404 80.3 
89 17.7 
10 2.0 

273 54.3 
169 33.6 
43 8.5 
10 2.0 
8 1.6 

50.0 
50.0 

100.0 



Resarding rcJUlations, two polky regulation advCTtisements were identified. These were. 

(i) Guideline for the Advertisement of Food Products by the Food and Drugs Authority 

(FDA) and (ii) University of Ghana Policy Regulating the Placement of Advertisement 

Table 4.1: University food outfets aad advertising environment background (N EO 503. 

Attribute Fn:9uenc~ Pen.:ental!e 
Number of food oullclS (n::.40) 

Food outlet SocatioD 
RaidentiaJzonc 36 90.0 
AClldemiczone 3 7.5 
Administration zone I 2.5 
Food outlet type 
HaUcantecn 26 65.0 
Restawant 10 25.0 
BushcanteenlNightmarket' 2 5.0 
Foodcoun4 

2 5.0 
Numberofdverts(n-503) 
Cateaoryofadvertisedproduct 
Food product 238 41.3 
Non-foodpwduct 265 52.1 
Density of Same advert wilhin location 
One 404 80.3 
Two-Five 89 11.7 
More than Five 10 2.0 
Settineofadvert 
FoodoutJet 213 54.3 
Rood 169 33.6 
Building 43 8.5 
Bws.heltcr 10 2.0 
Mobilestalllvendingmachinc 8 1.6 
Existcoce of advertising regulatioos 
GovemmenlaJ (National) 50.0 
InstitutionaJ(5Clf-regulation) 50.0 
TOlal 

100.0 
•• lasotherwileindlcaled) 

:k==='::=:~~ru:,'::'~~OMIp),,*"1: 
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".2 Types of advertisements use in promoting foods 

As detailed in Table 4.2, 580/. of lhe 238 identified food adverts were classified as small-

sized advertisements (>A4 but <1.3m x 1.9m), 35.3"0 as medium-sized advertisements 

(>1.3m)( 1.9m but<:2.Om x 205m) and 6.7% as large (> 2m x 2.5m)adverusements. Food 

advertisements were displayed in different formats/media wilh posterslbanners (41.5%) 

being the most used mediwn. Food advertisements in the form of store merchandising (for 

example branded refrigerators. bins. chairs and wnbrellas), represented 36.1 % of the total 

food advertisements displayed. Other advertisements were in the form of billboards. free 

standing adverts and digital signs. Advertisements depicting food products were highly 

dense at food establishments, representing 75% of all food advertisement settings whiles 

the remaining 2S% were either by the roadside or on bus shelters. A plot of food advert 

geo-coordinates to determine density of food advertisement around food outlets within 8 

IOOmeters radiaJ buffer showed more food advertisement were concentrated at food 

establishment outlet settings (Fig. 2). Billboards were mostly sited b)' road networks along 

the boundary of the University. Most (58.8%) food adveniscments featured a single food 

product. although 38.2 0/. of advertisements promoted no specific product type (on Iybrand 

name) and few advertisements (2.9 0/.) were fOWld to promote two food. products. 



Tablt4.2:Dt.lribul'iono((oodad"ertsbysizt,Dltdium,settin.andproductdrdlliry 
(N=238,unleuotberwistindicated). 

Attribute Frequency Percentage 

5iu·ofadnrtisemenl 

I)S.O jS.O 

84 J5 J 

~ U 

~tdium or advertbemtnt 

Poslaibannt:r 

Frt'C:-standinasign 

Painted bullding I wall 

Digital Signs 

SlOtemerchandis.ing 

S('ltin~o(ad,ertiserueDf 

Foodoutlel 

Rood 

Buildin, 

Bus shelter 

Mobile stall I vending machine 

ProducfdeDiit) iD advert 

No specific product (Only brand mentioned) 

SingieprodUCIlype 

Two prodtJC1 types 

III 

2) 

179 

36 

12 

91 

140 

l .S 

47.S 

9.7 

1.7 

1.3 

36.1 

7S.2 

IS .I 

S.O 

2.1 

2.5 

38.2 

5S.S 

2.9 





4.3 Categories of commercial foods advel1ised at tb~ University of Ghana. 

Table 4.3 presents the categories of advertised food products. Advertised food products 

were categorised as healthy, w1healthy and miscellaneous. Overall, 38.7 % ofadvertiscd 

food products were healthy. Healthy food in this study was defined as foods recommended 

in national food-based dietary guidelines, dietary guidelines or food-based standards. 

