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IMPORTANCE Exposure to large numbers of television advertisements for foods and
beverages with little or no nutritional value likely contributes to poor diet among youth. Given
higher rates of obesity and overweight for Hispanic youth, it is important to understand the
amount and types of food advertising they view.

OBJECTIVE To quantify the amount of food and beverage advertising viewed by Hispanic
youth on Spanish- and English-language television and compare it with the amount of food
and beverage advertising viewed by non-Hispanic youth.

DESIGN, SETTING, AND PARTICIPANTS Data on gross rating points that measured advertising
viewed on national broadcast and cable television in 2010 using a Nielsen panel of
television-viewing households of Hispanic and non-Hispanic preschoolers (2-5 years),
children (6-11 years), and adolescents (12-17 years).

MAIN OUTCOMES AND MEASURES Food and beverage television advertisements viewed on
English- and Spanish-language television by product category and television-viewing times by
age and language preference.

EXPOSURE Food and beverage advertising on Spanish- and English-language television.

RESULTS In 2010, Hispanic preschoolers, children, and adolescents viewed, on average, 11.6
to 12.4 television food ads per day; the majority of these ads (75%-85%) appeared on
English-language television. Fast food represented a higher proportion of food ads on
Spanish-language television. Consistent with television-viewing patterns, Hispanic
preschoolers saw more Spanish-language food advertisements than did Hispanic children and
adolescents. Owing to somewhat less food advertising on Spanish-language television,
Hispanic children and adolescents viewed 14% and 24% fewer food ads overall, respectively,
compared with non-Hispanic youth. Spanish-language television viewing was highly
concentrated among youth who primarily speak Spanish.

CONCLUSIONS AND RELEVANCE Both Hispanic and non-Hispanic youth view large numbers of
television advertisements for nutrient-poor categories of food and beverage. Although
Hispanic children and adolescents see somewhat fewer of these ads, the higher obesity rates
among Hispanic youth, the greater exposure by Hispanic preschoolers, and the potential
enhanced effects of targeted advertising on Hispanic youth suggest that this exposure may
pose additional risks for Hispanic youth. Continued monitoring is warranted owing to food
companies’ stated intentions to increase marketing to Hispanics.
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H igh obesity rates among young people in the United
States present an urgent public health concern. In
2009-2010, 12.1% of young children (2-5 years of age),

18% of older children (6-11 years of age), and 18.4% of adoles-
cents (12-17 years of age) were obese, double to triple the rates
30 years earlier.1 Exposure to large numbers of advertise-
ments for food products with little or no nutritional value are
likely contributors to this epidemic of obesity.2-5 Although chil-
dren and adolescents encounter food advertising in many dif-
ferent forms, almost half of food companies’ youth-targeted
marketing budgets are spent on television advertising ($745
million in 2006).6 Therefore, television remains the primary
avenue to promote food and beverages to youth. Every day,
2- to 5-year-old children view, on average, 11 food-related tele-
vision ads,7 6- to 11-year-old children view 13 food-related tele-
vision ads,7 and 12- to 17-year-old adolescents view 14 food-
related television ads.8 More than 85% of these ads promote
products high in saturated fat, sugar, and/or sodium.7

The exposure of Hispanic youth to advertising of un-
healthy food raises additional concerns. Hispanic youth (2-19
years of age) are more likely to be overweight than non-
Hispanic white youth (39.1% vs 27.9%).9 In addition, Hispan-
ics have a higher estimated lifetime risk for developing type 2
diabetes mellitus than do non-Hispanic whites and blacks,10

a disease for which overweight and having a poor diet are risk
factors.11 Sugary drink consumption has been linked with being
overweight,12 and Hispanic adolescents consume more soft
drinks than do non-Hispanic white and Asian adolescents.13

In addition, foreign-born Hispanic adolescents and adults14-18

and Hispanic youth who speak Spanish19 have healthier eat-
ing patterns overall than do US-born and English-speaking His-
panics. Therefore, although some Hispanics have healthy di-
etary habits that potentially reduce the risk of overweight and
related disease, this advantage decreases with the level of
acculturation.20,21

