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ABSTRACT  

  Objective: It’s not well understood how youth perceive existing fruit and vegetable (FV) 

marketing materials available in schools. This ancillary study sought to assess the 

acceptability of FV marketing materials freely available to schools among adolescents in 

grades 6-12. 

Methods: Middle and high school adolescents (n=40; 50% female; 52.5% Hispanic) in 

the Phoenix, AZ area were asked to rank marketing materials (n=35) from favorite to 

least favorite in four categories: table tents, medium posters, large posters and 

announcements. Favorites were determined by showing participants two items at a time 

and having them choose which they preferred; items were displayed to each adolescent in 

a random order. Adolescents participated in a 20-30 minute interview on their favorite 

items in each category based on acceptance/attractiveness, comprehension, relevance, 

motivation and uniqueness of the materials. A content analysis was performed on top 

rated marketing materials. Top rated marketing materials were determined by the number 

of times the advertisement was ranked first in its category. 

Results: An analysis of the design features of the items indicated that most participants 

(84%) preferred marketing materials with more than 4 color groups. Participant 

preference of advertisement length and word count was varied. A total of 5 themes and 

20 subthemes emerged when participants discussed their favorite FV advertisements. 

Themes included: likes (e.g., colors, length, FV shown), dislikes (e.g., length, FV 

shown), health information (e.g., vitamin shown), comprehension (e.g., doesn’t recognize 

FV), and social aspects (e.g., peer opinion). Peer opinion often influenced participant 

opinion on marketing materials. Participants often said peers wouldn’t like the 
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advertisements shown: “…kids my age think that vegetables are not good, and they like 

food more than vegetables.” Fruits and vegetable pictured as well as the information in 

the marketing materials also influenced adolescent preference. 

Conclusion: Students preferred advertisements with more color and strong visual aspects. 

Word count had minimal influence on their opinions of the marketing materials, while 

information mentioned and peer opinion did have a positive effect. Further research 

needs to be done to determine if there is a link between adolescent preferences on FV 

marketing materials and FV consumption habits.
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CHAPTER 1 

INTRODUCTION 

Food and beverage marketing strongly influences children’s dietary preferences 

and can lead to an increase in unhealthy dietary habits1,2. Not only are children exposed 

to food marketing on TV, billboards and in restaurants, but 70% of elementary and 

middle school students are exposed to some form of food marketing while they are at 

school1–3. That number rises to 90% when these students enter high school3. Given the 

amount of advertisements children are exposed to, it’s important for schools to provide 

effective marketing with the goal of improving diet quality2,4. 

Common food and beverage marketing strategies in schools include posters and 

selling of branded foods1,5,6. However this became limited when in 2014, the United 

States Department of Agriculture (USDA) enacted “Smart Snacks in Schools” which 

required schools to eliminate the sale of foods not up to their nutrition standards on 

school campus until 1 hour after the bell ring7. This policy includes all foods sold from in 

the cafeteria to vending machines7. Additionally, schools under this policy were limited 

in the types of marketing placed in their schools7. Smart Snacks in Schools has proved to 

have some success as it decreased the amount of energy-dense foods available7,8.  

Other policies have been enacted that support the Smart Snacks in Schools policy. 

For example, the Fresh Fruit and Vegetable Program (FFVP) passed first in 2004 aimed 

to provide fresh fruits and vegetables to elementary schools with the aim to increase 

consumption, further improving school food quality9. Under the Healthy Hunger-Free 

Kids Act of 2010, districts participating in the program enacted their own wellness 

policies to help improve nutrition and physical activity10. Wellness policies can include 
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nutrition education classes, integrated health lessons and even nutrition posters in the 

cafeteria10. Beyond local wellness policies, many districts have used techniques such as 

price incentives or giving healthy products more appealing names with the goal of 

increase consumption of healthier foods3,4,11. Other districts have enacted a campus-wide 

ban on all energy-dense food and beverage marketing8. 

Outside of school lunch, different companies have created effective marketing 

strategies that have increased their sales1,12,13. Many fast food companies use toys or 

focus on fun and popularity to encourage children to buy their products12–14. In 

supermarkets, over half of products use bright colors, cartoon characters and childish 

script to influence children and parents to purchase their products4. However, with all the 

success the food industry has had with increasing sales, this has not been seen with 

healthy school lunches1,3,4,11. Determining what appeals to children and what influences 

them to choose certain foods is imperative to fruit and vegetable marketing in schools3,15.  

Even with policy changes on a national and district level, there has been 

conflicting evidence to support an increase in fruit and vegetable consumption or a 

decrease in the consumption of energy-dense foods3,4,11. Much of the research that 

supports federal and district programs shows a modest improvement in diet quality at 

best3,11. Currently, no literature exists examining children’s opinions of school nutrition 

marketing materials. 

The Purpose of Study 

This research aims to determine the acceptability of current fruit and vegetable 

marketing materials among children grades 6-12 and analyze what techniques and themes 

are preferred. Further, this study will look at what children perceive will motivate them to 
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consume a healthier school lunch and how certain marketing materials elicit emotion 

from them. This information can be used to assist with the development of future school 

marketing materials with the intention of increasing consumption of fruits and vegetables 

for school lunch. 

Research Aim and Hypotheses 

Research Question: How will current fruit and vegetable marketing materials be 

perceived by adolescents grades 6-12 and what themes will be favored? 

HA: Fruit and vegetable marketing materials with more pictures and low word 

count will be preferred over marketing materials with a high number of words in 

adolescent’s grades 6th-12th. 

Definition of Terms 

USDA: United States Department of Agriculture 

Healthy Hunger-Free Kids Act: A bill passed in 2010 to increase access and 

availability of healthy foods by low-income children16 
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CHAPTER 2 

REVIEW OF LITERATURE 

Fruit and Vegetable Consumption 

Fruit and Vegetable Consumption Standards 

The Dietary Guidelines for Americans are updated every 5 years and provide a 

framework for Americans above the age of 2 years old and their diets17. The 2015-2020 

dietary guidelines consider the amount of fruits, vegetables, protein, dairy, grains and oils 

consumed for people in different age groups17. The recommendations for adolescents age 

9-18 years old include consuming 1.5-2 cups of fruit and 2-3 cups of vegetables a day for 

a total of 5 servings of fruits or vegetables per day17. Vegetables are recommended to be 

consumed weekly from a variety of subgroups such as red and orange vegetables, 

legumes, starchy and dark green vegetables2. Fruits can be consumed a variety of way, 

with whole fresh fruits being the most recommended2. Other ways to consume fruit are 

canned, dried and fruit juice although these varieties typically contain more added sugar2. 

One way the dietary guidelines recommend meeting the five servings a day goal is for 

every plate consumed to be half fruits or vegetables. The dietary guidelines also provide 

standards for other food nutrients such as sodium, sugar and fat17. The guidelines 

recommend that 10% of calories or less come from sugar and 10% or less from saturated 

fat. The USDA also recommends to have half of all grains consumed be whole grain, 

consume fat-free dairy products and consume a variety of protein17. Following the dietary 

guidelines, including the fruit and vegetable recommendations, can help increase overall 

health as well as reduce the risk of chronic disease into adulthood17. 
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Adolescent fruit and vegetable intake in the US is far below adequate. One study 

looked at 2003-2004 National Health and Nutrition Examination Survey (NHANES) data 

and found that on average, adolescents are consuming far under the recommended 

amount of fruits and vegetables per day6. NHANES data showed that around 6.2% of 

adolescents ages 12-18 met the recommendations for fruit consumption while 5.8% met 

the recommendations for vegetables 6. When looking at the amount of vegetables 

consumed per day, the average amount consumed including potatoes was 1.21 cups; 

without potatoes that number decreased to .72 cups 6. Furthermore, according to 

NHANES, in the vegetable group, potatoes were the most consumed18. This includes 

french fries which are high in carbohydrates and fats18. When looking at the amount of 

fruit consumed per day, NHANES found that only 27.3% of fruit consumed was from 

whole fruits18. The most common source for fruit was 100% fruit juice which accounted 

for 31.3% of fruit consumption18. Due to the health benefits associated with consuming 

adequate amounts of fruits and vegetables, it’s important to explore the factors 

influencing diet habits. 

 

The Importance of Fruit and Vegetable Consumption 

The Center for Disease Control and Prevention (CDC) defines obesity in children 

as having a BMI >= 95% on the BMI-for-age growth chart19. According to NHANES 

2017-2018 data, an estimated 18.5% of 13.7 million children ages 2-19 are obese20. This 

is higher among adolescents age 12-19 with the prevalence of obesity being 20.6%20. 

Compared to non-Hispanic whites (14.1%), Hispanics also had an increased obesity 

prevalence of 25.8% and non-Hispanic blacks had a rate of 22%20. Research shows that 
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individuals who are overweight or obese as children have a higher chance of being obese 

as adults20. For example, adolescents who are overweight at age 15 have over a 60% 

chance of being obese as adults20. The rate of obesity rises to above 80% when the child 

is obese at age 1520. Obesity at any age can be associated with many health conditions 

such as diabetes21, CVD22, and cancer23. These chronic health conditions can lead to a 

decreased quality of life as well as a decreased life expectancy24. Many people who are 

overweight or obese report eating a diet high in calories, refined sugars and saturated 

fat25.  

 Increasing fruit and vegetable consumption also increases the number of vitamins 

and minerals a person consumes therefore reducing the risk of chronic health conditions 

related to obesity 25,26. Fruits and vegetables are high in Vitamins A, C, D, E, K and well 

as potassium, iron and many other nutrients26. Consuming fruits and vegetables has been 

associated with decreased risk of type 2 diabetes27, heart disease28 and cancer29. 

Furthermore, consuming fruits and vegetables can also help increase bone density, which 

is important in children and adults30. Some research suggests that people who consume 

adequate amounts of micronutrients are more likely to be within a normal weight range 

when compared to those who eat an energy dense diet, further decreasing their risk of 

metabolic conditions 31.   

 

Influences on Children and Adolescent Dietary Habits 

Environment and Community Impact on Diet 

Where an adolescent lives can have a large impact on their diet32–35. In one study, 

researchers recruited participants from two low-income neighborhoods and surveyed 



  7 

them about their food environment and diet choices32. In both neighborhoods, only two of 

the twenty-four food retail locations sold fruits and vegetables and only one sold fresh 

fruits32. Because many of the participants didn’t own a car, these local food shops are 

where 75% of participants did their shopping32. The nearest supermarket was on average, 

2.4 km from the respondent’s home32. Although the supermarkets had much more 

variety, only 51.2% of participants drove to a supermarket outside their neighborhood32. 

This finding suggests that proximity to food outlets has an association with overall diet 

quality. This study is further supported by other research, which supports that food 

availability has a large effect on diet36. One study looked at how the different types of 

food outlets near schools effected 7th and 8th grade students diet36. Researchers used a 

modified Healthy Eating Index (HEI) to determine overall diet quality of the 

participants36. The study found that student who attended schools further than 1km from 

fast-food outlets had a higher HEI than those who attended schools with fast food outlets 

less than 1km from their school36. The same relationship was found when looking at 

participants’ home proximity to fast food locations36. Another study that analyzed the 

relationship between the distance from home to supermarket and its effect on diet37. 

Researchers found that if a supermarket was located within ¼ mile of a participant’s 

house, they were less likely to eat out37. These studies support that the food environment 

adolescents are in have an influence on what they are consuming.   

Many studies have been done with the goal of improving diet quality in a variety 

of communities38–41. One study focused on the promotion of a nutrition education 

program at 14 different recreation centers in a low-income community38. The goal was to 

teach “youth leaders” nutrition and cooking skills so they could pass the skills to the 
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community38. Lessons in the nutrition education program focused on decreasing 

consumption of sugary beverages, increase water consumption, increasing the 

consumption of fruits and vegetables and included cooking classes38. Research supports 

that empowering peer and community leaders to improve the overall health of their 

community can have an impact in reducing health disparities40. Although intensive 

studies have been done in the community, little research has been done on more cost-

effective, simpler methods of promoting a healthy diet such as marketing. 

 

Parent and Family Influence on Diet  

In many ways, a child’s dietary habits can be linked to family habits. One study 

looked at how parent and child diet are related to each other42,43. Researchers found, on 

average, children had very similar intake habits as their parents42,43. One study looked at 

the correlation of fruit and vegetable intake among parents and their child or adolescent 

daughters43. Researchers found that the more fruits and vegetables parents consumed, the 

higher the intake of their daughters 43. The relationship between parents and their 

children’s diet consumption is further supported by another study that looked at diet 

quality and total energy intake between 6-12 year old participants and their parents. The 

study found both children and their parents consumed a significantly similar amount total 

calories, fruit, vegetables, sodium and protein42. Parenting style also has an effect on 

overall diet quality and health of their children44. The four main parenting styles were 

initially described in 1966 are authoritative, authoritarian (disciplinarians) , uninvolved 

and permissive (indulgent)45.  Parenting style and its effects on children’s health has been 

well studied44,46,47. One study determined how parenting style is associated with the 



  9 

weights of preschool and school-aged children44. Researchers found that authoritarian 

parents had the lowest rates of obesity, far below the obesity rates of authoritative and 

permissive parents44. 

 Beyond parenting styles, parents can influence their child’s eating behavior in 

other ways as well. A study done on  fourth and fifth grade students in the Baltimore, MD 

area looked at several characteristic to determine what influenced their fruit and 

vegetable intake48. Researchers asked participants questions about home engagement of 

fruits and vegetables as well as parent modeling and participant preferences48. 

Participants who reported their parents eating fruits and vegetables the previous day 

consumed almost a serving more than their peers (1.8 servings vs 1.3 servings)48. 