Unhealthy food advertised amounted to 57.6% and 3.8% of food advertised were 

miscellaneous food. Miscellaneous foods in this study comprised foods thai arc not 

conswned alone but added to navour meals (eg. Recipe additions like soup cubes and 

seasonings). Unhealthy advertised food products \\--ere further categorised into 10 

subcategories . including ice cream and iced confections. milks and yoghurts(> 3g 

fatllOOg). fruit juice/drink «98% fruit), chocolate and instant noodles. Sugar-sweetened 

drinks, subcategorised under the unhealthy food category recorded the highestp ercentage 

(37.0%)ofalladvertisedfoodproduclS. Forproductsc8tegorisedashealthyfood,sixsub· 

Calegorieswere identified and these incllJdedcereals (without added sugar, fat or saJts), 

bottled water, and fruit productsv.ithout added sugar. Majorityofadvertisc:dhealthyfood 

",,-ere milk and yoghurts«3g fa1ll00s), representing 14.3% of all advenised food products. 

Advcni.semcnts of various brands of products were recorded. The top five most advertised 

bn.nds contributed 40.4 % shan: of all advertised brands. These were Coca-Cola (13.9%), 

Fu Milk (10.5%), Pepsi (8.0%), Frytol (4.20/.) and Indomie (3.8%). Four out of me top 

five most advertised food products were within the unhealthy food category and these were 

Coca-Cola, Fan Milk, Pepsi and indomie. A map distribution of unhealthy food 

advertisement revealed most oftbese advertisement were located. at food outlel<l. This was 

done by surveying a 100 meters radius butTer around each food outlet. Figure 3 shows the 

distributioo. of unhealthy foods adverts around food outlets on the University campus. 
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Table 4.3: Distributioo of ad,,"ertised food products by categories (N :c: 238, unless 

otbeNiseindicated) 

FoodCalegory 

HeallhyFood! 
Unhealthy Food6 

Miscellaneous' 

Healthy food eategory 
Cereals: without added fat, sugar or salt 
Low sugar and high fibre breakfasl cer(:a!s 
Fruits and frWtproducts without added sugars or salt 
Milks and yoghurts and their allematives(<3g fatl I 00g) 

Oils high in mono- or polyunsaturated rats 
Water (including bonled nnd non-bottled) 

Uobulthy foodcatcgory 
Flavouredffried instant rice and noodle products 
Sweet breads, cakes, muffins. sweet buns 
Meat and meat a1tematives (proceiSCdfprescrved in salt) 
Sa\'ourysnack foods (addcd salt or fat) 

FruitjuiceJdrinks{<98%fruit) 
Milks and yoghurls and their altcmati,"es {>3g fatl lOOg) 
Ice cream and iced confection 
Choool ..... dWKIy 
Fast food (nolonly heaJth.ieroptions advertised) 
Sugar sweetened drinks: soft drinks and energy drinks 

Mbcellaoeous 
Recipe additions lincluding soup cubes and seawnings) 

Tea and eoffee (exeludingswcetened po,,'der-basedteas 
orcoffces) 

Top five mos t advertised food Brands 
Coca-Cola 
Fan milk 
Pepsi 
Frytol 
Indomi. 
OthcrBrands' 

Frequency Percentage 

92 
137 

9 

16 
5 

14 
34 
12 
II 

12 
I 
I 
l 

4 
88 

II 
25 
19 
10 
9 

142 

38.7 
57.6 

l .8 

6.7 

2.1 
5.9 

14.l 

5.0 
4.6 

5.0 
0.4 

0.4 
1.3 
3.4 
3.8 
4.2 
0.4 
1.7 

37.0 

l.4 

0.4 

13.9 
10.5 
8.0 
4.2 
l.8 

59.6 

'Foocb~lnlltotional(ood·biDeIj,diear)l ... oddI-'~JUWdianOfrood·t.sed ftanOatdl 

~=-~~~~~~~_v.._Iddo6~In4rOf""'~Ples 
• Foadt_lIOlusualttcoll5lUllCd~b..-IddodIDr.-u~" Et.c:ookaftsOll 
YC;:--:IIrttw..b..ctudtFon.tnce.VoUk.,Blueilda,F,a.tytq:~s-tnKc-tmI.II"I,TUI)'T_..t 

31 



Figure 4.3: Distri bulion or unhea ltby fond outlets wilhin 100m radius burrer a rou.d 
(oodoutlets 
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4.4Stralegies used in foodadvertisementll 

The sNdy recorded different techniques used by food marketers to entice potential 

cuSlomc!rs (Fig. 4). Promotional techniques identified were inclusion of promotionaJ 

characters, premium offers and claims as part of the information displayed on food 

advertisement. The use of claims Were the most featured technique. This was noled on 47% 

of all food advenisements. Claims were categorised into seven different categories (Table 