Hispanic children and adolescents also may watch more
television than do white children.22-25 One recent study23

reported that, across all television platforms (including the
Internet and mobile devices), Hispanic youth 8 to 18 years of
age watched, on average, 5 hours and 21 minutes of television
daily, whereas white children watched, on average, 3 hours
and 36 minutes of television daily. Another study24 showed
that Hispanics 2 to 7 years of age viewed 2 hours and 23 min-
utes of television per day, 36% more than was found for their
white counterparts. Furthermore, acculturation may impact
television-viewing time. Among Mexican and Cuban adoles-
cents, television-viewing time increases with generation of
US residence,14 and very young children of English-speaking
Hispanic mothers watch significantly more television than do
children of Spanish-speaking mothers.26

Studies examining advertising on children’s television pro-
grams have found significantly fewer food advertisements on
Spanish- vs English-language television: approximately 2 food
ads per hour on Spanish-language programs27,28 compared with
7.6 ads per hour on English-language programs.27 However,
more than 84% of the Spanish-language food ads promoted
products of the lowest nutritional quality compared with 73%
of English-language ads,27 and fast food represented 44% to

47% of food advertising on Spanish-language children’s
television27-29 compared with 36% of food ads on English-
language television.27 Similarly, one study30 of advertising on
Spanish-language television with high viewership by adult
women (18-35 years of age) found that English-language pro-
grams contained more food advertising overall but that fast
food restaurants advertised more often on Spanish-language
television. Nonetheless, Spanish-language advertising for calo-
rie-dense nutrient-poor foods remains a concern because ex-
posure to advertising with messages designed to appeal spe-
cifically to a Hispanic audience may affect them more than
advertising in general-audience media.31-33

Because Hispanic youth may face a greater risk from
exposure to television advertising that promotes calorie-
dense nutrient-poor foods, especially when that advertising
is directly targeted to them, the Institute of Medicine and
others call for additional analyses of food and beverage
advertising directed at Hispanic youth.2,27,28 To date, pub-
lished studies have not quantified the amount of food and
beverage advertising seen by young Hispanics. In addition,
some Hispanic children and adolescents likely watch both
English- and Spanish-language television, but it is not clear
how they divide their viewing time between these channels.
Viewing of Spanish- vs English-language television likely dif-
fers widely by level of acculturation and whether the domi-
nant language in the household is Spanish or English. As a
result, rates of exposure to food advertising by language are
unknown.

To address these gaps in the literature, the present study
(1) documents the amount and categories of food and bever-
age ads Hispanic youth view on Spanish- vs English-language
television, (2) compares their total exposure with the total ex-
posure of non-Hispanic youth, and (3) examines differences
in viewing of Spanish- and English-language television based
on language preference.

Methods
To quantify the amount of television food and beverage ad-
vertising exposure in 2010 for Hispanic and non-Hispanic
youth, data on gross rating points (GRPs) were licensed from
Nielsen and obtained using its Ad*Views database.34 Nielsen
captures data using surveys and panels consisting of a se-
lected group of individuals represented by a sample of the
population. The sample is a multistage, stratified area prob-
ability sample of US housing units.35 The GRPs represent the
total number of advertisements viewed by all individuals in a
specific demographic group over a specific time period (eg,
2010), divided by the total number of individuals in the demo-
graphic group, times 100. Therefore, the GRPs are adjusted for
the size of the population and provide a per capita measure of
exposure to allow direct comparisons between different popu-
lations. The average number of ads viewed by individuals in
a demographic group equals total GRPs divided by 100. The
GRPs are the standard measure used by the advertising indus-
try to evaluate reach and frequency of television advertising
campaigns, and they also have been used in previous re-
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search on child and adolescent exposure to television food and
beverage advertisements.7,8,36,37