Additionally, students who reported that they go shopping with their parents for their 

favorite fruit or vegetable also reported to consume 2 servings of fruits and vegetables a 

day (compared to 1 serving)48. Overall, parent modeling and behavior around foods can 

have an impact on their child’s consumption inside the house and during the school day. 

 

Peer Impact on Diet 

As children get older their peers begin to play a larger role in their behavior. Peers 

can effect choices made in school regarding diet and exercise49. One study surveyed 

adolescents and found that participants had a positive correlation between their peers 

dietary habits and their own.49 Students were likely to consume whole-grains, dairy and 

vegetables in similar amounts as their peers.49 In contrast, they were also more likely to 

consume energy dense foods if their peers did as well.49  
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Among adolescents, peers influence can effect both boys and girls dietary 

choices50–52. One study looked at 423 adolescents in several different schools to 

determine what factors affected their eating habits52. Researchers found that boys were 

more affected by peer influence than females and that males thought peers were less 

likely to support their efforts to eat healthy52. Alternatively, females were more 

influenced by media when it came to perceived social norm and its effects on their eating 

habits52. Other studies also found a link between perceived peer opinion and the desire to 

fit into the social norm with dietary habits53,54. One study exposed participants to one of 

three conditions54. They were either exposed to positive or negative social norm 

messages or were in the control group54.  Researchers found that social norm messaging 

significantly increased both fruit and vegetable consumption while leading to a decrease 

in high energy dense foods.54 This suggests that students are highly influenced by their 

desire to fit in with their peers. To effectively market fruits and vegetables to adolescents, 

it would be helpful to use social marketing techniques to influence them to select fruits 

and vegetables over other unhealthy options.   

 

The Role of Schools in Promoting Fruits and Vegetables 

School Lunch Standards and Federal Programs 

In 2010, The Healthy Hunger-Free Kids Act was passed and provided updated 

policy requirements for many of the USDA’s childhood nutrition programs26. It created a 

framework to address not only nutritional needs but also hunger problems for children all 

over the country26. Some of the programs the USDA funds The Healthy Hunger-Free Act 
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outlines include WIC, the Summer Food Service Program, the School Breakfast Program 

and the National School Lunch Program26.  

In the United States, approximately 30.4 million children participate in the USDA 

funded National School Lunch Program (NSLP)55. The NSLP is a federally funded 

program that provides school lunch to public and private schools as well as child care 

programs55.The NSLP provides meal requirements for both breakfast and lunch that must 

be followed for schools to receive reimbursement55. Requirements are split up by age into 

K-5th grade, 6-8th grade and 9-12 grade. All meals must contain a certain amount of 

fruits, vegetables, grains, meat/meat alternate and milk to be compliant with the 

requirements in order for the school to receive reimbursement for the meal55. The 

guidelines are based of the federal regulations and provide schools with a framework to 

provide students with adequate nutrition. At the minimum, children in grades 6-8 must be 

served 2.5 servings/week (.5 per day) of fruits and those in grades 9-12 must be served 5 

servings/week (1 per day)56.  No more than half of the fruits offered can be fruit juice56. 

Vegetable requirements are broken up into further categories56. Schools must serve a 

minimum of 3.75 servings a week or .75 a day to those in grades 6-8 (5 servings a 

week’s/1 per day in grades 9-12)56. They must also offer servings of vegetables weekly in 

the following categories: Dark green, red/orange, legumes, starchy and other56. Children 

from low-income families participating in this program may qualify for free or reduced 

meals55,56. To qualify for free meals, children’s families must have incomes at or below 

130% of the federal poverty level55,56. If the family income is between 130-185% the 

federal poverty level children are eligible for reduced meal prices55,56. Schools can be 
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reimbursed for these free or reduced meals, as long as the meals served meet required 

meal standards56.  

In addition to the NSLP, the USDA also has The School Breakfast Program (SBP) 

56. This program is very similar to NSLP and the guidelines are similar56. All meals must 

include fruits/vegetables, whole grains, milk, and meat/meat alternative56. Free and 

reduced breakfasts are also offered through this program56. With both the NSLP and SBP 

many children near or at the federal poverty level can receive two free or reduced meals a 

day, taking financial strain off low-income families and increasing the nutritional quality 

of that child’s diet55.  

 Another program offered by the USDA with the goal of promoting a healthier 

school environment is The Fresh Fruit and Vegetable Program (FFVP)9. FFVP is offered 

to elementary schools in all 50 states who participate in the National School Lunch 

Program9. The program prioritizes elementary schools with a high percentage of free or 

reduced eligible children9. One study assessed the effectiveness of this program by 

comparing consumption of fruits and vegetables in 4-6th graders (n=4,696) who 

participated in FFVP to those who did not9. It concluded that those in the sample who 

were enrolled in school participating in FFVP, consumed .32 cups more fruits and 

vegetables per day compared to those schools that were only participating in the 

NSLP/SBP or to those that did not participate in any meal program at all9.  

 More recently, the USDA passed rules for those schools participating on the 

NSLP or SBP regarding all food served on campus including vending machine 

requirements57. Vending machines, a la cart lines and other competing foods with the 

NSLP or SBP must clearly show calories for all food and beverage items sold57. 
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Additionally, all products sold in participating schools must fit the nutrition standards of 

Smart Snacks in Schools57. These standards include: being whole grain or having the first 

ingredient be a fruit, vegetable, dairy product or protein57. All snacks sold must be under 

200 calories and all entrees must be less than 350 calories57. There are also standards for 

limiting saturated fat and sodium allowed57. In addition, the ruling limited unhealthy food 

and beverage marketing on the schools campus57. All food and beverage items that are 

marketed, not only have to fit the USDA Smart Snacks in School nutrition standards, but 

the marketing of specific brands was also limited57. 

 

School Food Environment 

 Many factors impact a child’s dietary choices from parental eating habits to foods 

offered in their school cafeteria. The food environment in a school can have significant 

impact on fruit and vegetable consumption among youth. Although the USDA has 

released several guidelines schools participating in NSLP must follow, not all 

participating schools follow them58,59. One study looked at 36 different Massachusetts 

school districts participating in NSLP and found that in 2014 only 60% of competitive 

foods were compliant with the Smart Snacks in School Standards58. This study did show 

a large increase in compliance (46.2%) but it was still not 100% compliant, suggesting 

that many children are not being offered the healthier food options required for the NSLP 

58.  

 Among low income youth, school lunch offerings can have a larger impact on 

total fruit and vegetable consumption60–62. A study done in 4 low-income, urban 

elementary schools in Minnesota found that on average children consumed 3.6 servings 
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of fruits and vegetables a day and 80% of all participants consumed less than the 5 

recommended daily servings61. Of the fruits and vegetables students consumed, over half 

of their servings were consumed during the school day61. The result of this study suggests 

that if schools focused on providing more fruits and vegetables to their student’s, it could 

be associated with an overall higher intake61. To support this result, another study 

conducted in Mississippi provided free, fresh fruits and vegetables snacks in their school 

throughout the day62. Researchers found that student intake of fruits increased from .34 

servings per day to .61 servings per day62. There was not, however, an increase in fruit or 

vegetable consumption at home62. Due to there not being an increase of consumption at 

home, the results further supports the claim that providing children with access healthy 

foods at school is important, as they may not have access otherwise62. Marketing fruits 

and vegetables effectively in schools can possibly increase the consumption further 

during the school day and at home. 

 

Initiatives to Improve Fruit and Vegetable Consumption in Schools. 

In many schools and districts, interventions are being utilized with the goal of 

increasing fruit and vegetable consumption63–66. One district in Quebec City, Canada took 

a new approach to fruit and vegetable promotion and created a 6-week web-based 

program63. During and after the program, participating students increased their fruit and 

vegetable consumption by an average of 3 servings a day while the control group stayed 

the same63. This result was not found to be true at a follow-up 10 weeks after the 

intervention ended, suggesting that children need continuous encouragement to meet 

daily recommendations63. This can be seen in other fruit and vegetable school 
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interventions as well63,64. A study conducted in 42 middle schools in various states, 

followed students from 6th-8th grade and implemented a 5-semester nutrition education 

intervention64. At the end of the study, participating students reported consuming 10% 

more fruits (not including fruit juice)64. There was no statistically significant change in 

vegetable consumption64.  Both short and long-term nutrition interventions have shown 

positive results on fruit and vegetable consumption, however, the long-term studies are 

more likely to have a significant, lasting effect on participants63,64. The results of these 

studies further support the need for continuous nutrition interventions and promotions to 

increase positive nutrition outcomes on adolescents. 

 In some schools, interventions are designed to provide hands on experiences and 

non-food related prizes67. One intervention provided children had children watch a video 

clip that encourages vegetable consumption at lunch67. They found a large increase in 

consumption during the intervention when compared to the control group67. At follow up, 

4 months later, consumption had decreased but had not returned to baseline, showing a 

moderate increase in vegetable consumption over the long term67. The lack of long-term 

effect emphasizes the importance of continual nutrition promotion to encourage children 

to make long term improvements to their consumption of fruits and vegetables. 

Many other schools try methods such as salad bars, gardens and taste testing to 

encourage fruit and vegetable consumption in schools, but whether these interventions 

help make a statistically significant difference is up for debate68. Studies have found that 

school gardens can help encourage children to try new fruits and vegetables but results 

are mixed on whether or not it increases overall consumption without other 
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interventions68–70.  Further research is needed to determine what nutrition interventions 

have a long-term effect on consumption among adolescents. 

 

Marketing Fruit and Vegetables 

Food Company Advertisements 

Food marketing has a strong influence on what products parents buy and what 

food their children eat. Children see food advertisements everywhere they go, from 

schools and grocery stores to TV and online advertisements in the comfort of their own 

homes71. Marketing and advertisements are important for any business selling food to 

increase their sales and popularity. It’s estimated that in 2012, food companies spent $4.6 

billion on advertisements72. This is around 12.5 times higher than the estimated amount 

of money spent of fruits, vegetables, water and milk ($367 million)72. Not only are these 

advertisements in stores, they are on TV and on various websites popular with children72. 

A study done in New Zealand had children wear a camera for four consecutive days to 

determine what food marketing they were exposed to71. They found that children saw 

unhealthy food marketing 27.3 times a day71. Healthy food marketing was only seen by 

children 12.3 times a day71. Participants were exposed to food marketing at home, in 

public (signs, retail, public transportation), at restaurants and sporting events71. Another 

study conducted a content analysis by watching 31 hours of children’s television 

programing to determine what types of foods were marketed and what methods were 

used73. Of the 987 advertisements, 35% of them were for food products/restaurants73. 

When looking at the types of products featured, researchers found 38% was for breakfast 

cereal or other breakfast foods73. There were no fruits or vegetables featured in any of the 
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commercials at all73. Throughout the advertisement, the most common themes used were 

having fun (75%), good taste (54%) being cool/ popularity (43%) and toy prizes 

(35.1%)73. As many as 35% of advertisements also claimed their product increased 

athletic ability73. These advertisements are increasing sales and popularity among youth. 

When asked how often they bring their children to fast food restaurants, 37% of parents 

asked said greater than once a month74. Of the children who went to the fast food 

restaurants, 54% of them specifically asked to go to that establishment74. Additionally, 

29% of the children who went to fast food establishments received a toy from the meal 

they bought74. The study also found a clear correlation between amount of television 

watched and the amount of times a family went to fast food restaurants74. Media is a 

powerful tool that many food companies and restaurants use to market their products to 

children71,73,74. Through TV and social media platforms, unhealthy foods are being 

advertised to people of all ages every day71–74. 

 

Grocery Store and Fast Food Marketing 

Beyond restaurants, grocery stores and fast food establishments provide 

specialized marketing to youth to increase their sales. A study conducted in Australia 

looked at marketing techniques used on products intended for children in supermarkets4. 

After looking at 157 core and noncore products (foods recommended for daily 

consumption vs. food high in fat and sugar) they found the most commonly used 

techniques were bright colors (93.6%), childish script (84.7%), and child sized packaging 

(53.5%)4. In addition, 77% of products cross-promoted, many of which combined five or 

more popular marketing techniques4. A study done in the northeastern region of the US 
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looked at how products are being promoted in their grocery stores75. Researchers found 

that 70% of products marketed included third party characters in popular TV shows and 

movies75. Many of these companies (35%) also had advertisements on TV to encourage 

purchasing75. Of the foods advertised, only 1.7% were for fruits and vegetables which is 

minimal. The amount of fruits and vegetables advertised was minimal when compared to 

the large amount of advertisements for cereal (38.9%), fruit snacks (16.9%), candy 

(8.4%) and cookies (7.8%)75. The small amount of fruit and vegetable advertising was 

further supported by a study done in supermarkets in North and South Carolina, US76. 

This study looked specifically at the cereal items and found that items specifically 

marketed to children tended to have a high sugar and lower protein content compared to 

items not marketed to children76. Cereal and breakfast foods represent a large amount of 

the food items marketed to children, and many of them are high in sugar as well76. 

Similarities found in several studies on grocery stores supports that certain themes, such 

as bright colors and childish script, help food companies appeal to children to increase 

their sales75–78. Additionally, many of these marketing tactics are used on unhealthy food 

products instead of fruits and vegetables76,77. 

Many themes were found when looking at fast food and grocery store food 

marketing. In both instances marketing was aimed mostly to children to help increase 

their sales4,75. Some studies, however, aimed to appeal to parents79. Parent advertisements 

were more likely to contain health/nutrition messages, child gratitude, and families 

spending time together79. Another theme is the lack of fruit and vegetable marketing. 