4.5). Of all advertisements with claims, 33.0% of the claims made wc!re sc!nsory based 

claims (eg. taste, aroma and texture) and 26.8"A. health-related claims. Other claims made 

were claims of ' 'made ofnaturaJ product" as well as "happiness and pleasure" claims. Aside 

claims, 40 (16.8%) food advertisements featured a promotional character as part of the 

advertisement content. These: promotional charnclers were either cartoons, celebrities (non-

sports), licensed characters, famous and amateur sportsmen as well as non-celcbritin. Of 

thesc.non-sportscelebriti~(S2.5o/e)werethemoslfeaturedpromotionDJcharacterswithin 

food adverts with a promotional character. Premium offers (1.7%) were the least among 

the various techniques used in promoting food products. Examples of premium offers were 

price discount. social charity and price discount. Figure 4 presents the proportion of 

pc:rsuasive techniques recorded. 
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. 'jgure.f..t: Penuasive lecbDiquts of food adverti~emen l 

~, be • 

II I 
Table 4.5: Persuasive clllim~ made OR food advertisement 

- .'requtncy Pcn:ra.;g;-
TrpHofclaim _ 

Health Claims" 

_ _ _ --------1 .. :11-"'-'-'-'11=2) ___ _ 

Scmory based claims 

Xe\1o ~rand de\'dopment 

HadSuHgesced~ 

Indicatedconv.:nicnluse 

Had a pricc tag 

Happlnc:s.s, funandpteasure 

!vtadewilhNaturalProduct(s) 

Other 

------·--·- ·--"'70--· ...... 
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J7 

14 

1\ 

13 

26.8 

33.0 

2.7 

0.9 

3.6 

7.1 

12.\ 

13.4 

11.6 



4.5 AlsociatioDS betweeo food Ulegory advertiHd .od selected advert 

t:baracteristics 

A bi"ariatechi square analysis \.\-a5 usoo 10 explore the relationship between foodcateg ories 

advertised and selected advert characteristics. Results from the analysis (Table 4.6) shows 

that type of advertisement (p<O.OOI), product density within advertisement (P '" 0.007) and 

adverts withclaims(p-0.030) were SlatisticaJlyasiOCiated with food categoryadvertis ed. 

On the other hand. size of advertisement, advert with promotional character and adverts 

with premiwn offers were not associated with the category of food adveniscd. 



Table 4.6: Assoea.rions between food (alelory adnrtised and seleded advert 

cbaracteristics 
HnlthFood UnbeaUhyFood P-value 

(,'bancleristic 

Size or advert 
51(37.5) 85(62.5) 0.389 

Small 
Medium 36(46.2) 42(53.8) 

Large 5(33.3) 10(66.7) 

Type of advert 
1(12.5) 7187.5) <0.001 Billboard 

Posterlbanner 48(45.7) 57 154.3) 

Free-standing sign 17(73.9) 6 (-:!6.1) 

Painled buildiogl wall 1(25.0) 3(75.0) 

Digi<alSigns 1(33.3) 2(66.7) 

Storemen;:handising 24(27.9) 62 (n.I) 

Advert setting 
Food outlet 67(39.2%) 104(60.8%) 0.643 

Non-food outlet 25(43.1%) 33(56.9%) 

Product density in advert 
No specific product (only brand 24(27.6) 63(72.4) 0.007 mentioned) 
Singie food produc1 type 65(48.1) 70(51.9) 

T\\'Ofood product types 3(42.9) 4(57.1) 

Advert with premotional characler 

No 77(40.1) 115(59.9) 1.000 

Yes 15(40.5) 22(59.5) 
Advert with premium offer 
No 91(40.4) 134(59.6) 0.651 
Yes 1(25.0) 3(75.0) 

Adverts witb ctalrm 

No 41(33.3) 82(66.7) 0.030 
Yes 51(48.1) 55(51.9) 

The stmIath of the association between advenisemenl anributes and category of food 

advertised was detennined using odds ratio. Results from simple ioeistic regression 

analy$is indicate that free-standing signs (OR 19.8; 95°/. e12.00 - 1%.38) as compared to 

billboards were more likely to be healthy food advertisement. Advertisements with. single 

product type displayed cornpued to ad\'crtiscments without any product display were 2.5 

times more likely 10 be healthy food ad\'cnisement (OR 2.45; CI 1.37 - 4.35). The odda of 
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food edverts being healthy food &:h'erts were higher among adverts with claims compared 

toedvertswitboutciaims(OR 1.86; 1.09~3,17) 

In the multiple logistic regression model. adjusted odds ratios (aOR) W~ calculated for 

eonfOWldcrs. Variables with p<O.2S. at the simple logistic regression anwysis were selected 

into the multiple regression models. After controlling for a nwnber of covariates, free-

standi.ng edverts type was indcpcndenllyassociated with heallhy foodadvcrts. 