The GRPs were obtained for national broadcast and cable
English- and Spanish-language television for products in-
cluded in all Nielsen food, beverage, and restaurant product
classification codes for the following demographic groups: His-
panic and non-Hispanic preschoolers (2-5 years), children (6-11
years), and adolescents (12-17 years). Nielsen defines His-
panic persons as individuals living with a head of household
who self-identifies as “Hispanic.” Each member of the house-
hold reports his or her own language preference. Syndicated
and spot (ie, local) GRPs were not included because Nielsen
does not provide these data for Hispanic persons. In 2010, na-
tional broadcast and cable television accounted for approxi-
mately 90% of food and beverage GRPs for persons younger
than 18 years of age.34

All products were assigned to food categories most heav-
ily marketed to youth as defined in guidelines proposed by the
Interagency Working Group on Food Marketed to Children, a
group composed of representatives from 4 US government
agencies.38 In addition to the Interagency Working Group cat-
egories, separate categories were included for diet and regu-
lar carbonated beverages, energy and sports drinks, and fruits
and vegetables. The GRPs that could not be classified as a spe-
cific food category (eg, ads for a company’s total product line)
or that were not included in the Interagency Working Group

categories (eg, condiments, sauces, meats, jellies, butter, and
baking products) were classified as “all other.”

Another database, Nielsen MarketBreaks,39 provided data
on the average daily time spent viewing Spanish- and English-
language television in 2010 by Hispanic and non-Hispanic pre-
schoolers, children, and adolescents. MarketBreaks also pro-
vided viewing times for Hispanic persons by individuals’
language preference: Spanish only, Spanish mostly, Spanish and
English equally, English mostly, and English only. However,
GRP data were not available for these different Hispanic lan-
guage segments. With the use of 2-proprtion z tests, we iden-
tified significant differences in the proportion of advertising
exposure for different food and beverage categories on Span-
ish- versus English-language television and examined differ-
ences in exposure for Hispanic vs non-Hispanic youth.

Results
In 2010, Hispanic preschoolers, children, and adolescents
viewed 4218, 4373, and 4542 total food and beverage ads on
television, respectively, or 11.6 to 12.4 ads per day (Table 1). The
majority appeared on English-language television. Preschool-
ers viewed 1038 food advertisements on Spanish-language tele-
vision, the most of any age group. However, food advertise-
ments on Spanish-language television comprised just 25% of

Table 1. Amount of Hispanic Youth Exposure to Food and Beverage Advertising on Spanish-Language vs English-Language TV in 2010a

Food Category

Average No. of Ads Viewed (% of Total)

Preschoolers (2-5 y) Children (6-11 y) Adolescents (12-17 y)
Spanish-

Language TV
English-

Language TV
Spanish-

Language TV
English-

Language TV
Spanish-

Language TV
English-

Language TV

Fast food restaurants 306 (29.5)b 685 (21.5) 206 (31)b 830 (22.4) 238 (30.9) 1034 (27.4)

Breakfast cereals 102 (9.8) 633 (19.9)b 61 (9.2) 727 (19.6)b 64 (8.3) 367 (9.7)

Other restaurants 54 (5.2) 407 (12.8)b 31 (4.7) 401 (10.8)b 32 (4.2) 354 (9.4)b

Candy 94 (9.0) 230 (7.2) 63 (9.5) 299 (8.1) 80 (10.4) 392 (10.4)

Prepared foods and meals 49 (4.7) 232 (7.3)b 31 (4.7) 292 (7.9)b 32 (4.2) 275 (7.3)b

Snack foods 39 (3.8) 244 (7.7)b 24 (3.6) 291 (7.9)b 28 (3.7) 256 (6.8)b

Dairy products 97 (9.3) 240 (7.6) 58 (8.7) 260 (7.0) 63 (8.2)b 181 (4.8)
Fruit juice and noncarbonated
beverages 26 (2.5) 147 (4.6)b 16 (2.4) 198 (5.3)b 19 (2.4) 188 (5)b

Carbonated regular beverages 25 (2.4)b 26 (0.8) 17 (2.5)b 37 (1.0) 18 (2.3) 86 (2.3)

Baked goods 18 (1.8) 33 (1.0) 11 (1.7) 41 (1.1) 12 (1.5) 69 (1.8)