When looking at these studies, less than half of marketing was targeted fruits and 

vegetables. Many studies found advertisements in their sample didn’t include fruits and 
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vegetables at all71,79,80. Much of the food marketed was high in sugar and fat which can 

not only have a negative effect of health, but also lead to an increase of sales for 

unhealthy foods, increasing their prevalence in stores and restaurants28,79. 

 

Marketing Fruits and Vegetables in Schools 

There are many different methods schools use try to promote the consumption of 

fruits and vegetables at lunch63,64,81–84. One study measured the impact of exposure to 

branded marketing materials and their effect on vegetable selection in elementary school 

children with salad bars85. One of three treatments were placed in schools: a vinyl banner 

with vegetable characters, a television segment played in the cafeteria with vegetable 

characters, or a combination of both85. Students in 10 schools were observed over a 6-

week period to see how vegetable selection changed85. The study concluded that all three 

treatments increased selection of vegetables but a combination of both vinyl banners and 

television segments had over a 200% increase in both girls and boys 85. It was also found 

that both boys and girls increased selection when exposed to the vinyl banner, but boys 

responded better to television segments85. Other studies have also found short term 

success when using cartoon/media characters such as to promote fruit and vegetable 

consumption among elementary children, however, these studies failed to see an increase 

in consumption over a long period of time81,82. One study asked elementary aged children 

“What would Batman eat?” and gave them the option of apple slices or French fries81. Of 

the children who were given the option, 45% of them chose apple slices instead of French 

fries81. Another study also utilized media by implementing a program called The Food 

Dudes Program82. This program used DVD episodes of their own characters to encourage 
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children to consume fruits and vegetables82. At a follow up of 3 months, there was a 

significant increase in fruit and vegetable consumption among the intervention group82. 

Consumption was also measured at 12 months, and researchers found that by then the 

effects had diminished and consumption of fruits and vegetable had returned to 

baseline82. Although there is research on marketing fruit and vegetables among children, 

there is little data looking at how various marketing techniques influence children in 

middle and high school.  

Summary 

Throughout the United States, billions of dollars are put into food advertising 

every year72. Many of these advertisements are for fast-food restaurants such as 

McDonalds and Subway, which promote primarily energy-dense foods72. Food 

companies all over the country use tools like bright colors, childish script and themes of 

inclusion to successfully draw children to purchase and eat their products4. While these 

tactics been successful among fast food companies, little research supports the long term 

success of in school marketing82,85. In the last decade, schools around the country have 

tried to increase the healthfulness of the foods they provide by enacting several policies 

and programs such as the FFVP and Healthy-Hunger Free Kids Act9,16. Although many 

of these programs have led to a decrease of consumption of high sugar, high fat foods, 

research is mixed on whether they increase the consumption of fruits and vegetables9. In 

order to succeed in the same way food companies do, research needs to be done to 

determine what motivates adolescents to eat fruits and vegetables as well as determine 

what makes fruit and vegetable marketing materials successful. Much of the research 

done so far has been with children under the age of 12 and looks at how popular media 
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characters influence fruit and vegetable consumption. Very little research has looked at 

marketing among adolescents where more complicated variables such as decreased 

interest in cartoons and increased peer influence come into play. 
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CHAPTER 3 

METHODS 

Study Design and Participants 

 The aim of this research is to assess how adolescents in grades 6-12 perceive fruit 

and vegetable marketing materials and determine common themes in their responses that 

develop from the interview. In this study, a sample of 40 middle and high school students 

(grades 6-12th) participated in an interview and brief demographic survey with trained 

research staff on their opinions of selected fruit and vegetable marketing materials used 

in schools (i.e., posters, table tents, and announcements). Sample size was determined 

with the goal of reaching saturation or when no new relevant information can be obtained 

through further sampling86. Participants were recruited from around the Phoenix metro 

area through parental permission slips. Subjects were excluded if they were not English 

speaking or if they had not returned a signed parental consent form. Written parental 

consent was obtained from all participants. Children and adolescents who returned the 

permission slip were invited to participate in an interview and were assented. 

Recruitment and data collection took place from October-December of 2018. The 

estimated length of these interviews was 30 minutes and participants received a $10 gift 

card for participating. This study was approved by the Arizona State University 

Institutional Review Board (Appendix A).  

Procedures 

All participants completed an audio recorded one-on-one interview assessing their 

perception of select marketing materials with trained research staff (Appendix C). During 

the interview participants were asked to rank 35 different marketing materials from 
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favorite to least favorite in four categories: table tents (n=10), medium posters (n=10), 

large posters(n=7), and announcements(n=8). All marketing materials were selected from 

free, online resources87-99. The final materials tested with the youth were selected based 

on the top 75% of rated materials by school nutrition professionals87-99. In this study, the 

tested marketing materials were randomized so that order did not impact the adolescent 

rankings100.  Marketing material were ranked by showing two marketing pieces to 

participants and having them select their favorite of the two pieces. The third marketing 

material was then compared to the favorite in the last pairing. This was done until the 

current category of marketing materials was finished. The trained research staff recorded 

the order in which marketing materials were selected as well as their favorite in each of 

the four categories. Participants were then asked a series of questions on their favorite 

marketing material in each of the four categories of FV marketing materials.  

 

Demographic Survey 

A demographic survey was administered prior to the interview. Youth responded 

to the question “What grade are you in?”  and checked a box with options from 3rd-12th 

grade available. Next participants were asked “What is your age?” and participants wrote 

their age. “What is your gender?” was also asked and participants marked “male”, 

“female” or “other.” The next question asked, “Are you Hispanic or Latino?” and 

participants marked yes or no. Lastly, participants were asked “What is your race?” 

Participants could select as many options as were applicable. Options included 

“American Indian or Alaskan Native”,” Asian”, “Black or African American”, “Native 

Hawaiian or Other Pacific Islander.”  
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Interview Questions 

Interview questions were developed based on John Hopkins social marketing 

guide constructs and asked based on determining how the participant perceives the 

marketing material’s 1) acceptance/attractiveness, 2) comprehension, 3) relevance, 4) 

motivation and uniqueness101. 

To assess acceptance/ attractiveness, participants were asked three questions. In 

order to determine what the participant liked about the image they were asked “What do 

you like best about this ad” and “What do you think other high school students would like 

best about this piece?” In order to determine dislikes, participants were asked “What, if 

anything, do you not like about the ad?” 

To assess comprehension, participants were asked a series of six questions. These 

questions included: “What do you think this ad is about?”, “What in the picture makes 

you think that?”, “What do you think of that message? “Does it make you feel any 

certain way?”, “Are there any other messages that you get from this ad?”, “Do you think 

these messages are important to kids your age? Why?” and “What age of students do you 

think would like this ad?”  

To assess relevance, five questions were asked: “What is the name of the fruit or 

vegetable in this advertisement?”, “What kind of foods does this ad show that you like?”, 

“How much do you like [f/v] in this advertisement? “, “Does this ad make you like it any 

more or less?” and “What do you think your friends would think of this advertisement?” 

When looking at motivation, only one question was asked: “Does this ad make 

you want to do anything? If so, what?” The last category researchers looked at was 
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uniqueness. For assessing the advertisements uniqueness they asked the following: 

“What much does this ad remind you of other ads you’ve seen before?” 

All questions asked to participants were open ended. If a participant answered a 

question vaguely, interviewers would probe to get a more complete answer. At the end of 

the interview, the final favorite items from each category of marketing material (table 

tents, posters, announcements) were ranked from favorite to least favorite to determine 

the overall favorite of the participant.  

Analysis 

All interviews were audiotaped and transcribed by research staff before being 

analyzed for common themes. Researchers found themes by listening and analyzing 

dialogue across all participants. A code book for themes and subthemes was created by 

SP and KK.  Transcriptions were coded twice using Nvivo software by SP and KK 

Using the rankings from each interview, the overall favorite marketing material in 

each category was determined by the number of times it was ranked first. A set of codes 

was created to analyze each marketing material for word count, and number of colors 

used. Color groups were split up into six categories: red/pink, blue, yellow/orange, green, 

purple, grey/brown/black. Number of words was counted in each marketing material a 

well. The max number of color groups each advertisement could have was six. From this 

code book, popularity of certain themes throughout the marketing materials was 

determined.  
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CHAPTER 4 

RESULTS 

Demographics 

A total of 40 participants completed the demographic survey. Of those 

participants 50% were in middle school and 50% in high school (table 1); half of 

participants were female. A total of 52.5% of respondents identified as Hispanic or 

Latino. Of the 40 participants, all attended a school in the Phoenix, AZ area and only one 

participant didn’t attend a NSLP participating school (table 2).  

Table 1: Participant demographics (n=40) 

  n (%) 

GRADE 

6th 7 (17.5%) 

7th 9 (22.5%) 

8th 4 (10%) 

9th 4 (10%) 

10th 2 (5%) 

11th 9 (22.5%) 

12th 5 (12.5%) 

GENDER 

Boy  20 (50%) 

Girl 20 (50%) 

RACE 

Black or African American 2 (5%) 

White 22 (55%) 

Multiple 4 (10%) 
Other 12 (30%) 

Ethnicity 

Hispanic or Latino 21 (52.5%) 

Not Hispanic or Latino 19 (47.5%) 

NSLP Participation 

Yes 39 (97.5%) 
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Table 2: Participants’ schools  

  n (%) 

Washington School District 16 (40%) 

Phoenix Union High School District 6 (15%) 

Tempe Union High School District 5 (12.5%) 

Laveen Elementary District 4 (10%) 

Kyrene Elementary District 4 (10%) 

Deer Valley School District 2 (5%) 

Peoria School District 2 (5%) 

Basis Mesa* 1 (2.5%) 

*Not participating in NSLP 

 

Content Analysis 

The average number of color categories throughout all the posters and table tents 

was 3.9±1.5 (table 3). The average word count throughout all the posters and table tents 

was 130.9± 185.8 (table 3). Additionally, the average number of words found throughout 

the announcements was 46.1±27.3 words (table 3). 

 

Table 3. Descriptive factors of the content analysis of the rated 35 materials 

  n (%) 

Number of Color Groups 

1 2 (7.4%) 

2 4 (14.8%) 

3 3 (11.1%) 

4 7 (25.9%) 

5 7 (25.9%) 

6 4 (14.8%) 
  

Number of color groups in each image 

mean±SD 3.92±1.5 

median 4 
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range 1-6 

Word Count of Posters and Table 
Tents 

 

mean±SD 130.9± 185.8 

median 36 

range 0-653 

Word Count of Announcements  

mean±SD 46.1±27.3 

median 46 

range 15-86 

 

Color   

The average number of color categories throughout top ranked marketing 

materials by participants was 4.65. The distribution among color categories was: 1.6% at 

one color category, 6.7% at two, 7.5% at three, 24.1% at four, 29.2% at five and 30.8% at 

six (table 4). Additionally, 84% of participants favored marketing materials with four or 

more color groups compared to 16% of marketing materials with one to three color 

groups (figure 1). 

Table 4: Frequency of Color Groups Ranked First Among Participants   

 # of groups n (%) 

1 1.6% 

2 6.7% 

3 7.5% 

4 24.1% 

5 29.2% 

6 30.8% 
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Word Count 

 The average number of words in the top ranked table tents and posters was 

148.3+_207.7. The average number of words among top ranked announcements was 

49.2+_26.7. 

 

Interview Analysis 

1.6%

6.7%

7.5%

24.1%

29.1%

30.8%

Figure 1: Percent of Color Groups Among Marketing Materials 
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Among the 40 interviews, five themes were identified: likes, dislikes, 

comprehension, social aspects, and health aspects. Twenty-two subthemes were identified 

related to these themes (Appendix D). 

 

Likes 

Likes were defined as student preferences among the marketing materials. Five 

subthemes emerged under this when students discussed their preferences. These 

subthemes include: visual aspects, characters, fruit and/or vegetable, information, and 

length. The most common subtheme in this category was fruit and/or vegetable which 

was found in 97.5% of interviews with 136 quotes. This subtheme was identified by 

participants describing a fruit and/or vegetable they liked in the advertisement. Students 

made comments such as "“Do I like? Um all the, most of the fruits, um, not a lot of the 

vegetables. I don’t eat a lot of vegetables. But um, they look really, they look really like 

appetizing in this picture. 

Another prominent subtheme was visual appeal, which appeared in 67.5% of 

interviews with 70 quotes. Visual appeal was defined as any color, images, graphic 

design or other visual aspects that appealed to the participant. One participant said, “I 

chose this one for kind of the, like the visual aspect of it. And like the graphic design. 

Because I think it would be also eye catching. I think that’s like a very important part” 

The third subtheme under the “likes” theme is characters and media. Characters 

and media is defined as any character, cartoon, celebrity or movie reference the 

participants liked. Popular media was identified in 40% of interviews with 27 quotes. 

One student said, “I feel it’s about trying to get kids interested in fruits. And it’s kind of 
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like a play-off of a really good movie.” Another student said, “I think I first of all like the 

visual. So like, the woman as the spin attendant, the DJ.” 

Information is the forth subtheme under the likes category with 61 quotes found 

in 72.5% of interview. This subtheme is defined as liking FV facts or nutritional 

information in the advertisements. One student said, “Um it’s unlike the other ones it has 

like more information about it then just like what it looks like I guess. Like it talks about 

how it can like help protect against cancers, the red fruits and vegetables, so it's 

informative.” 

The last subtheme under the likes category is length. The length subtheme has 21 

quotes and was found in 32.5% on interviews. Its defined at the participants preference of 

the advertisement length, either short or long. One participant said, “I like that it’s really 

simple because if it was really long then probably a lot of people wouldn’t listen to it and 

they would kind of just avoid it.” 