Table 4.8: L~tic regr.ssioa analysis slaowln" advert attributes aad how tbey 
inOuence Ibe c.leRory of ad,'ertised food product 
Attribule Calcgor')' of food produd 

Unadjusted OR (95% CI) Adjusted OR (95% ("I) 

Typeofadnrt 
Billboard Reference 
Po5terlbanner 5.895 (0.700-49.612) 5.%3(0.673-52.864) 

Free-standing sign 19.833(2.003-196.381) 19.177(1.8.17-200.207) 

Painted building I wall 2.333 (0.107-50.982) 3.790(0.156-92.149) 

OiaitalSigns 3.500 (0.145-84.694) 4.695 (0. 129-171.229) 
Sioremerchandising 2.710(0.316-23.207 3.887(0.393-38.398) 
ProduC1dt>Dsity in advert 

NospeciflCproduct Reference 
SingJe food product Iype 2.437(1.366-4.348) 1.734(0.819-3.672) 
Two food prodUCltypeJ 1.969(0.410-9.454) !.SOl (0.265-8.499) 

Ad,'erbwithclaims 

No Reference 
V .. 1.855(1.087-3.165) 1.13810.577-2.245) 
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CHAPTER FIVE 

DIS(TSSION 

The main findings of this study are discussed in this chapter in the context of existing 

literature on food advcrtisin& and in relation to the research questions. Thus: 

Food outlets and types of advertisement used in promolin. foods at the University of 

Ghana 

(' .ltegones of commercial foods advertised at the University of Ghana 

Marketina strategies used in food advertisement al the University of Ghana 

5.1 Food oullet~ aDd types oflld\'trtisemeDI used ia prtJRlotinl foods 

Anareareceivin&anentionasaplacetopromotebealth) diclarypracticestoprevcntnon· 

communic~lc diseases and overweight and obesity among school goina individual! is the 

school selling. Thissc"in8hasbcen~uggcsledtobeaplacewheredietaryhabitsofstudents 

can be formed since students spend. significant part afmeir day at s<:hool (Story. NilUley. 

a: Schwartz. 2009). 

Just like any other academic institution, food oUllets we~ sighted at the University of 

Ghana Legon Campus. This study recorded 40 operating food outlets within lhc: University. 

This nWilber reflects the magnitude of contribution these food outlets make as sources 

where students and staff in the University can obtain their meals. As reported by some 

authors. food outlets in and IIrOWld schools are usuaJly the first p1ace lhat studcnts rcsort to 

when buying food either on their way to school, back from school or during break seuions 

(Fernandes et a1.. 2017; Simon el aI .• 2008). In a study condu.clc:d in the US. it Will estimated 

lhat (ood shops within th~ school cuvUonment contributed to 35",. of students' daily mtrl)' 

Intake: (8m'fel d at, 2009). l'he kloda of foods providal at thex food outlets and other 



cnvironmeotal.ttributes.associated with these food outJets at schools are tberefore essential 

to current efforts in curtailing obesogenic environments in schools in the fight against diet-

relatednon-communicablediseases.A1thoughthenatureoffoodssoldatthesefoodoutJets 

wen!' not investigated in thlscwrent srudy. an examination of the food options available at 

these food outlets will provide evidence on the state of these food outlets regarding the 

quality of food they servt to the UniversitypopuJation. 

Advertising inside and &round schools is a common practice by promoters aiming to reach 

their potential customers (Velalquez et al.. 2017). The abnost equal distribution of food 

and Don-food advertisements (47.3% versus 52.7%) found in this study reflects • larger 

trendofintensifiedcorporateeffortstoreachthepopulacewithintheUniversity.EIsewhere. 

Kelly and colleagues have reported 25% of food advertisements out of the total number of 

advertisements identified in an area !WToWKiing Australian primary schools (Kelly. 

Cretikos. et aI., 2(08). fhe high percentage of food advertisements recorded in this current 

study is an indication of the intense product awareness crealion agenda by manufacturers 

and retailers offood products to the University community. Youth and children are reported 

to have high purchasing power and more disposable income (Boyland & Halford, 2013). 

Therefore, the more they are exposed to food products through advenisemcm, the more 

they develop preferences towards them. In other word.!, their food choices may be 

influenced by the extent of exposure to advertised food product!. Hence, food advertising 

within schools, if Dot properly regulated can possibly contribute to high consumption of 

unhealthy foods, and suhsequenrly, NR-NCDs. 