Energy and sports drinks 12 (1.2) 32 (1.0) 10 (1.5) 41 (1.1) 18 (2.3) 104 (2.8)

Fruits and vegetables 10 (1.0) 28 (0.9) 6 (1.0) 29 (0.8) 6 (0.8) 37 (1.0)

Frozen and chilled desserts 0 (0.0) 12 (0.4) 0 (0.0) 16 (0.4) 0 (0.0) 18 (0.5)c

Carbonated diet beverages 1 (0.1) 11 (0.3) 1 (0.1) 14 (0.4) 1 (0.2) 31 (0.8)c

All othersd 204 (19.7) 219 (6.8) 129 (19.4) 231 (6.2) 158 (20.5) 382 (10.1)

Total 1037 (100) 3179 (100) 664 (100) 3707 (100) 769 (100) 3774 (100)

Total ads viewed, % 25 75 15 85 17 83

Daily TV viewing, h:min 0:59 2:42 0:40 2:46 0:43 2:40

Total daily viewing, % 27 73 19 81 21 79

No. of ads viewed per hour 2.9 3.2 2.7 3.7 2.9 3.9

Abbreviation: TV, television.
a Analysis of Nielsen data from January 1 to December 31, 2010.
b Exposure to category of ad significantly greater at P < .01.

c Exposure to category of ad significantly greater at P < .05.
d Analysis not applicable.
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their total food advertising exposure. Hispanic children viewed
664 Spanish-language food ads, and adolescents viewed 769
Spanish-language food ads, which represent 15% and 17% of
all food ads viewed, respectively. These numbers largely re-
flect the television-viewing patterns of Hispanic youth. His-
panic preschoolers viewed the most Spanish-language televi-
sion in 2010: 59 minutes per day, on average, or 27% of their
viewing. Children and adolescents viewed, on average, 40 and
43 minutes of Spanish-language television daily, respec-
tively, or 19% and 21% of their viewing, respectively.

Three product categories comprised approximately one-
half of food ads viewed on Spanish-language television by His-
panic youth: fast food, breakfast cereals, and candy. Fast food
represented a significantly higher proportion of food ads
viewed on Spanish- vs English-language television. Approxi-
mately 30% of Spanish-language food ads viewed by His-
panic youth promoted fast food, compared with 22% to 27%
of English-language food ads viewed. Of note, Hispanic pre-
schoolers saw 306 Spanish-language fast food ads, almost 1 ad
per day and 29% to 48% more than Hispanic adolescents and
children. Dairy products (for adolescents) and carbonated bev-
erages (for preschoolers and children) were the only other food
categories with a higher proportion of ads viewed on Spanish-
language television than on English-language television. The
numbers are small, but Hispanic preschoolers viewed equal
numbers of carbonated beverage ads in English and Spanish,
even though they watched 3 times as much English-language
television. Spanish-language television also included signifi-
cantly more advertisements for products in categories not
specified in the Interagency Working Group,38 primarily con-

diments, sauces, meats, jellies, butter, and baking products.
A few categories were advertised significantly less often on
Spanish- vs English-language television, including breakfast
cereals, other restaurants, prepared foods and meals, snack
foods, and fruit juice/noncarbonated beverages.

Spanish-language television viewed by Hispanic youth con-
tained fewer food and beverage ads per hour than did English-
language television. Hispanic children and adolescents, respec-
tively, saw 3.7 and 3.9 food ads per hour on English-language
television vs 2.7 and 2.9 food ads per hour on Spanish-
language television (Table 1). Of note, the English-language tele-
vision viewed by Hispanic preschoolers contained just 3.2 ads
per hour, a lower incidence of food ads than occurred on the Eng-
lish-language television viewed by older youth.