 

Dislikes 

 The dislikes theme is defined as the participants dislikes about the marketing 

materials they chose. The dislikes category had five subthemes: word count, font, fruit 

and/or vegetable, color, and age appropriateness. The first subtheme, word count, has 18 

quotes and appears in 30% of interviews. One participant said, “This one’s really long 

too. I don’t know. This one, this other one went straight to the point.” Another participant 

said, “..it can seem a little too, too much text, maybe… or a little too much yeah too 

much information… like it’s not as like visually appealing as the other ones that I had 

chosen.” 
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 The second subtheme in the dislikes group is font. Font can be defined as, hard to 

read, either from size of type of font. Seven quotes were found for this subtheme, 

throughout 17.5% of interviews. One example of this theme is when a participant said, “ I 

think this fonts kinda hard to read.” Another participant also found the font hard to read, 

saying “I think the print is a little too small.” 

 The next subtheme found was fruit and/or vegetable. Under the dislike theme, this 

subtheme is defined as a dislike of a certain FV pictures or mentioned in the marketing 

materials. This subtheme had 28 quotes across 45% of interviews. One participant said “ 

[I like] fruit and everything else in this whole ad- except for the vegetable I don’t like.” A 

second participant said about an advertisement, “It makes me like eggplants less.” 

 The fourth subtheme in the “dislikes” category was color and was found in 25% 

of interviews with 28 quotes. In this context, the subtheme color can be defined as a 

participant disliking the color or thinking there’s not enough color. One participant said 

“maybe like the brown color. In the background maybe uh something that’s lighter and 

more like a brighter color would probably be cooler cause it would catch the eye easier.” 

 The last subtheme in this category is age-appropriateness of the marketing 

material. Age-appropriateness is when the participant believed the advertisement was 

better suited for children not in their age group. This subtheme was found in 22.5% of 

interviews and had 14 quotes. One participant said, “maybe it would be kind of childish 

for like high schoolers. Maybe, I think it would really work in elementary school.” 

Another participant said, “It’s probably too childish to be shown to high school students.” 
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Comprehension 

 The comprehension theme is defined as the students’ understanding of the 

advertisement messaging and the FV pictures/message. The comprehension theme has 3 

subthemes: confusing messages, doesn’t recognize a FV, and hasn’t tried a FV. The first 

subtheme under comprehension is confusing messaging which appeared in 20% of 

interviews and had 8 quotes. One participant thought an advertisement was promoting 

foods either than fruits and vegetables and said “makes it kinda look like French fries and 

onion rings are healthy.” Another participant was also confused on the message of the 

advertisement they were shown and thought it was about digestion. They said “ talking 

about the food and your digestive system and what digests like faster and what digests 

slower.” 

 The second subtheme under comprehension is doesn’t recognize a FV, which was 

found in 40% of interviews with 22 quotes. This subtheme is defined as a participant not 

recognizing a FV or not knowing the name of it. One participant said, “I can’t really tell 

what that is. There’s onions, there’s cucumbers, there’s peas. There’s onions. I can’t tell 

if that’s onion or um.. I don’t know what it’s called.” Another participant said, “I think 

it’s um giving like some like the names of the, the vegetables cause a lot of people 

probably don’t know most vegetables or the vegetables that aren’t like bananas and or 

like cucumbers.” 

 The final subtheme in the comprehension category is hasn’t tried a FV. This 

subtheme was found in 15% of interviews with 22 quotes. One participant said, “Because 

it’s a lot of um vegetables that like maybe you never tried before or never heard of. And 
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you could be like oh what’s that? And you could search it up and maybe try it.” A second 

participant said, “I never had celery or tomatoes.”  

Social Aspects 

 The social aspect theme is defined as the participants perception of themselves, 

their peers’ diet and their FV preferences. This theme has three subthemes: peers like FV, 

peers eat unhealthily, and perceives own diet as unhealthy. The first subtheme in this 

category in peers like FV. This subtheme is described as the participant perception that 

peers would like the FV pictures/mentioned in the advertisement. One participant said, 

“…one of my friends does like vegetables a lot…Whenever we have salad bar at school, 

they get salad bar.” Another participant said about a different ad, “I think they’ll also like 

how it’s based around strawberries cause that’s like a popular fruit and like how they 

have a lot of description of it.” 

 The second subtheme under this theme is “peers eat unhealthy” which has 51 

quotes in 67.5% of interviews. This subtheme is defined as participant perception that 

peers eat unhealthy and their opinions on the advertisements based on perceived diet 

preference. For example, a participant said, “. That they shouldn’t- like that they 

wouldn’t care because they- the kids like don’t care what they eat or what anybody tells 

them to.” A second student said, “kids are more leaning towards junk foods or foods that 

are fast food made and they’re not really healthy for you so this message is something 

that a lot of people need to hear now.” 

 The third subtheme in this theme is “perceives own diet as unhealthy/” This 

theme can be defined as participant believes their own diet to be unhealthy; they either 

claim to eat a lot of “junk food” or not enough FV. This subtheme had 14 quotes from 



  35 

25% of participants. One participant said, “it makes me wanna like moderate all of these 

bad foods, cause of man, I don’t have the best diet but it, it reminds that you should, you 

should be eating more of these daily and like less of the stuff” 

 

Health Aspects 

 The final theme, health aspects, is defined as participant recognition of the healthy 

aspects of FV and its implications. The health aspect theme has 4 subthemes: vitamins 

and minerals, future impact of diet, current importance of FV and certain foods are 

unhealthy. Vitamins and minerals are defined as any mention of vitamins and/or minerals 

influence on student choice of advertisement. This theme appeared 49 times in 65% of 

interviews. One participant said, “I like the, the information about vitamins, because I 

think a lot of people don’t know um like the benefits of eating vegetables or, or healthier 

foods. Like you just you just eat them because like you know you’ve heard that they’re 

healthy. But knowing uh like knowing the examples of what-what parts of the body it 

helps and the like which specific vitamins. So that’s why I picked this one over the other 

ones.” 

 Future impact of diet is the second subtheme under the health aspect theme. This 

subtheme appeared in 25 quotes in 45% of interviews and be defined as the participant 

seeing the future implications of their dietary choices. For example, one participant said, 

“if we don’t start eating healthy at a younger age you can grow up to be unhealthy and it 

will be harder to go back to being healthy.” 

 The third subtheme under this theme is the importance of fruit and/or vegetables. 

This subtheme is defined as the participant mentioning that FV are important for daily 
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functions, such as sports or school. Importance of FV had 23 quotes in 40% of 

interviews. This is exemplified by one participant that said, “that one was good, I always 

like to hear that I'm being helped by what I’m eating and uh that- uh for encouragement 

for getting people to eat more fruits I like the health benefits that are there” 

 The last subtheme in this section is certain foods are unhealthy which appeared in 

10 quotes in 12.5% of interviews. This subtheme can be defined as the participant states 

that certain foods are unhealthy. Some participants mentioned that certain foods should 

be avoided. One participant said, “I think they pronounced something good because, I 

mean yeah, could you know that bacon isn’t that great if for your system and sugar cereal 

and all that isn’t the best for you” 

Themes Throughout Highest Ranked Marketing Materials 

 The top four images were chosen by participants 31.9% of the time and come 

from four different marketing campaigns (table 5).  

 

Table 5: Marketing Material Popularity and Campaign 

Marketing 
Material 

Randomized # 
Times 

Chosen Marketing Campaign 

33 18 American Heart Association/Healthy for Good 

44 12 NIH We Can 

99 11 Kids Discover 

66 10 Action for Healthy Kids 

13 8 Team Fruits and Vegetables  

70 8 Team Nutrition Iowa 

74 7 USDA SNAP 

43 7 USDA Team Nutrition 

90 7 Team Nutrition Iowa 

79 5 MOVE2HEALTH 

86 5 USDA Team Nutrition 

12 5 Team Fruits and Vegetables  
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83 4 CT Dept of Ed 

73 4 Smarter Lunch Rooms 

17 4 Eat Right 

40 4 National Watermelon Promotion Board 

97 4 Team Nutrition Iowa 

92 4 Team Nutrition Iowa 

20 3 USDA MyPlate 

77 3 CATCH 

45 3 Idaho Child Nutrition Program 

36 3 Fruits and Veggies More Matters 

76 3 USDA Dig In 

100 3 District of Columbia Education Dept. 

89 3 Team Nutrition Iowa 

38 2 USDA MyPlate 

10 2 FNV 

82 1 Cooking matters 

19 1 Smarter Lunch Rooms 

24 1 Iowa Dept Public Health 

26 1 yli.org/HEY + Team Nutrition 

75 1 Team Nutrition Iowa 

35 1 Idaho Child Nutrition Program 

25 1 Iowa Nutrition Network 

88 1 Team Nutrition Iowa 

 

 

Table Tents 

 The top three table tents were ranked as the best by 55% of participants. The top 

three advertisements were from We Can!, Move2Health and Team Fruits and Vegetables, 

in that order (fig. 3). The number of color groups in each of the top three marketing 

materials was varied with 5 color groups, 6 and 4 (mean=5). Word count was also varied 

among the three table tents with 650 words, 16 words and 17 words (mean= 227). 

 Some participants mentioned they liked the “We Can!” advertisement because of 

the color and information it provided. One participant said, “I think I like-like the color 
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and also the way that it um it’s organized. As well, as like all the essential information 

being provided.” The theme of color was also seen for the advertisement by 

Move2Health. A participant said one of the reasons they chose this advertisement as a 

favorite was, “all the different colors around it. Or how it has a bunch of different, a 

bunch of different foods.” For the third advertisement by Team Fruits and Vegetables, 

students described liking not only the color but also the length. One participant described 

this by saying, “I like the colors and like the simplicity of it. It has a message but it’s also 

short. You just read it and you’re like oh that’s fun.” 

 

Fig 3: Top three table tents 

Campaign Marketing Material # Image 
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We Can! 44 
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Move2Health 79 

 

Team Fruits and 

Vegetables 

73 
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Medium-sized Posters 

  The top four medium posters accounted for 70% of those ranked first. The 

top advertisement was by American Heart Association and was ranked as the number one 

favorite medium-sized poster by 45% of participants (fig. 4). The second top ranked 

medium-sized poster was created by National Watermelon Promotion Board (fig. 4). 

Third place was a tie between two medium-sized posters from USDA’s MyPlate and 

Fruits and Veggies More Matters (fig. 4). The number of color groups in the top four 

marketing materials was 5, 3, 6, and 4 (mean=4.5). The word count of the favorite 

marketing materials was 179, 12, 299, and 5 (mean=123.75 ).  

The advertisement from American Heart Association was popular due to the color 

and graphic design of the marketing material. One participant said “I think it’s a good one 

because most people when they see vegetables in the stores they think they look weird 

but this is vibrant colors so it like pops and it catches your eye.” Another participant 

agreed but went further, saying he also liked the categories. They said, “I like the colors. I 

feel like it’s really cool that they put it in like different categories and had it so you can 

read it.” The advertisement from National Watermelon Promotion Board was also 

popular among participants. Many cited that they chose it as a favorite because they like 

watermelon. When asked why they liked this advertisement, one student just simply said, 

“the watermelon.” while another agreed, answering the same question with, “it has 

watermelon.” 

Fig 4: Top Four Medium Posters 

Campaign Image # Image 
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American Heart 

Association 

33 
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National 

Watermelon 

Promotion Board 

40 

USDA MyPlate 20 
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Fruits and 

Veggies Matter 

More 

36 

 

Large Sized Posters 

The top 4 large posters were chosen among 82.5% of participants. The most 

popular poster was created by Kids Discover and was chosen 11 times (27.5%). The 

second most popular large poster was from Team Nutrition and was chosen 8 times (fig. 

5). Third was a tie between advertisements from SNAP and FNV, being chosen 7 times 

each (fig 5). Of the top three ranked large format posters, 100% had four or more color 

groups. Word count was varied among the top large posters with 296, 4, 110 and 11 

(mean=105.3) words respectively.  

Many participants talked about how they liked they information about vitamins in 

the advertisement from Kids Discover. One participant said that they liked this 



  45 

advertisement because it gave them, “awareness to the types of vitamins in what foods 

you can ingest to attain those vitamins” Another participant agreed saying that the 

information was helpful to people their age. They said, “I know some students at my 

school, they’re like vegetarians. so like they’ll like know which ones which ones are 

which and like then it’ll also help them like know which one like vitamin D which one 

has vitamin C.” The advertisement by Team Nutrition was very popular as well. 

Participants were mixed on whether or not they liked the character. One participant said, I 

like it cause it’s like monster. And it’s like yeah, creative,” while another said, “It's kind 

of like a little kiddish, I don’t know, I just thought it was kinda cute.” 

Fig 5: Top Four Large Posters 

Campaign Image # Image 
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Kids Discover 99 
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USDA Team 

Nutrition 

43 

 

USDA SNAP 74 
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Team Fruits and 

Vegetables 

13 

 

 

Announcements 

The top three announcements were selected as favorites by 62.5% of participants. 