In this study, outdoor advertisement was prevalent with poster being the dominating format 

(47.5%). In a study of food advertisements around an elementary school in Mexico for 

example, oearIy aU (97.10/.) food advenisemenls were presented as outdoor adVertiscmt:nl 
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i.e. poster format (Barquera. Hemandez·B8J1'el"a, Rothenberg. & Cifuentes. 2018). This 

disparity in the nwnber of outdoor advertisements (posters) could be due to available 

guidelines regulating the placement of advertisement within the University of Ghana. The 

current guideline prohibits the plact!ment of any son of advertisement at particular places 

within the University (University of Gbana, 2011). Outdoor advertisement is reported to be 

less expensive compared to other formats of advertisement (Pasch & Poulos, 2013). 

Exposure to food advertisement in this study primarily occurs at food shops (75.2%). The 

high occurrence of advertisements at food shops speaks to the importance of these food 

shops in not just serving as a place for acquiring food but also as an open channel 

contributing to and influencing the exposure to food advertisement within the Uni versity. 

Other studies in the United States (US) share similar findings. In the US, Isgor and 

~olleagues found 73% offood shops having advertisements in an around food outlets (lsgor 

e1 aI., 2016). A possible implication of this high rate of food advertisement at food shops 

wilhin the University food outlets could be to influence consumers to buy specific products 

at the time and pJaceofpurchase. Also, results from the bivariate analyses raise thequcstion 

of why unhealthy food advertisements were densely populated around food outlets 

compared to healthy food advertisements. Whether intentionally or inadvertently, a more 

likely explanation could be that unhealthy food advertisements situated at food s hops give 

consumers an immediate opponunity to act upon the advertisement mes~gc and indulge in 

the consumption of the unhealthy product being advertised. This makes exposed conswners 

potentially more vulnerable to unhealthy food product intake. This observation is of public 

health significance because students will often be exposed to these unhealthy food 

advertisements since: they frequently visit these premises and this can influence their 

preferences. purpose and consumption of unhealthy food products. A noted phenomenon 

during the data culk"Clion process was that food products depicted in aivertisemenlS at food 
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shops were the same products sold in the food shops. These findings therefore suggest thai 

food shops within the University are potential places to consider when implementing food 

environment policies aimed It eosuring a healthy food envirorunent at the University. 

S.l Categories of commeRi.1 foods ad"ertised at the University of Ghana 

This study defmed unhealthy foods as foods that have a ncaative effect on pK,·cnlmg 

nutritiolH'Clated NCDs. Evidence from this study shows that 57'/, of food advertisements 

were unhealthy. 

This finding mirrors the general trend of unhealthy advenisement reported 10 be 

predominan1 within the school environment. Elsewhere, other studies have also 

corroborated this finding (Kelly. Cretikos. et aI .• 2008; Kelly, King. et aI .• 2015; Maher e1 

aI., 2005). For example. an observational study conduc1ed in New Zealand reported 70% 

of food advenisemcnl within a I km radius of secondary schools as unhealthy food 

.,h'Cftiscments (Maher ct aI .• 2005). Similarly. in Australia, within the surrounding of 

primary schools. 80% of food advcrtisement were classified as promoting unhealthy foods 

(Kelly. Cretikos. et aI .• 2008).lbese earlier studies docwnented food advertisement around 

primary schools whiles this current study did so within the University and this may expllin 

thediffcrencC5 in the proportions of unhealthy foodadverusemen&.scaptured in lhc:studies. 

Another potcntial explarwion for the diffcrences in the findings from these studies 

compared to the current study is that. Ghana, New Zealand and Australia are II different 

stages of economic development and nutrition transition. It is abo wonh noting th8l 

although healthy food (38.7%) advertising was obscrvcd in this study, its significance in 

offsetting th.e heaJlh implic:ations from the high level of unhealthy food advcnisemen&.s 

du,umcn1cd is tmelcar. Thr pre-.·alence of unhealthy food advertisements is therefore of 

conceru since 8dvcrtisemcru: of such foodi can influence preference and con~umption of 



energy-dense. nutrient-poor foods among the Unh·crsity's population. It has been 

Wlequivocally shown thai food choices.. brand preferences. and dietary behaviour of 

children and youth are influenced by exposure to food advertisement -(Boyland et aI .• 

2016). The dominanceofunheaJthy food advertisements recorded in this study is therefore 

a possible antecedent of unhealthy dietary behaviour among the students and staff of the 

University. Nevenheless, further researdt is needed to ascertain the influence of 

advertisement exposure on dietary intake among the University population. Recently, a 

stud)" examining the determinants of dietary beha .. ·iour in urban Africa (Ghana inclusive) 

foWld food advertising to be one of the factors that influenced unhealthy dietary behaviour 

among the study participanll (Holdsworth et aJ .• 2019). Therefore. the University'S 

advertising enviroMlcnt needs 10 be regulated to -limit unhealthy food advertisements 

which can compromise students' healthy dietary behaviour and may - result in overweight 

or other diet-related NCDs. 