Overall, Hispanic and non-Hispanic children and adoles-
cents watched similar amounts of television: total viewing
times differed by just 4 minutes (Table 2). Owing to less fre-
quent food advertising on Spanish-language television viewed
by youth, Hispanic children and adolescents saw 14% and 24%
fewer food ads in total, respectively, compared with their non-
Hispanic peers. Hispanic preschoolers, however, watched 12%
more television than did non-Hispanic preschoolers (3 hours
and 41 minutes vs 3 hours and 17 minutes). As a result, they
saw just 2% fewer food ads in total. There were only 2 signifi-
cant differences found when comparing the number of ads
viewed by Hispanic youth with the number of ads viewed by
their non-Hispanic peers: breakfast cereals represented a higher
proportion of ads viewed by Hispanic children, whereas non-
Hispanic preschoolers viewed a greater proportion of ads for
prepared foods and meals.

Table 2. Amount of Food and Beverage Advertising Exposure for Hispanic and Non-Hispanic Youth in 2010a

Food Category

Average No. of Ads Viewed, Total, No. (%)

Preschoolers (2-5 y) Children (6-11 y) Adolescents (12-17 y)

Hispanic Non-Hispanic Hispanic Non-Hispanic Hispanic Non-Hispanic

Fast food restaurants 991 (23.5) 966 (22.5) 1036 (23.7) 1142 (23.0) 1272 (28.0) 1522 (27.0)

Breakfast cereals 735 (17.4) 685 (16.0) 788 (18)b 797 (16.0) 431 (9.5) 496 (8.8)

Other restaurants 461 (10.9) 511 (11.9) 432 (9.9) 520 (10.5) 386 (8.5) 529 (9.4)

Candy 324 (7.7) 348 (8.1) 363 (8.3) 433 (8.7) 471 (10.4) 598 (10.6)

Prepared foods and meals 281 (6.7) 337 (7.9)b 323 (7.4) 408 (8.2) 307 (6.8) 433 (7.7)

Snack foods 283 (6.7) 306 (7.1) 315 (7.2) 367 (7.4) 285 (6.3) 370 (6.6)

Dairy products 337 (8.0) 298 (6.9) 318 (7.3) 327 (6.6) 243 (5.4) 269 (4.8)

Fruit juice and noncarbonated
beverages 174 (4.1) 206 (4.8) 214 (4.9) 262 (5.3) 206 (4.5) 285 (5.1)

Carbonated regular beverages 51 (1.2) 50 (1.2) 54 (1.2) 63 (1.3) 104 (2.3) 122 (2.2)

Baked goods 51 (1.2) 63 (1.5) 52 (1.2) 82 (1.7) 81 (1.8) 114 (2.0)

Energy and sports drinks 44 (1.0) 62 (1.4) 51 (1.2) 75 (1.5) 122 (2.7) 168 (3.0)

Fruits and vegetables 39 (0.9) 49 (1.1) 35 (0.8) 53 (1.1) 44 (1.0) 65 (1.2)

Frozen and chilled desserts 13 (0.3) 17 (0.4) 17 (0.4) 22 (0.4) 18 (0.4) 26 (0.5)

Carbonated diet beverages 12 (0.3) 21 (0.5) 15 (0.3) 25 (0.5) 32 (0.7) 45 (0.8)

All others 423 (10.0) 368 (8.6) 360 (8.2) 396 (8.0) 540 (11.9) 590 (10.5)

Total 4219 (100) 4287 (100) 4373 (100) 4972 (100) 4542 (100) 5632 (100)

Daily TV viewing, h:min 3:41 3:17 3:26 3:22 3:23 3:27

No. of ads viewed per hour 3.1 3.6 3.5 4.0 3.7 4.5

Abbreviation: TV, television.
a Analysis of Nielsen data from January 1 to December 31, 2010.