T hese three announcements were from the campaigns Action for Healthy Kids and Team 

Nutrition Iowa (fig. 6). The average word count among the top three favorite 

announcements was 63 words. This word count is higher than the average word count of 

all announcements at 46.2 words. Many participants likes the advertisement about red 

fruits and vegetables because of its mention of health benefits. One student said, “It’s 

unlike the other ones it has like more information about it then just like what it looks like 

I guess. Like it talks about how it can like help protect against cancers, the red fruits and 

vegetables, so it's informative.” Both Team Nutrition Iowa advertisements were popular 

due to the fruit being mentioned. One participant said, “I like how they talk about 

strawberries but also include the nutrition facts” while another said the advertisement, “it 

reminds me like to eat watermelon. Like I haven’t eaten watermelon in a while and now 

I’m kind of craving it I guess. 
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Fig 6: Top Three Announcements 

Campaign                         Image X 

Team Nutrition Iowa                70 

 

 

Team Nutrition Iowa               90 

 

Action for Healthy Kids           66 

 

 

Overall Favorite Marketing Materials 
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 Overall, several different marketing materials emerged as favorites throughout the 

interviews and ranking (table 6). The top 9 marketing materials were chosen by a 

participant 55% of the time. Several different marketing materials were chosen by 5 

participants, so only marketing materials chosen over 5 times were included. The mean 

number of color groups in the top 9 marketing material was 4.83. Additionally, 100% of 

the posters and table tents in the top 9 marketing materials had 4 or more color groups 

(Table 6).  

Table 6: Top 9 Ranked Marketing Material Descriptives 

 Times chosen (%)* Type # of colors # of words 

Image #     

33 18 (45%) Medium 5 179 

44 12 (30%) Table Tent 5 650 

99 11 (27.5%) Large 6 296 

66 10 (25%) Announcement N/A 39 

13 8 (20%) Large 4 4 

70 8 (20%) Announcement N/A 64 

90 7 (17.5%) Announcement N/A 86 

74 7 (17.5%) Large 5 110 

43 7 (17.5%) Large 4 11 

*percentages based on number of times chosen by participant, n=40 
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Themes Throughout Lowest Ranking Marketing Materials 

 Throughout all the marketing materials, several emerged as least favorites. In all 

four categories (Table tent, medium sized posters, large sized posters and 

announcements) 8 marketing materials were only ranked first by one participant making 

them the least popular. 

Table tents  

   In this category, three marketing materials were only ranked first one time. These 

marketing materials were from the campaigns Idaho Child Nutrition Program, Iowa 

Nutrition Network and Cooking Matters (fig. 7). The average number of color groups in 

the category is 2.3. The average word count among these three marketing materials is 

412 words. When asked about the broccoli advertisement from Idaho Child Nutrition 

Program a participant stated, “about this is ad is that most people find it nasty and it’s 

not that people say it’s not that good. But there’s certain different ways you can cook it. 

And it’s not always the worst tasting thing you could imagine.” The Iowa Nutrition 

Network advertisement was also one of the lowest ranked (fig. 7). The one participant 

that ranked it highly said they liked the color but it wasn’t age appropriate. The 

participant said, “I feel like little kids will like it more because of the color.” The 

advertisement by Cooking Matters was also ranked poorly. One participant said that 

advertisement had too many words and that, “It should have a little bit more like 

pictures.” 

 

Fig 7:  Lowest Ranked Table Tents 
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Campaign Image # Image 

Idaho Child 

Nutrition 

Program 

25 
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Iowa Nutrition 

Network 

82 
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Cooking 

Matters 

35 
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Medium sized posters  

 Throughout the ranking of medium sized posters, two marketing materials were 

ranked first by a single participant. These marketing materials were from Team 

Nutrition Iowa and Iowa Nutrition Network (fig. 8). The average number of color 

groups in this category is 2 and the average number of words in 154.5. One participant 

described the advertisement by Idaho Child Nutrition Program by saying “it looks 

plain.” The participant that chose the Team Nutrition Iowa poster understand the 

message but didn’t have any positive or negative feelings towards it. The participant 

mentioned, “And, I actually had a health class in church where we found that it’s more 

healthy to have half your plate with fruits and vegetables.” 

Fig 8:  Lowest Ranked Medium Posters 

Campaign  Image  
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Team Nutrition 

Iowa 

75 
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Idaho Child 

Nutrition Program 

24 
 

 

 Large sized posters  

In this category, two marketing materials were ranked first only one time. These 

large-sized posters were from the campaigns Smarter Lunch Rooms and YLI.org+ Team 

Nutrition (fig. 9). These marketing materials had an average of 3 color groups and 30.5 

words. One participant didn’t like the slogan of the YLI.org+ Team Nutrition 

advertisement. When asked what they didn’t like about the piece, the participant said, 

“that is has- put some crunch in your lunch.” 
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Fig 9: Lowest Ranked Large Posters 

Campaign Image 

# 

Image 

Smarter 

Lunch 

Rooms 

19 

 

YLI.org+ 

Team 

Nutrition 

26 

 

 

Announcements 

In this category, only one marketing material was ranked first once. This 

announcement was from Team Nutrition Iowa and had 53 words (fig. 10). One 

participant described this advertisement as “a little long,” and didn’t seem to understand 
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the message. When asked what the vegetable was in the advertisement the participant 

said “cabbage flower.” 

 

Fig 10: Lowest Ranked Announcement 

Campaign Image 

# 

Image 

Team 

Nutrition Iowa 

88 
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CHAPTER 5 

DISCUSSION 

The purpose of this study was to better understand how adolescents view different 

marketing materials and what themes are prevalent among their favorites. There has been 

research in how marketing influences children’s eating habits, but no studies have been 

conducted asking youth, especially adolescents, their opinions on school marketing 

materials. This study found that many different factors influence how adolescents 

perceive marketing materials. Some of the most prevalent subthemes found were the 

mention of FV that the adolescent liked, peer opinion, color and length of the marketing 

materials. Students also chose marketing materials with a high number of colors pictured. 

The findings of this study can be used to understand what causes students to be drawn to 

specific school lunch marketing materials and give a better picture of what might 

possibly help increase FV consumption in schools.  

One aspect of the interviews that’s important to discuss is the idea of novelty. For 

many of the participants, this was the first time they had seen most of the marketing 

materials, therefore the images were new and exciting. The idea of novelty is supported 

in most literature, which shows that although marketing improves consumption in the 

short term, at follow-ups FV intake often returns to baseline. Beyond novelty, 

technology, such as cell-phones, compete with paper marketing 67,82. 73% of adolescents 

have cell phones which often distract them from their environment105. Changing 

marketing materials in schools frequently can help reduce the effects of novelty. Another 

idea would be for schools to implement technology, such as TV screens, with the goal of 

taking attention away from phones and social media. 
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The interviews with adolescents as well as the content analysis suggested that the 

amount of color and imagery in an advertisement influenced the popularity of it. Many 

students indicated that they chose a specific advertisement due to either the amount of 

color or the imagery. Additionally, some participants mentioned they ranked specific 

marketing materials lower if they lacked color or had an unappealing color. The 

importance of color is further supported by the content analysis, since the majority of the 

participants chose marketing materials with four or more different colors. Many studies 

have supported the idea that colorful marketing materials are preferred. Food companies 

use colorful advertisements to help draw children and their parents to their item and 

hopefully increase sales13,74,75.  

The interviews and content analysis also suggested that length and word count 

didn’t have as much of an influence on marketing material chosen. Rather, the 

information and nutrition facts in the advertisement had a larger influence among the 

sample. Many participants mentioned that they enjoyed advertisements that had vitamin 

facts or used “GO, SLOW, WOAH.” Students also preferred advertisements that 

mentioned health benefits, as many were concerned about their current or future health. 

Participants often mentioned that even if they currently don’t consume a specific fruit or 

vegetable, the information given in the advertisement influenced them to try. The content 

analysis also showed that word count didn’t have a large impact on what advertisement 

was chosen. In fact, the second and third most popular advertisement throughout all 

categories, had over 250 words. One of the reasons adolescents may have preferred 

longer marketing materials in this study is due to either the color or context. Participants 

often mentioned they liked the information mentioned in the longer marketing materials 
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which could have influenced their choice. This preference suggests that marketing in 

schools should focus more on the color and information being mentioned in their 

advertisement, instead of the amount of words. Although there is little research done on 

the length of a marketing material and its influence on child preference, other research 

supports that the visual aspects are the most important12,13,102. 

Another major theme that emerged during the interviews was the influence of 

perceived peer opinion on what marketing materials were chosen. Many participants 

thought that other students their age wouldn’t like marketing materials because they 

usually don’t eat healthy foods. Participants said that even if they liked it, their peers 

wouldn’t. Often, they mentioned that even if students read it, they wouldn’t be influenced 

to eat more fruits and vegetables but would just ignore it. Peer influence on diet is well 

studied, and there is a link between what students eat when compared to their peers’ diet. 

The current literature suggests that when a person eats healthy, their friends are more 

likely to make healthy choices as well 49. This suggests that the development of future 

marketing materials should be based on peer norm in an age group. 

Perceived peer opinion can also have a positive influence a participant’s view of 

marketing materials. The perception that peers would like the fruit or vegetable pictured 

also greatly influenced what a participant would choose. If a fruit or vegetable the 

participant thought their peers would like was pictured, they spoke more favorably of it, 

and used more words such as “cool” or “delicious” to describe the food pictured. Some 

participants mentioned it even motivated them to consume more of that specific food. 

The motivational aspect was especially true of fruits. Studies on peer-led nutrition 

interventions show that when a food becomes a social norm, consumption of that food 
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increases38,67,103.  One study found that when students helped run a nutrition education 

intervention, other children their age were more likely to increase their consumption103. 

More research needs to be done to determine whether or not the perception of peer 

opinion on FV marketing materials has an impact on consumption. For example, research 

could be conducted to determine if peer created FV marketing materials had a larger 

impact than professionally created marketing materials. From this study participant ideas 

could be used to create future FV marketing materials that could then be implemented in 

schools.  

One aspect of the marketing materials that negatively affected how they were 

perceived was the participant’s comprehension of them. When a participant didn’t 

recognize the fruit or vegetable pictured or hadn’t tried it before, they often were less 

enthusiastic about the marketing material. Throughout the interviews, 40% of participants 

didn’t recognize a FV pictured. Often times the FV not recognized was a leafy green or 

other vegetable such as eggplant or onion. These foods are often not served during the 

school day. Developing marketing materials with not only well known FV but also 

marketing materials that include FV that are being served at school, may effect dietary 

choices. Research needs to be conducted on whether or not marketing the FV served on 

specific days, increases selection and consumption. 

 Similar results were seen when marketing materials contained only vegetables. 

No image containing only a vegetable, such as broccoli, was popular among participants. 

The opposite was seen when a common fruit such as a strawberry or watermelon was 

pictured. These results are supported by the literature which shows fruits are more 

popular that vegetables among adolescents60,104. In many FV marketing interventions, 
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fruit consumption often increases initially, but research is mixed on whether or not 

marketing increases vegetable consumption64,76,85. Further research needs to be done to 

determine how to successfully market vegetables to children and adolescents. 

Determining what vegetables are popular to adolescents and marketing those, may 

provide students with more preferable marketing materials. The current study can be used 

to help schools provided their students with fruits and vegetables participants said they 

enjoyed. Giving students access to fruits and vegetables they like could help increase 

their overall consumption.  

Strengths and Limitations 

This study has several strengths. First, all marketing materials were shown to 

participants in a random order, minimizing the effect of a specific order on the ranking 

process. Another strength of this study is the open nature of the questions being asked, 

allowed participants to give a wide-range of personal responses unique to the individual. 

A third strength of this study is the wide variety of demographics among the sample. 

Participants represented a diverse range of ages and ethnicities and balanced across sex. 

Limitations in this study should be considered. All interviews include student 

opinions and perceptions which doesn’t explain how adolescents’ fruit and vegetable 

consumption patterns are affected. Another limitation is that participants will be shown a 

selection of only 35 different marketing materials that may not represent the existing 

marketing materials in their schools. Although the marketing materials were taken from 

common resources online, they may not represent all marketing materials. A third 

limitation of this study is that often only a single marketing material was used from each 

campaign and therefore results cannot be generalized to a specific campaign. Another 
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limitation is that the study took place in a single locale, Phoenix, AZ area. Due to this, the 

study cannot be generalized to the overall adolescent population throughout the United 

States. 
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CHAPTER 6 

CONCLUSION 

 There are many variables that influence an adolescent’s consumption of fruits and 

vegetables. Although it is well known how fast food marketing and placement affects 

dietary intake, very little research has been done on child perceptions of school fruit and 

vegetable marketing. This study is one of the first conducted asking students about their 

preferences and opinions regarding fruit and vegetable marketing in schools. It is also the 

first study conduct a content analysis on popular FV school marketing materials. Previous 

research has been done regarding food marketing in restaurants and supermarkets, 

although the same themes are rarely implemented in schools to look at their effect on 

fruit and vegetable intake during lunch.  

 The evidence in the current study supported the hypothesis that amount of color in 

a marketing material influenced which materials a participant preferred. Word count 

surprisingly didn’t have a large effect on what marketing materials were ranked highest. 

Often, other factors such a peer opinion, information mentioned and visual aspects 

(characters, color, graphic design) were often mentioned by participants as their reason 

for picking a specific marketing material. Further research needs to be conducted to 

determine if marketing will have a significant and lasting influence on what foods 

children and adolescents consume during the school day. 

 In the future, researchers and school lunch staff can use this information to create 

fruit and vegetable marketing materials and test them in a school lunch setting to 

determine whether or not adolescent perception effects consumption. School lunch 

professionals will be able to look at this data and place advertisements in their cafeteria 
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that better exemplify adolescents’ preferences regarding FV advertisements. Last, 

agencies and companies that create school lunch marketing materials can use this 

information to help develop new marketing materials to provide to school staff.  