The study abo recorded sugar-sweetened beverages. particularly soft drinks and energy 

d.riDks as the most advertised food product (37.0 0/,). This occurrence is similar to what \\'as 

reported by (Green et aI .• 20IS). Their study which aimed at assessing outdoor 

8lh·en.isement within two Ghanaian cities also identified sugar-sweetened beverages and 

alcohol as the most common marketed food product in Ghana This state of unhealthy food 

advertisina does not align with global nutrition recommendations on food advertisement 

Supr-sweett:ned soft drinks have been identified by the WHO as a probable causal factor 

in weight pin and obesity. In 2010, member stales of the World Health Organisation 

(Ghana inclusive) Cftdorxd a sel of paba.! action plans 10 rtdoce the impact of marketing 

ofUDhealthy foods (WHO. 2010). One recommendation was to restrict markelina; of foods 

and. beverages high in satUnted fats, trans-fatty acids., free sugar or salt in settings ~ 

cbildrm gather, such as schools. In addition, Ihis does not align with &lobal nutrition 
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guidelines which Slate that consumption of free sugars and fats should be less than 10% 

and 30% of toW energy intake respectively (WHO, 2015). The prevalence ofunheaJthy 

food advertisement. especially sugar-sw~etcned beverages recorded as a finding of tJUs 

study therefore is an indication of inadequate action on the part of the University authorities 

and also on the part of government in enforcing the recommendation. 

5.3 Marketing strat~gi~s ustd io food advertisement at the University of GbaD8 

As part of the study objective, tJUs study sought to identify the marketing techniques used 

in on food advertisement Marketers are trying to appeal to consumers to choose their 

product 10 increase their profit margins at the detriment of whether tlie product isheaJthy 

or unhealthy. The use of different techniques in promoting products through advertisement 

was evident in this study. Lobstein (2013) reponed advertisers employ a mix of different 

strategies in advertising food products to their target audience. Of note in this study was 

the use of sensory based claims on food advertisement. Research has shown that exposure 

to food advertisement describing the sensory attributes leads to craving for such food by 

initialingtboughlS and desire about food even ifone has no need for foodslHarris, B argh, 

&. Brownell, 2009}. With the high number of unhealthy food advertisements recorded in 

this study, these claims can entice consumers to choose Wlbealthy foods for consumption 

Claims on product advertisements have been demonstrated 10 be influenlial among children 

(Jenkin et al .• 2014. KotJeret al .• 2012) and have also been reported to have a negative 

outcome on their nutrition knowledge of food products (Wiman & Newman. 1989). 

In Qhana.1:he Food and Drug Authorit), being aware of the implications of the effect of 

claimsespcc:ially wbc:n UIed in promoting unhealthy food products have put up guidelines 

to CftSUr'C lidVertis.<:tncDI of foods will be condUC1ed in a manner which is responsible and 

docs not mislead or decci:vc the consumer. Among a.:h-ertisemenlS witb claims.. those with 
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heahb claims louned 26.r/ •. Some of these adverti<:ements adhere to the health claim 

n:gulatory guidelu.es in that they memioned the actual component (vitamin or mineral) that 

brinp about the health benefit. Some of the health daims were exaggerated. Moreover, 

more than halfoftheadvertisements that had health claims promised impruvement ofweU~ 

being. Thls is misleading as wcll~being is a broad area that involves a balance of mental. 

sociaJ and physical well~being. 

This study als.o identified the use of promotional characters as 11 promotional tectuUque on 

some food advens. This method of food product promotion has been shown by Kotler et 81 

2012 to have an influence on the choice of product purchasers make. especially with 

children. when deciding what product to buy. 

S.4Limiialious 

Although this study is the first to examine food advertising in a tertiary institution in Ghana. 

it is only representative of the University of Ghana Legon campus. Its genera1ization is 

thtteforelimitrd. Futtbc:rinvesligation is needed to understand the extent and narureofthis 

phenomenon in other institutions. particularly child servins institutions given that the 

rcsuJtsofthiSS1UdyispomtlnBtohighunhealthyproductsadvertisernents. 

Furthermore. infonnation on the nutritional content of food products advertised was not 

used in classifying advertisements as healthy and unhealthy due to UNVililable food based 

dietary guideline!; for Ghana and other resource constraints. Instead. categorisation was 

dooeusinga food-based approach u.sed in other siudies withassistancc: from an expm in 

nutrition '-'ho have knowledge of the commercial produc:u available in the country. 