b Exposure to category of ad significantly greater at P < .05.
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Examination of Spanish- and English-language televi-
sion viewing by Hispanic youth with different language pref-
erences provides insights into levels of acculturation and ex-
posure to television food advertising. Individuals who spoke
only or mostly Spanish (ie, Spanish-dominant) comprised 42%
of Hispanic preschoolers, 32% of Hispanic children, and 28%
of Hispanic adolescents, whereas individuals who spoke Eng-
lish and Spanish equally made up 30% of preschoolers, 36%
of children, and 42% of adolescents (Table 3). Almost one-
third of Hispanic youth in all age groups were English-
dominant. Spanish-language television viewing was highly
concentrated among Spanish-dominant youth, with Spanish-
only preschoolers viewing the most (64% of total television
viewing). Youth who speak Spanish and English equally spent
18% to 19% of their television viewing with Spanish-language
television, whereas Hispanic youth who spoke mostly Eng-
lish averaged less than 1 minute of Spanish-language televi-
sion per day. Of note, Hispanic youth who only spoke Spanish
spent the most time watching television within all age groups;
these preschoolers and adolescents watched more than 4 hours
per day, approximately 1 hour more than their non-Hispanic
counterparts. This analysis suggests that Spanish-dominant in-
dividuals account for nearly all the viewing of advertise-
ments on Spanish-language television by youth.

Discussion
To our knowledge, this study presents the first comprehen-
sive examination of food and beverage advertising viewed by
Hispanic youth. According to these Nielsen data, Hispanic and
non-Hispanic youth watched similar amounts of television in

2010, but food ads appeared less frequently on the Spanish-
language television they viewed. As a result, Hispanic youth
saw fewer food and beverage ads on television than did non-
Hispanic youth of the same age. Nonetheless, Hispanic youth
saw 12 television food advertisements every day, with 75% to
85% appearing on English-language television. Previous
research has documented the poor nutritional quality of the
food being advertised on English-language40 and Spanish-
language27-29 television viewed by children and adolescents.
Our study found that approximately one-half of food ads
viewed on Spanish-language television promoted fast food, ce-
real, and candy. Similarly, our study confirmed previous
findings27-29 that fast food represents a higher proportion of
food ads on Spanish- vs English-language television and that
Spanish-language television contains fewer food and bever-
age ads per hour.

Because Hispanic youth face higher rates of obesity and
related diseases than do non-Hispanic white youth,10 these lev-
els of exposure to food advertising raise considerable public
health concerns. In addition, research suggests that Spanish-
language and other targeted advertising could have more of
an effect on Hispanic youth (including bilingual viewers) than
nontargeted ads.32,41,42 The high levels of television viewing
and of exposure to food advertising by the youngest Hispanic
children are especially troubling. Hispanic preschoolers
watched 24 more minutes of television per day than did non-
Hispanic preschoolers, and those who only spoke Spanish
watched more than 4 hours per day. This age group also
watched the most amount of Spanish-language television with
its significant number of advertisements for fast food and
candy, which are not approved for advertising to children ac-
cording to Children’s Food and Beverage Advertising Initia-

Table 3. Daily Viewing Times of Hispanic Youth for English- and Spanish-Language TV by Language Use in 2010a

Language Use
Audience

Estimate, No.
Audience,

%

Total
TV-Viewing
time, h:min

Spanish-Language TV English-Language TV
Viewing

time, h:min Total, %
Viewing

time, h:min Total, %

Hispanic preschoolers (2-5 y) 3 819 000 3:41 0:59 27 2:42 73

Spanish only 366 000 10 4:13 2:41 64 1:32 36

Spanish mostly 1 204 000 32 3:32 1:36 45 1:56 55

Spanish and English equally 1 139 000 30 3:42 0:42 19 3:00 81

English mostly 793 000 21 3:44 0:04 2 3:40 98
English only 317 000 8 3:35 <1 min NA 3:35 100

Hispanic children (6-11 y) 5 009 000 3:26 0:40 19 2:46 81

Spanish only 266 000 5 3:54 1:42 44 2:12 56

Spanish mostly 1 351 000 27 3:19 1:14 37 2:05 63

Spanish and English equally 1 813 000 36 3:26 0:37 18 2:49 82

English mostly 1 102 000 22 3:00 0:04 2 2:56 98
English only 477 000 10 3:31 <1 min NA 3:31 100