  



  68 

REFERENCES 
 

1.  Kelly B, Smith B, King L, Flood V, Bauman A. Television food advertising to 
children: the extent and nature of exposure. Public Health Nutr. 2007;10(11):1234-
1240. doi:10.1017/S1368980007687126 

 
2.  Merlo CL, Michael S, Brener ND, et al. Differences in Food and Beverage 

Marketing Policies and Practices in US School Districts, by Demographic 
Characteristics of School Districts, 2012. Prev Chronic Dis. 2016;13:E169. 
doi:10.5888/pcd13.160163 

 
3.  Terry-McElrath YM, Turner L, Sandoval A, Johnston LD, Chaloupka FJ. 

Commercialism in US Elementary and Secondary School Nutrition Environments. 
JAMA Pediatr. 2014;168(3):234. doi:10.1001/jamapediatrics.2013.4521 

 
4.  Mehta K, Phillips C, Ward P, Coveney J, Handsley E, Carter P. Marketing foods to 

children through product packaging: prolific, unhealthy and misleading. Public 

Health Nutr. 2012;15(09):1763-1770. doi:10.1017/S1368980012001231 
 
5.  Larson N, Davey CS, Coombes B, Caspi C, Kubik MY, Nanney MS. Food and 

beverage promotions in Minnesota secondary schools: secular changes, correlates, 
and associations with adolescents’ dietary behaviors. J Sch Health. 
2014;84(12):777-785. doi:10.1111/josh.12209 

 
6.  Dixon H, Niven P, Scully M, Wakefield M. Food marketing with movie character 

toys: Effects on young children’s preferences for unhealthy and healthier fast food 
meals. Appetite. 2017;117:342-350. doi:10.1016/J.APPET.2017.07.014 

 
7.  Usda. Help Make the Healthy Choice the Easy Choice for Kids at School A Guide 

to Smart Snacks in School. 
https://healthymeals.fns.usda.gov/sites/default/files/uploads/USDASmartSnacks.pd
f. Accessed October 24, 2018. 

 
8.  Cisse-Egbuonye N, Liles S, Schmitz KE, Kassem N, Irvin VL, Hovell MF. 

Availability of Vending Machines and School Stores in California Schools. J Sch 

Health. 2016;86(1):48-53. doi:10.1111/josh.12349 
 
9.  Olsho LEW, Klerman JA, Ritchie L, Wakimoto P, Webb KL, Bartlett S. 

Increasing Child Fruit and Vegetable Intake: Findings from the US Department of 
Agriculture Fresh Fruit and Vegetable Program. J Acad Nutr Diet. 
2015;115(8):1283-1290. doi:10.1016/J.JAND.2014.12.026 

 
10.  Proposed Rule: Local School Wellness Policy Implementation Under the Healthy, 

Hunger-Free Kids Act of 2010 | Food and Nutrition Service. 
https://www.fns.usda.gov/school-meals/fr-022614. Accessed December 26, 2018. 



  69 

 
11.  Merlo CL, Michael S, Brener ND, Blanck H. State-Level Guidance and District-

Level Policies and Practices for Food Marketing in US School Districts. Prev 

Chronic Dis. 2018;15:E74. doi:10.5888/pcd15.170352 
 
12.  Bernhardt AM, Wilking C, Gilbert-Diamond D, Emond JA, Sargent JD. Children’s 

recall of fast food television advertising-testing the adequacy of food marketing 
regulation. PLoS One. 2015;10(3):e0119300. doi:10.1371/journal.pone.0119300 

 
13.  Castonguay J, Kunkel D, Wright P, Duff C. Healthy characters? An investigation 

of marketing practices in children’s food advertising. J Nutr Educ Behav. 
2013;45(6):571-577. doi:10.1016/j.jneb.2013.03.007 

 
14.  Roberto CA, Baik J, Harris JL, Brownell KD. Influence of Licensed Characters on 

Children’s Taste and Snack Preferences. Pediatrics. 2010;126(1):88-93. 
doi:10.1542/peds.2009-3433 

 
15.  Briefel RR, Crepinsek MK, Cabili C, Wilson A, Gleason PM. School Food 

Environments and Practices Affect Dietary Behaviors of US Public School 
Children. J Am Diet Assoc. 2009;109(2):S91-S107. doi:10.1016/j.jada.2008.10.059 

 
16.  FACT SHEET: Healthy, Hunger-Free Kids Act School Meals Implementation | 

Food and Nutrition Service. https://www.fns.usda.gov/pressrelease/2014/009814. 
Accessed January 5, 2019. 

 
17.  Odphp. 2015-2020 Dietary Guidelines for Americans.; 2015. 

http://health.gov/dietaryguidelines/2015/guidelines/. Accessed October 21, 2018. 
 
18.  Kimmons J, Gillespie C, Seymour J, Serdula M, Blanck HM. Fruit and vegetable 

intake among adolescents and adults in the United States: percentage meeting 
individualized recommendations. Medscape J Med. 2009;11(1):26. 
http://www.ncbi.nlm.nih.gov/pubmed/19295947. Accessed October 30, 2018. 

 
19.  Defining Childhood Obesity | Overweight &amp; Obesity | CDC. 

https://www.cdc.gov/obesity/childhood/defining.html. Accessed January 9, 2019. 
 
20.  Hales CM, Carroll MD, Fryar CD, Ogden CL. Prevalence of Obesity Among 

Adults and Youth: United States, 2015-2016 Key Findings Data from the National 

Health and Nutrition Examination Survey.; 2015. 
https://www.cdc.gov/nchs/data/databriefs/db288_table.pdf#1. Accessed October 
30, 2018. 

 
21.  Barnes AS. The epidemic of obesity and diabetes: trends and treatments. Texas 

Hear Inst J. 2011;38(2):142-144. http://www.ncbi.nlm.nih.gov/pubmed/21494521. 
Accessed January 5, 2019. 



  70 

 
22.  Apovian CM, Gokce N. Obesity and cardiovascular disease. Circulation. 

2012;125(9):1178-1182. doi:10.1161/CIRCULATIONAHA.111.022541 
 
23.  Berger NA. Obesity and cancer pathogenesis. Ann N Y Acad Sci. 2014;1311:57-76. 

doi:10.1111/nyas.12416 
 
24.  Modi AC, Loux TJ, Bell SK, Harmon CM, Inge TH, Zeller MH. Weight-specific 

health-related quality of life in adolescents with extreme obesity. Obesity (Silver 

Spring). 2008;16(10):2266-2271. doi:10.1038/oby.2008.347 
 
25.  Medina-Remón A, Kirwan R, Lamuela-Raventós RM, Estruch R. Dietary patterns 

and the risk of obesity, type 2 diabetes mellitus, cardiovascular diseases, asthma, 
and neurodegenerative diseases. Crit Rev Food Sci Nutr. 2018;58(2):262-296. 
doi:10.1080/10408398.2016.1158690 

 
26.  Johnson DB, Podrabsky M, Rocha A, Otten JJ. Effect of the Healthy Hunger-Free 

Kids Act on the Nutritional Quality of Meals Selected by Students and School 
Lunch Participation Rates. JAMA Pediatr. 2016;170(1):e153918. 
doi:10.1001/jamapediatrics.2015.3918 

 
27.  Montonen J, Järvinen R, Heliövaara M, Reunanen A, Aromaa A, Knekt P. Food 

consumption and the incidence of type II diabetes mellitus. Eur J Clin Nutr. 
2005;59(3):441-448. doi:10.1038/sj.ejcn.1602094 

 
28.  Joshipura KJ, Hung H-C, Li TY, et al. Intakes of fruits, vegetables and 

carbohydrate and the risk of CVD. Public Health Nutr. 2009;12(1):115-121. 
doi:10.1017/S1368980008002036 

 
29.  Boffetta P, Couto E, Wichmann J, et al. Fruit and Vegetable Intake and Overall 

Cancer Risk in the European Prospective Investigation Into Cancer and Nutrition 
(EPIC). JNCI J Natl Cancer Inst. 2010;102(8):529-537. doi:10.1093/jnci/djq072 

 
30.  Qiu R, Cao W-T, Tian H-Y, He J, Chen G-D, Chen Y-M. Greater Intake of Fruit 

and Vegetables Is Associated with Greater Bone Mineral Density and Lower 
Osteoporosis Risk in Middle-Aged and Elderly Adults. PLoS One. 
2017;12(1):e0168906. doi:10.1371/journal.pone.0168906 

 
31.  Buijsse B, Feskens EJ, Schulze MB, et al. Fruit and vegetable intakes and 

subsequent changes in body weight in European populations: results from the 
project on Diet, Obesity, and Genes (DiOGenes). Am J Clin Nutr. 2009;90(1):202-
209. doi:10.3945/ajcn.2008.27394 

 
32.  Ghosh-Dastidar B, Cohen D, Hunter G, et al. Distance to Store, Food Prices, and 

Obesity in Urban Food Deserts. Am J Prev Med. 2014;47(5):587-595. 



  71 

doi:10.1016/j.amepre.2014.07.005 
 
33.  Pearce J, Blakely T, Witten K, Bartie P. Neighborhood Deprivation and Access to 

Fast-Food Retailing. Am J Prev Med. 2007;32(5):375-382. 
doi:10.1016/j.amepre.2007.01.009 

 
34.  Powell LM, Chaloupka FJ, Bao Y. The Availability of Fast-Food and Full-Service 

Restaurants in the United States. Am J Prev Med. 2007;33(4):S240-S245. 
doi:10.1016/j.amepre.2007.07.005 

 
35.  Ng SW, Poti JM, Popkin BM. Trends in racial/ethnic and income disparities in 

foods and beverages consumed and purchased from stores among US households 
with children, 2000–2013. Am J Clin Nutr. 2016;104(3):750-759. 
doi:10.3945/ajcn.115.127944 

 
36.  He M, Tucker P, Irwin JD, Gilliland J, Larsen K, Hess P. Obesogenic 

neighbourhoods: the impact of neighbourhood restaurants and convenience stores 
on adolescents’ food consumption behaviours. Public Health Nutr. 
2012;15(12):2331-2339. doi:10.1017/S1368980012000584 

 
37.  Athens JK, Duncan DT, Elbel B. Proximity to Fast-Food Outlets and Supermarkets 

as Predictors of Fast-Food Dining Frequency. J Acad Nutr Diet. 
2016;116(8):1266-1275. doi:10.1016/j.jand.2015.12.022 

 
38.  Sato PM, Steeves EA, Carnell S, et al. A youth mentor-led nutritional intervention 

in urban recreation centers: a promising strategy for childhood obesity prevention 
in low-income neighborhoods. doi:10.1093/her/cyw011 

 
39.  Wilson TA, Liu Y, Adolph AL, et al. Behavior Modification of Diet and Parent 

Feeding Practices in a Community- Vs Primary Care-Centered Intervention for 
Childhood Obesity. J Nutr Educ Behav. 2018;0(0). doi:10.1016/j.jneb.2018.05.010 

 
40.  Gittelsohn J, Trude AC, Poirier L, et al. The Impact of a Multi-Level Multi-

Component Childhood Obesity Prevention Intervention on Healthy Food 
Availability, Sales, and Purchasing in a Low-Income Urban Area. Int J Environ 

Res Public Health. 2017;14(11). doi:10.3390/ijerph14111371 
 
41.  Keyserling TC, Samuel-Hodge CD, Pitts SJ, et al. A community-based lifestyle 

and weight loss intervention promoting a Mediterranean-style diet pattern 
evaluated in the stroke belt of North Carolina: the Heart Healthy Lenoir Project. 
BMC Public Health. 2016;16:732. doi:10.1186/s12889-016-3370-9 

 
42.  Robson SM, Couch SC, Peugh JL, et al. Parent Diet Quality and Energy Intake 

Are Related to Child Diet Quality and Energy Intake. J Acad Nutr Diet. 
2016;116(6):984-990. doi:10.1016/j.jand.2016.02.011 



  72 

 
43.  Fisher JO, Mitchell DC, Smiciklas-Wright H, Birch LL. Parental influences on 

young girls’ fruit and vegetable, micronutrient, and fat intakes. J Am Diet Assoc. 
2002;102(1):58-64. http://www.ncbi.nlm.nih.gov/pubmed/11794503. Accessed 
December 26, 2018. 

 
44.  Kakinami L, Barnett TA, Séguin L, Paradis G. Parenting style and obesity risk in 

children. Prev Med (Baltim). 2015;75:18-22. doi:10.1016/J.YPMED.2015.03.005 
 
45.  Baumrind D. EFFECTS OF AUTHORITATIVE PARENTAL CONTROL ON 

CHILD BEHAVIOR. https://about.jstor.org/terms. Accessed November 15, 2018. 
 