Also. this SlUdy was a cross sectionaJ study and therefore limited by ilsdesign sincc datu 

coILcctioa was conducted Ilj~ one point in time Subsequently, changes art likely to ocCW" 

so 





CHArTER SIX 

COSCl.lSIONS A1<lJ RH'OMMENlJATlONS 

6.1CondusioD 

Th.is study has demonstrated that outt1oor food advertising is prevaJentat tht Universi tyof 

Ghana, Legan campus. Most food advertisements were densely populated at the premises 

offaod outlets. Food advertising was predominantly promoting unhealthy foods (51.6%) 

with sugar-sweetened beverages being the most advertised product. Strategies used in 

advertising commercial foods were claims made on adverts. promotional charactelS and 

providing premium offers. 

6.2 Recommcodations 

Findings from lhisstudy provide evidence for the Universityauthoritie stoinstitutc 

and enforce regulations to limit unhealthy food advertisement within the University . 

• The proliferation of unhealthy food ad\'crtisement at food outlets iSBn indication 

tbat food outlcts an: potential targetswbereintervtntionstocunail unhealthy food 

advertiscmentscanbeimplemenled. 

MorutoringsystemsshouJdbcpul in piace to c;hcck thc advenisingenvironment in 

and around schools to provide data which will serve as a guide to infonn guidelines 

on foodadvenisement \\oithin lhe school environment 

Fxisting policies and recommendations on restricting marketins of unheaJthy food 

products should becafortcd to minimizc the exposure to unhea1lhy foods especially 

to children. 
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APPENDICES 

APPE'IDlX I, PARTICIPA."T INFORMATION SHEET 

GeoenllnformatioD 

Good morning. I am (Name of Research Assistant] and also part of a team of research 

assiswIts assisting Gideon Senyo Amevinya, a Master of Public Health student at the 

School of Public Health. University of Ghana. We are inviting you to take part in a research 

titled: Commercial food advertising at the University of Ghana. Legan campus. We will be 

collecting dala on food advertisements within the University of Ghana. Legan Campus. 

Data collection will be conducted by one of the members of our research team and will 

involve taking pictures of all sighted advertisements within the University environment and 

also at your facility . The research assistant may be accompanied by another member of the 

rescareh team. who will be observing and taking detailed notes during the data. collection 

process. We win however. want to gel your consent so what you are about to hear is part 

of the process of informed consent. 

Study Background 

Substantial evidence have shown that the food environment is likely conlribme to tbe 

lncreasing endemic of obesity and other diet I'C'latcd Non Communicable diseases (NCDs) 

among Children and Adults. An important aspoot of our food environment that has been 

linked with this class of disease is the heavy marketing of unhealthy foods. Food marketing 

has been shown to influence food preferences, pW'chase requests and food consumption and 

health stalUs. Currmlly this environmental factor is not considered by current obesity 

prevention effons 14ithin most African countries which may be as a result of linle research 

fiDdings in this arc:aofstudy. 
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Purpolleoflbisrelleareb 

Thisresean:h projCCI isdesigncd to provide evidence W bener Wlderstand the various food 

products heing promoted within the university community as well as to gain III 

tmderslanding of the nature and extent of advertisement within the University food 

environment. 

Wbat shoufd I expect durinK my participation? 

A research assistant who is part of the research team will ob:scrve all advertisements and 

record me various advertisement through photography. Also detailed notes and other 

information from the advertisement will be collected during the process. 

Priucyaadtbeconfidentiality? 

The confidentiality of data collected at your facility and its environment will be maintained 

by k«ping identities and research records anonymous. storing data securely and making it 

accessibletotheprinc:ipalim"estigatoronly. 

""at ne tbe possible dlscD.forts and risks of participation? 

Although there are no known discomforts, we classify this study as one with less than 

minimal risk and the research team has taken reasonable safeguards to minimise potential 

but unknown risks. 

How long will my data be kepi by the researcbers? 

10 accordance with LocaJ Research Data Management Policy. the research data will be 

retained for 5 yean in case lhc: original data set needs to be referred to in the future. 

CompensationforPllorticipatioD? 

Tbert" will no compensation for your participation. We appreciate your time to help us 

examine the extent of commercial food adverts in our food environment that drive 

consumption of foods and dnnk~ 
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Possiblebeneflfs? 

There are DO direct benefits to you for participating in this research. The knowledge gained 

from this research will provide independent data that to inform reguJations and 

incerventionsto promote healthy foodconsUIDplion. 

CODlacis for Additionalloformalion on the sludy 

lfyouha"e a complaint or you wish to scek further clarification. pleasecont3C1 : 

Princ:ipW Investigator; Mr Gideon Senyo Amevinya. Depanment of Population, Family. 
at Reproductive Heahh, School of Public Health, Box LO 13 University of Ghana 
Email:~Telephone:+233{O)248450626 

Administrator 111 the Ghana Health Service Ethical Review Conunittec Office: Madam 
Hannah Frimpong. between the hours of 8am-5pm via telephone 0507041223 or email 
address: Hannah frimponw.@"twn.jl org 
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APPEI\O,X 2: CONSENT fORM 

DtdantioDbyparficipaol: 

The above docwnenl describing the benefits. risks and procedures for the research title 

-Commercial food advertising at the University of Ghana. Legon campus", has been read 

and explained to me. I have been given an opportunity to have any questions about the 

researcb ans\\cred to my satisfaction, I agree 10 participate as 8 volunteer. 

