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Abstract
TE 155964

This descriptive study used the concept cf “Health Impact Assessment”. Data was
collected primarily by qualitative methods with some quantitative date added. The objectives of
the study were to identify : 1) the amount of televised snack advertisements cn Saturday and
Sunday mornings, 2) the conditions and contexts which had impacts on thc health of primary
schoolchildren in class level 4, 3) health impacts in 4 dimensions of health from televised snack
advertisements, 4) the attitudes and opinions  of stakeholders toward tclevised snack
advertisements and their suggestions for controlling the impacts on health

The target group was a private school in Amphui Mucang, Chiang Mai. The stakcholders
were primary schoolchildren in class level 4 and their parents, teachers, and snack merchants in
school. Data were collected from : 1) the observations on televised advertiscments in child TV
programs during weckend mornings, 2) the records of the period that schoolchildren spent
watching TV by using a 4 - day television watching diary and snack consumption by using a 4 -
day food diary, 3) schoolchildren by structured interview, focus group and group discussion on the

health impacts and 4) the opinions from stakeholders using an structured interview.
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The study found that during weekend mornings, snacks were advertised through channel
3, 7 and 9. The channel with the most frequently advertised snacks (62.0%) was channel 9, with
snack advertisements on average 27 times/hour.

The television watching situation revealed that schoolchildren spent most of their leisure
time watching TV. On the weckend, 45.4 % of them spent more than 6 hours watching TV and the
most favorite TV channel being watched in the mornings of the weekend was channcl 9.

The conditions which determined children’s snack consumption were sales promotion
strategies (cspecially if toys were added), presenters, flavor of snacks, availability of snack shops,
peers, price of snacks, family and school regulations.

Health impacts in 4 dimensions were found as follows :

Physical health impacts : Schoolchildren had an opportunity to consume snacks both at
home and in school. The children ate snacks more frequently on weckends than on weckdays. Half
of the snack consumed were advertised on television. Stakeholders thought that children’s
consumption behavior may lead to health problems, i.c. oral health problems, malnutrition and
hazards from additives such as artificial food colors and monosodium glutamate.

Mental health impacts : Advertisements had an influence on children by altering their
cognitions, affections and behaviors. Consequently, the children strived to consume snacks, which
created conflict with their parents. As a result, stress was found in both children and parents.
However, the content of some advertisements entertained the children. Buying snacks for children
was one way of expressing love from adults.

Social health impacts : Increased amounts cf money were spent on snacks. Conflict was
found between children ana famiiies or school. Children’s lifestyles were guided by
advertisements showing consumption, playing and mmitation. However, advertisements created
good relationships betwcen children and their friends.

Spiritual health impacts : The behaviors shown in the advertisements became part of their
thought and lifestyles. As a result, the children were likely to consume only the advertised snacks.
Moreover, consumption of newly advertised snacks, sometime led to the children’s wanting to be
the first to follow advertising currents and to competition among them. Eventually, this
competition led to lack of helpfulness and kindness on the part of the children, who did not wish to
allow their competitor to gain on them by sharing the gifts.

The stakeholders’s opinions and attitudes towards advertisements were that advertisement
had an influence on their children. Strategies for controlling health impacts in 3 levels, family,

school, and government levels were proposed.

In conclusion, televised snack advertisements had an impact on schoolchildren’s health.
Therefore, all of the related partnerships should cooperate to build a policy to solve these

problems.