46.  Shloim N, Edelson LR, Martin N, Hetherington MM. Parenting Styles, Feeding 

Styles, Feeding Practices, and Weight Status in 4-12 Year-Old Children: A 
Systematic Review of the Literature. Front Psychol. 2015;6:1849. 
doi:10.3389/fpsyg.2015.01849 

 
47.  Melis Yavuz H, Selcuk B. Predictors of obesity and overweight in preschoolers: 

The role of parenting styles and feeding practices. Appetite. 2018;120:491-499. 
doi:10.1016/J.APPET.2017.10.001 

 
48.  Gross SM, Pollock ED, Braun B. Family Influence: Key to Fruit and Vegetable 

Consumption among Fourth- and Fifth-grade Students. J Nutr Educ Behav. 
2010;42(4):235-241. doi:10.1016/J.JNEB.2009.05.007 

 
49.  Bruening M, Eisenberg M, MacLehose R, Nanney MS, Story M, Neumark-

Sztainer D. Relationship between adolescents’ and their friends’ eating behaviors: 
breakfast, fruit, vegetable, whole-grain, and dairy intake. J Acad Nutr Diet. 
2012;112(10):1608-1613. doi:10.1016/j.jand.2012.07.008 

 
50.  Zhang J, Tong L, Lamberson PJ, Durazo-Arvizu RA, Luke A, Shoham DA. 

Leveraging social influence to address overweight and obesity using agent-based 
models: the role of adolescent social networks. Soc Sci Med. 2015;125:203-213. 
doi:10.1016/j.socscimed.2014.05.049 

 
51.  Gerbasi ME, Richards LK, Thomas JJ, et al. Globalization and eating disorder risk: 

peer influence, perceived social norms, and adolescent disordered eating in Fiji. Int 

J Eat Disord. 2014;47(7):727-737. doi:10.1002/eat.22349 
 
52.  Dalky HF, Al Momani MH, Kh Al-Drabaah T, Jarrah S. Eating Habits and 

Associated Factors Among Adolescent Students in Jordan. Clin Nurs Res. 
2017;26(4):538-552. doi:10.1177/1054773816646308 

 
53.  Mollen S, Rimal RN, Ruiter RAC, Kok G. Healthy and unhealthy social norms 

and food selection. Findings from a field-experiment. Appetite. 2013;65:83-89. 



  73 

doi:10.1016/J.APPET.2013.01.020 
 
54.  Robinson E, Fleming A, Higgs S. Prompting healthier eating: Testing the use of 

health and social norm based messages. Heal Psychol. 2014;33(9):1057-1064. 
doi:10.1037/a0034213 

 
55.  States Department of Agriculture U. THE NATIONAL SCHOOL LUNCH 

PROGRAM. http://www.fns.usda.gov/tn/team-nutrition. Accessed October 30, 
2018. 

 
56.  Department of Agriculture Food and Nutrition Service 7 CFR Parts 210 and 220 

Nutrition Standards in the National School Lunch and School Breakfast Programs; 

Final Rule E:\FR\FM\26JAR2.SGM 26JAR2 Tkelley on DSK3SPTVN1PROD with 

RULES2. www.regulations.gov. Accessed October 30, 2018. 
 
57.  Model School Wellness Policy Language.; 2017. www.changelabsolutions.org. 

Accessed October 24, 2018. 
 
58.  Gorski MT, Cohen JFW, Hoffman JA, et al. Impact of Nutrition Standards on 

Competitive Food Quality in Massachusetts Middle and High Schools. Am J 

Public Health. 2016;106(6):1101-1108. doi:10.2105/AJPH.2016.303139 
 
59.  Smart Snacks in School USDA’s &quot;All Foods Sold in Schools&quot; 

Standards. https://fns-prod.azureedge.net/sites/default/files/cn/allfoods-flyer.pdf. 
Accessed October 28, 2018. 

 
60.  Cullen KW, Chen T-A, Dave JM, Jensen H. Differential Improvements in Student 

Fruit and Vegetable Selection and Consumption in Response to the New National 
School Lunch Program Regulations: A Pilot Study. J Acad Nutr Diet. 
2015;115(5):743-750. doi:10.1016/j.jand.2014.10.021 

 
61.  Robinson-O’Brien R, Burgess-Champoux T, Haines J, Hannan PJ, Neumark-

Sztainer D. Associations between school meals offered through the National 
School Lunch Program and the School Breakfast Program and fruit and vegetable 
intake among ethnically diverse, low-income children. J Sch Health. 
2010;80(10):487-492. doi:10.1111/j.1746-1561.2010.00532.x 

 
62.  Coyle KK, Potter S, Schneider D, et al. Distributing free fresh fruit and vegetables 

at school: results of a pilot outcome evaluation. Public Health Rep. 
2009;124(5):660-669. doi:10.1177/003335490912400508 

 
63.  Chamberland K, Sanchez M, Panahi S, Provencher V, Gagnon J, Drapeau V. The 

impact of an innovative web-based school nutrition intervention to increase fruits 
and vegetables and milk and alternatives in adolescents: a clustered randomized 
trial. Int J Behav Nutr Phys Act. 2017;14(1):140. doi:10.1186/s12966-017-0595-7 



  74 

 
64.  Siega-Riz AM, El Ghormli L, Mobley C, et al. The effects of the HEALTHY study 

intervention on middle school student dietary intakes. Int J Behav Nutr Phys Act. 
2011;8:7. doi:10.1186/1479-5868-8-7 

 
65.  Alaimo K, Carlson JJ, Pfeiffer KA, et al. Project FIT: A School, Community and 

Social Marketing Intervention Improves Healthy Eating Among Low-Income 
Elementary School Children. J Community Health. 2015;40(4):815-826. 
doi:10.1007/s10900-015-0005-5 

 
66.  Springer AE, Kelder SH, Byrd-Williams CE, et al. Promoting Energy-Balance 

Behaviors Among Ethnically Diverse Adolescents. Heal Educ Behav. 
2013;40(5):559-570. doi:10.1177/1090198112459516 

 
67.  Horne PJ, Tapper K, Lowe CF, Hardman CA, Jackson MC, Woolner J. Increasing 

children’s fruit and vegetable consumption: a peer-modelling and rewards-based 
intervention. Eur J Clin Nutr. 2004;58(12):1649-1660. 
doi:10.1038/sj.ejcn.1602024 

 
68.  Christian MS, Evans C El, Nykjaer C, Hancock N, Cade JE. Evaluation of the 

impact of a school gardening intervention on children’s fruit and vegetable intake: 
a randomised controlled trial. Int J Behav Nutr Phys Act. 2014;11:99. 
doi:10.1186/s12966-014-0099-7 

 
69.  Heim S, Stang J, Ireland M. A Garden Pilot Project Enhances Fruit and Vegetable 

Consumption among Children. J Am Diet Assoc. 2009;109(7):1220-1226. 
doi:10.1016/j.jada.2009.04.009 

 
70.  Parmer SM, Salisbury-Glennon J, Shannon D, Struempler B. School gardens: an 

experiential learning approach for a nutrition education program to increase fruit 
and vegetable knowledge, preference, and consumption among second-grade 
students. J Nutr Educ Behav. 2009;41(3):212-217. doi:10.1016/j.jneb.2008.06.002 

 
71.  Signal LN, Stanley J, Smith M, et al. Children’s everyday exposure to food 

marketing: an objective analysis using wearable cameras. Int J Behav Nutr Phys 

Act. 2017;14(1):137. doi:10.1186/s12966-017-0570-3 
 
72.  Harris JL, Marlene Schwartz MB, Munsell CR, et al. Measuring Progress in 

Nutrition and Marketing to Children and Teens Fast Food FACTS 2013: 

Measuring Progress in Nutrition and Marketing to Children and Teens.; 2013. 
https://www.rwjf.org/content/dam/farm/reports/reports/2013/rwjf408549. 
Accessed October 30, 2018. 

 
73.  Folta SC, Goldberg JP, Economos C, Bell R, Meltzer R. Food advertising targeted 

at school-age children: a content analysis. J Nutr Educ Behav. 2006;38(4):244-



  75 

248. doi:10.1016/j.jneb.2006.04.146 
 
74.  Emond JA, Bernhardt AM, Gilbert-Diamond D, Li Z, Sargent JD. Commercial 

Television Exposure, Fast Food Toy Collecting, and Family Visits to Fast Food 
Restaurants among Families Living in Rural Communities. J Pediatr. 
2016;168:158-63.e1. doi:10.1016/j.jpeds.2015.09.063 

 
75.  Harris JL, Schwartz MB, Brownell KD. Marketing foods to children and 

adolescents: licensed characters and other promotions on packaged foods in the 
supermarket. Public Health Nutr. 13(3):409-417. 
doi:10.1017/S1368980009991339 

 
76.  Lapierre MA, Brown AM, Houtzer H V, Thomas TJ. Child-directed and nutrition-

focused marketing cues on food packaging: links to nutritional content. 2016. 
doi:10.1017/S1368980016002317 

 
77.  Grigsby-Toussaint DS, Moise IK, Geiger SD. Observations of Marketing on Food 

Packaging Targeted to Youth in Retail Food Stores. Obesity. 2011;19(9):1898-
1900. doi:10.1038/oby.2011.120 

 
78.  Grigsby-Toussaint DS, Rooney MR. Food marketing targeting youth and families: 

what do we know about stores where moms actually shop? J Environ Public 

Health. 2013;2013:674181. doi:10.1155/2013/674181 
 
79.  Emond JA, Smith ME, Mathur SJ, Sargent JD, Gilbert-Diamond D. Children’s 

Food and Beverage Promotion on Television to Parents. Pediatrics. 
2015;136(6):1095-1102. doi:10.1542/peds.2015-2853 

 
80.  AKTAS ARNAS Y. The effects of television food advertisement on children’s 

food purchasing requests. Pediatr Int. 2006;48(2):138-145. doi:10.1111/j.1442-
200X.2006.02180.x 

 
81.  Wansink B, Shimizu M, Camps G. What would Batman eat?: priming children to 

make healthier fast food choices. Pediatr Obes. 2012;7(2):121-123. 
doi:10.1111/j.2047-6310.2011.00003.x 

 
82.  Upton, Penney, et al. “The Effects of the Food Dudes Programme on Children’s 

Intake of Unhealthy Foods at Lunchtime.” Perspectives in Public Health, vol. 135, 
no. 3, May 2015, pp. 152–159, doi:10.1177/1757913914526163. 

 
83.  Evans A, Ranjit N, Hoelscher D, et al. Impact of school-based vegetable garden 

and physical activity coordinated health interventions on weight status and weight-
related behaviors of ethnically diverse, low-income students: Study design and 
baseline data of the Texas, Grow! Eat! Go! (TGEG) cluster-randomized controlled 
trial. BMC Public Health. 2016;16(1):973. doi:10.1186/s12889-016-3453-7 



  76 

 
84.  Moreno-Black G, Stockard J. Salad bar selection patterns of elementary school 

children. Appetite. 2018;120:136-144. doi:10.1016/J.APPET.2017.08.034 
 
85.  Hanks AS, Just DR, Brumberg A. Marketing Vegetables in Elementary School 

Cafeterias to Increase Uptake. Pediatrics. 2016;138(2):e20151720. 
doi:10.1542/peds.2015-1720 

 
86.  Morse WC, Lowery D, Steury T. The Significance of Saturation. Qual Health Res. 

1995;5(2):147-149. doi:https://doi.org/10.1177/104973239500500201 
 
87.  Department of Agriculture U, Service N. Be Brave and Try New Foods Poster. 

http://teamnutrition.usda.gov. Accessed March 19, 2019. 
 
88.  Make Today a Try-Day in CACFP: Poster/Sticker Set | Food and Nutrition 

Service. https://www.fns.usda.gov/make-today-try-day-cacfp-postersticker-set. 
Accessed March 19, 2019. 

 
89.  Usda. Dark-Green Veggies in the House Tonight! Explore a World of Possibilities in 

the Garden and on Your Plate.; 2013. https://fns-
prod.azureedge.net/sites/default/files/diginposter_dj.pdf. Accessed March 19, 
2019. 

 
90.  MyPlate for Kids: Make Half Your Plate Fruits and Vegetables Poster | Food and 

Nutrition Service. https://www.fns.usda.gov/tn/myplate-kids-make-half-your-
plate-fruits-and-vegetables-poster. Accessed March 19, 2019. 

 
91.  Vitamins | Kids Discover Online. 

https://online.kidsdiscover.com/infographic/vitamins?ReturnUrl=/infographic/vita
mins. Accessed March 19, 2019. 

 
92.  Eat More Color | American Heart Association. https://www.heart.org/en/healthy-

living/healthy-eating/add-color/eat-more-color. Accessed March 19, 2019. 
 
93.  Savor the Flavor of Eating Right : NCHPAD - Building Healthy Inclusive 

Communities. 
https://www.nchpad.org/1459/6384/Savor~the~Flavor~of~Eating~Right. Accessed 
March 19, 2019. 

 
94.  USDA. https://www.usda.gov/. Accessed January 5, 2019. 
 
95.  Chef Ann Foundation. http://www.chefannfoundation.org/. Accessed January 5, 

2019. 
 
96.  Home - Fruits &amp; Veggies More Matters : Health Benefits of Fruits &amp; 



  77 

Vegetables. https://www.fruitsandveggiesmorematters.org/. Accessed January 5, 
2019. 

 
97.  American Heart Association | To be a relentless force for a world of longer, 

healthier lives. https://www.heart.org/en/. Accessed January 5, 2019. 
 
98.  Team Nutrition | Food and Nutrition Service. https://www.fns.usda.gov/tn/team-

nutrition. Accessed January 5, 2019. 
 
99.  FNV – Fruits &amp; Veggies is a brand now. https://fnv.com/. Accessed January 

5, 2019. 
 
100.  Suresh K. An overview of randomization techniques: An unbiased assessment of 

outcome in clinical research. J Hum Reprod Sci. 2011;4(1):8-11. 
doi:10.4103/0974-1208.82352 

 
101.  Fundamentals of Program Evaluation. 

http://ocw.jhsph.edu/courses/FundamentalsProgramEvaluation/PDFs/Lecture5.1.p
df. Accessed March 16, 2019. 