Name and signature or mark of volunteer 

DecllrationbyWilof§S: 

J WUpteSCnt while the benefits.. risks and procedures were read to the volunteer. All 

questions were answered and the volunteer has agreed to take pan in the research. 

Name and signaTUre of witness 

Ruearcberslatemenl: 

I cMifythat the nanueand purpose, the porentiaJ bencfilS, and possible risks as.sociat ed 

witbpa.nicipating in this rescofCh have been explained (0 the above individual, 

Dale 

Name Signature of Person Who Obtained Consent 
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APPENDIX 2: CONSE:\T . 'ORM 

Dechlrationbypl1rticipant: 

Thcabow documt..-nt describing the benefits, risks and proccdures for the: research title 

"Commercial food advertising at the Universit) of Ghana. Legon campus". has been read 

and explained to me, I have been given M opportUnity to have any qUe!tions about the 

raean:hansweredtomysatisfaction, I agree to participate a.s a voJunteer, 

Date Name and signature or mark of volunteer 

OcciaralionbyWitntss: 

I wu present while the benefits. risks and procedures were read 10 the volunteer, All 

questioru were answered and the volunteer has agreed to take part in the research, 

Dale Namcandsignatureofwimess 

Rurarcbusl.temenl: 

I certify that the nalutC'andpwpose, the potential benefits,and possible risks associated 

with participating in this research have been explained to lhe above individual, 

Dale Name Signature of Person Who Obtained Consent 



APPESOIX 3: DATA COLLECTION TOOL 

Variables 

POl nstitution name 

POl azcofvisit 
/Xll dvenisemcntlD 

po4 ~ofthead\lerti:scment 

/105 ic1urc:oflheAdvcrt 

/J06 jSiuofadvcrtisemcnt 

/107 cttingofadvertiscment 

~8 Typcofadvertisemcnl 

po9 wnbe, 
( 

roduc15 
n!head 

I .. Small (>A4 but <l.3rn x \.9m) 
2" Mcdiwn (>1.3m x 1.9m but <2.0rn x 2.5m) 
3-Large(::.2mx2.Sm) 

I ~ Food shop 
2" Road 
3· Building 
4" Buswlter 
S-MobilccartlstaJl 
6 =-Other Specify 

l-Billbooro 
2-Posterorbanner 

3-Free-standingsign(e.g.A-frarncboard) 

4-Paintedbuilding/wall 
S-DigiJalSiIlJlS1LED 
6-Storemerchandising 

o - only companylbrand mentioned 
I-Singlefoodproducttypc 
2-Two(oodprodUC:l1ypes 
J -Three food product types etc 

4-OthcrSpecify 

FOR EACH FOOD PRODUCT TYPE IN THE ADVUnlSEMENT 
10 Foods/drink brand namel 

Foodsidrinl<product 

Producldescriptionl 
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Oil Promotionalcbaractersl 

Premiumoffersl 

O_ Nocharacterpre5Cnt 
I_ cartoon/Company owned character 

e.g. M&Ms 
2_ Ucenscdcharactere.g. Dorathe 
explorer 
3= Amateur sportspersone·B· PersOD 
playing a spon 
4'- Celebrity(non-sports)e.&. Shatta 
Wale 
5=Movietie.ine.g.Shrelc. 
6== Famous sportspersonlteam c.g. 
AsamoahGyan 
7= Non-sportslhistorical 
cventslfestivalse.g, Christmas 
8: ' For youth' e.g. imageofa 
youth, ' great for school lunches', 
9- Awards e.g. Best Food Award 2014, 
'aw,ard, wiMing' , ' number one best-

I '" Game and app downloads 
2 "'Conte5Cs 
3 "'Pay 2 take 3 or other 
4 = 20% extra or other 

S - Limitededition 

6 - Socialcharity 
' - Giftorcollectable 
S - Pricediscount 
9 - Loyalty progruns 

~~~JI,-an~dn~am~'2'-~~~+-~~~~~~~~ 
ProJul:\n.uTlc2 

I'roductdesaiptlOn2 
I'romotionalcharaclcrs2 
Prt'mlum(ltTcrs2 

Ol4b Brandname3 
Productnamc3 
Productdescrition3 
Promotional characters2 
Premium offers2 

015 CollectGPS coordinate of 
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