 
102.  Boyland EJ, Halford JCG. Television advertising and branding. Effects on eating 

behaviour and food preferences in children. Appetite. 2013;62:236-241. 
doi:10.1016/j.appet.2012.01.032 

 
103.  Smith LH. Piloting the use of teen mentors to promote a healthy diet and physical 

activity among children in Appalachia. J Spec Pediatr Nurs. 2011;16(1):16-26. 
doi:10.1111/j.1744-6155.2010.00264.x 

 
104.  Thompson E, Johnson DC, Leite-Bennett A, Ding Y, Mehrotra K. The Impact of 

Multiple Strategies to Encourage Fruit and Vegetable Consumption During School 
Lunch. J Sch Health. 2017;87(8):616-622. doi:10.1111/josh.12533 

 
105. Lenhart, Amanda. A Majority of American Teens Report Access to a Computer, 

Game Console, Smartphone and a Tablet. Pew Research Center. 2015



  78 

APPENDIX A 

INSTITUTIONAL REVIEW BOARD 

  



  79 

 
 



  80 

 
 
 



  81 



  82 

APPENDIX B 

PARENTAL CONSENT AND CHILD ASSENT FORMS 



  83 

   



  84 

 



  85 

 

 



  86 

APPENDIX C 

DEMOGRAPHIC SURVEY AND INTERVIEW AGENDA 

 

 

 

 

 

 

 

 

 



  87 

 



  88 

 



  89 

 



  90 

 



  91 

 



  92 

 



  93 

 



  94 

 



  95 

 



  96 

 

 

 

 

 

 

 



  97 

 

 

 

 
 

 

  97 

 

 

 



  98 

APPENDIX D 

STUDENT INTERVIEW RESPONSES 

  



  99 

 Table 4: Perceptions of Marketing Materials 

Student opinion of favorite marketing material in each of 
the four categories 

 

A. Likes 

Student preferences among marketing materials 
 

 Visual Aspects 

Students 
describe 
amount/type of 
color and 
imagery 
preferred in the 
images 

“Mhmm. Uh. I chose this one for 
kind of the, like the visual aspect of 
it. And like the graphic design. 
Because I think it would be also eye 
catching. I think that’s like a very 
important part” 
 
“I like how aesthetically pleasing it 
is. Uh, I like the light color palette. It 
looks really good. And honestly it 
looks a little bit appetizing. “ 
 
“It’s just kinda like a colorful thing 
and it’s got all the kind of foods of 
the different colors of the like the 
rainbow and stuff. Interesting.” 
 

70 quotes 
from 27 

interviews 

 Cartoons and 

Media 

Characters, 
cartoons, movie 
or celebrity 
references that 
participants 
liked. 
 

“I like it cause it’s like a monster. 
And it’s like yeah, creative.” 
 
“Um. I think I first of all like the 
visual. So like, the woman as the spin 
attendant, the DJ.” 
 
“because it’s a popular movie and a 
lot of people like it and they’re like 
linking to grapes so they want them 
to eat them more” 
 
“Um, again, I feel it’s about trying to 
get kids interested in fruits. And its 
kind of like a play-off of a really 
good movie haha.” 

27 quotes 
from 16 

interviews 

 Fruit and/or 

vegetable 

Students 
described fruit or 
vegetable the 
liked in the 
advertisement.  

“um, let’s see, if they were served 
every day at the cafeteria and my 
breakfast, lunch and dinner then of 
course I will eat them so they’re 
pretty good” 
 

136 quotes 
from 39 

interviews 
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“Do I like? Um all the, most of the 
fruits, um, not a lot of the vegetables. 
I don’t eat a lot of vegetables. But 
um, they look really, they look really 
like appetizing in this picture. So, um 
I think it would make me want to try, 
try some of them that I haven’t tried, 
like eggplant. Or um, like really, 
really good in the pictures.” 
 
“I like how it’s about watermelon, 
that’s my favorite fruit and a lot of 
them added like sweet, delish vitamin 
A and C, I think that kinda makes it 
more centered towards us.” 
 

 Information 

Mention of FV 
facts or 
nutritional 
information with 
the goal of 
educating 
student’s. 

“Um. I think it’s about giving you 
more information on like a common 
food or at least one that I choose a 
common food that you eat maybe 
every day. Or every once in a while. 
We don’t know anything about it. 
This kind of gives you like some, 
some fun facts about it.” 
 
“Um it’s unlike the other ones it has 
like more information about it then 
just like what it looks like I guess. 
Like it talks about how it can like 
help protect against cancers, the red 
fruits and vegetables, so it's 
informative” 
 
“because it’s giving off a little facts 
and it’s saying that fruits and veggies 
help your body, it’s not just like that, 
it’s saying nutrients that promote a 
healthy heart like red apples, cherries 
and strawberries, like you know, it’s 
giving off a little more facts” 
 

61 quotes 
from 29 

interviews 

 Length 

Student 
preference of 

“Um, I like the colors and like the 
simplicity of it. It has a message but 
it’s also short. You just read it and 
you’re like oh that’s fun. “ 

21 quotes 
from 13 

interviews 
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length, short or 
long. 

 
“I like that it’s really simple because 
if it was really long then probably a 
lot of people wouldn’t listen to it and 
they would kind of just avoid it, but if 
it’s just like fruits like oranges they’d 
be like oh cool” 
 

B. Dislikes 

Student’s dislikes about marketing materials chosen 
 

 Word Count 

Length of 
advertisement or 
overall word 
count too high 

“This one’s really long too. I don’t 
know. This one. This other one went 
straight to the point” 
 
“..it can seem a little too, too much 
text, maybe? Um. Or, or a little too 
much yeah too much information. 
Maybe? Like it’s not as like visually 
appealing as the other ones that I had 
chosen.” 
 

18 Quotes 
from 12 

interviews 

 Font 

Hard to read, 
either from size 
or type of font. 

“um – I think the print is a little too 
small.” 
 
“I think this fonts kinda hard to read” 
 

7 quotes 
from 7 

interviews 

 Fruit and/or 

vegetable 

Dislike of a 
certain FV 
pictures and/or 
mentioned in the 
marketing 
material 

“Um, it’s got pancakes, fruit loops, 
donuts, muffin, cheese, and milk. 
Fruit and everything else in this 
whole ad- except for the vegetable I 
don’t like.” 
 
“Um, because I feel like people 
would gravitate towards vegetables 
that they usually see, like they 
usually eat. Um, I don’t really see 
anybody eating like radishes or um 
bell peppers” 
 
“It makes me like eggplants less.” 
 

28 quotes 
from 18 

interviews 

 Color 

Participant 
dislikes color or 
thinks there’s not 

“It’s a little boring, if anything. It’s 
pretty bland, just some words and a 
actor pointing, but other than that, 
that’s about it.” 

13 quotes 
from 10 

interviews 
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enough color in 
image 

 
“Hmm.. Uh... maybe like the brown 
color? In the background maybe uh 
something that’s lighter and more like 
a brighter color would probably be 
cooler cause it would catch the eye 
easier.” 
 
“Uh I wish it was a little more 
appealing to look at.” 
 

 Age 

appropriate 

Participant 
believed 
advertisement 
was better suited 
for children not 
in their age 
group 

“But maybe it would be kind of 
childish for like high schoolers. 
Maybe, I think it would really work 
in elementary school. Like I know if I 
was in elementary school I would like 
this. So kind of having this little like 
mystery like riddle.” 
 
“It’s probably too childish to be 
shown to high school students.” 
 
“Um. Because it says like kids 
discover or like ABC’s that’s 
probably because it’s for children” 
 

14 quotes 
from 9 

interviews 

C. Comprehension 

Students’ understanding of advertisement messaging and 
FV pictured/mentioned 

 

 Confusing 

message 

Student didn’t 
understand 
message or they 
got an entirely 
different 
message than 
intended from 
the marketing 
material. 
 

“Um, makes it kinda look like French 
fries and onion rings are healthy. “ 
 
“Uh talking about the food and your 
digestive system and what digests 
like faster and what digests slower.” 

8 quotes 
from 6 

interviews 

 Hasn’t tried FV 

Student 
recognizes FV 
but hasn’t tried it 

“Because it’s a lot of um vegetables 
that like maybe you never tried 
before or never heard of. And you 
could be like oh what’s that? And 

10 quotes 
from 6 

interviews 
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you could search it up and maybe try 
it. If you like to like um try new 
things.” 
 
“I never had celery or tomatoes” 
 

 Doesn’t 

recognize FV 

Student either 
doesn’t 
recognize FV or 
doesn’t know the 
name of it. 

“I can’t really tell what that is. 
There’s onions, there’s cucumbers, 
there’s peas. There’s onions. I can’t 
tell if that’s onion or um.. I don’t 
know what it’s called.” 
 
“…And also I think it’s um giving 
like some like the names of the, the 
vegetables cause a lot of people 
probably don’t know most vegetables 
or the vegetables that aren’t like 
bananas and or like cucumbers.” 
 

22 quotes 
from 16 

interviews 
 
 

D. Social Influences 

Participant perception of themselves, their peers’ diets 
and FV preferences. 

 

 Peers like FV 

Student 
perception that 
peers would like 
the FV in the 
advertisement. 

“Umm, one of my friends does like 
vegetables a lot, and most of my 
friends they love to like, pancakes 
and um fruit. Whenever we have 
salad bar at school, they get salad 
bar.” 
 
“I think they’ll also like how it’s 
based around strawberries cause 
that’s like a popular fruit and like 
how they have a lot of description of 
it” 
 
“I think they’d like most of these 
cause it’s fruits. My friends like 
fruits.” 
 

10 quotes 
in 8 

interviews 

 Peers eat 

unhealthy 

Perception that 
peers eat 
unhealthy and 
that would 

“That it’s dumb. That they shouldn’t- 
like that they wouldn’t care because 
they- the kids like don’t care what 
they eat or what anybody tells them 
to. But, for me, I like it.” 
 

51 quotes 
from 27 

interviews 
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influence 
whether or not 
they liked the 
advertisement. 

“because now, um, kids are more 
leaning towards junk foods or foods 
that are fast food made and they’re 
not really healthy for you so this 
message is something that a lot of 
people need to hear now” 
 
“I think it’s really important 
nowadays. Um. Especially for teens 
like me. Um. This is like all we eat, 
for you know, the people I know. 
Sometimes we just need a reminder 
like maybe we shouldn’t eat that.” 
 

 Perceives diet 

as unhealthy 

Participant 
perceives their 
diet to be 
unhealthy. They 
either claim to 
eat a lot of “junk 
food” or not 
enough FV 

“Yeah, it makes me think about the 
fact that I don’t eat enough 
vegetables.” 
 
“it makes me wanna like moderate all 
of these bad foods, cause of man, I 
don’t have the best diet but it, it 
reminds that you should, you should 
be eating more of these daily and like 
less of the stuff” 
 
“Uh probably all the ones on the 
‘whoa’ side. Um I don’t like to eat a 
lot of vegetables but I really like 
fruits. Um. Probably more the sweet 
stuff I like on this.” 
 

14 quotes 
from 10 

interviews 

E. Health Aspects 

Participant recognition of health aspects of FV and its 
implications. 

 

 Vitamins and 

Minerals 

Mention of 
vitamins and/or 
minerals 
influence student 
choice of 
advertisement 

“Um. I like the, the information about 
vitamins, because I think a lot of 
people don’t know um like the 
benefits of eating vegetables or, or 
healthier foods. Like you just you just 
eat them because like you know 
you’ve heard that they’re healthy. But 
knowing uh like knowing the 
examples of what what parts of the 
body it helps and and the like which 

49 quotes 
in 26 

interviews 
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specific vitamins. So that’s why I 
picked this one over the other ones.” 
 
“Uh, how it tells you that they’re high 
in vitamin c and that they keep help 
heal wounds and keep you healthy.” 
 
“Um I think it’s really good to learn 
um where you could get your 
vitamins because a lot of people don’t 
know where to find vitamin A or 
vitamin B.” 
 

 Future impact 

of diet 

Participant sees 
future 
implication of 
dietary choices, 
positive and 
negative 

“Because if we don’t start eating 
healthy at a younger age you can 
grow up to be unhealthy and it will be 
harder to go back to being healthy.” 
 
“Um I think that its important but I 
don’t know if like everyone really is 
really focused on that right now 
because I don’t know, being so young 
it doesn’t really have an effect on us 
yet, like it will eventually but I don’t 
know. It's important to hear now and 
I’m sure that maybe this would I 
don’t know help open people's eyes 
to the fact that like what we’re doing 
now can I don’t know determine what 
happens later.” 
 
“probably closer to my age because 
you know, younger kids don’t really 
care about healthy food too much and 
I guess at my age, these ones are 
more mature and yeah it’s like their 
deaths matter and that’s like 
forever..” 
 

25 quotes 
in 18 

interviews 

 Importance of 

FV 

FV are important 
for daily 
function, such as 
sports or school 

“that one was good, I always like to 
hear that I'm being helped by what 
I’m eating and uh that- uh for 
encouragement for getting people to 
eat more fruits I like the health 
benefits that are there” 

23 quotes 
in 16 

interviews 



  106 

 
“It’s really good. I think that um most 
people don’t like fruits ‘cause they 
say they’re too sweet and that it’s not 
good for you but really fruits have 
natural sugars in them so it’s that’s 
okay for your body but it’s the 
artificial sugars that aren’t good for 
you.” 
 

 Certain foods 

are unhealthy 

Students state 
that certain foods 
are unhealthy 
and certain foods 
are healthy. 

“I think they pronounced something 
good because, I mean yeah, could 
you know that bacon isn’t that great 
if for your system and sugar cereal 
and all that isn’t the best for you” 
 
“Uh it seems like they’re trying to tell 
us there are good types of food and 
wrong types of food to eat.” 
 
“It’s telling me that it’s not really a 
good thing, well, not the best thing of 
course to eat mostly the things on 
here, which I like but don’t gobble 
down like it’s water or something like 
that. So it’s just a little bit of these 
things but you know, I kinda should 
have saw that coming.” 
 

10 Quotes 
in 5 

interviews 

 

 

 