Hispanic adolescents (12-17 y) 4 604 000 3:23 0:43 21 2:40 79

Spanish only 222 000 5 4:26 2:35 58 1:51 42

Spanish mostly 1 075 000 23 3:18 1:23 42 1:55 58

Spanish and English equally 1 920 000 42 3:16 0:37 19 2:40 81

English mostly 977 000 21 3:24 0:03 2 3:21 99

English only 410 000 9 3:29 <1 min NA 3:29 100

Abbreviations: NA, not applicable; TV, television. a Analysis of Nielsen data from January 1 to December 31, 2010.
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tive participants.43 Because children younger than 7 or 8 years
of age do not have the cognitive ability to recognize the per-
suasive intent of advertising,44,45 exposure in these early years
may be especially damaging. As suggested by others,26 these
findings demonstrate the need for additional commercial-
free Spanish-language programming for young children.

One limitation of this analysis is that the Nielsen data
did not provide data on advertising exposure based on indi-
viduals’ language preference. However, the high amount of
television viewing by youth who only speak Spanish (ap-
proximately 1 hour more per day than their non-Hispanic
counterparts) warrants future research. This finding sug-
gests that exposure to food advertising could help explain
why healthier eating patterns exhibited by recent Hispanic
immigrants disappear with increasing levels of accultura-
tion. Advertising that persuades new arrivals to make
unhealthy American foods a greater share of their diet likely
has negative consequences. Future research on media and
food marketing exposure by Hispanic youth and adults
should include measures of language dominance and level of
acculturation to further examine this important question.

Although the lower rate of food advertising on Spanish-
language television than on English-language television is an
encouraging finding, food advertisers have increased their fo-
cus on Hispanic consumers in recent years, and Spanish-
language advertising has intensified. From 2010 to 2011, ad
spending on Spanish-language network and cable television
increased by 13% and 21%, respectively, and this growth is ex-
pected to continue.46 Advertisers also have found new ways
to reach young Hispanics who do not regularly watch Spanish-
language television. For example, media companies have in-
troduced new programming with English subtitles and bilin-
gual and youth-oriented content to appeal to younger, more
acculturated Hispanic viewers.47-49 Food and beverage com-
panies also engage in targeted marketing in Latino communi-
ties, including outdoor advertising,50,51 event sponsorships,52,53

and local Spanish-language television.54 Youth exposure to
Spanish-language food and beverage television advertising has
not been tracked in the same way as youth exposure to English-
language food and beverage advertising.7,8,36,37,40 Therefore,
the extent of changes in Hispanic youth exposure to televi-
sion advertising and changes in local Hispanic-targeted mar-
keting is unknown and requires continued monitoring.

The present findings appear to differ from previous
research22-25 that has shown higher amounts of television view-
ing for Hispanic youth than for other youth. In addition, our
study found that the small segment of Hispanic youth who
speak only Spanish (presumably also children with Spanish-
speaking mothers) watched more television than other His-
panic youth, whereas previous studies14,26 showed that foreign-

born Hispanic youth and very young children with Spanish-
speaking mothers watch less television. These discrepancies
are likely due to methodological differences, including com-
parison groups, data collection, and definitions of television
exposure. For example, previous studies22-25 compared His-
panic youth with non-Hispanic white youth, whereas the pres-
ent study compared Hispanic youth with all non-Hispanic (in-
cluding black) youth because Nielsen does not provide data for
non-Hispanic white youth.34 Past research also utilized self-
report data,22-26 whereas with the Nielsen data34 in the pres-
ent study, we measure actual television usage via set-top boxes
in panel members’ homes, thus addressing the limitations of
self-report data.55-57 Although the Nielsen data are also
limited,58 the data do provide the standard measures used by
the advertising industry to assess ads viewed by Hispanic
youth. Because the present study’s goal was to measure ad-
vertising exposure, the Nielsen data34 likely captured the ma-
jority of youth exposure to commercial television, including
both live and prerecorded television. Finally, despite differ-
ences in data collection methods, daily television viewing for
Hispanic youth reported by Nielsen (3 hours and 23-41 min-
utes) in the present study is comparable to the 3 hours and 15
minutes of live and prerecorded television viewing by Hispan-
ics 8 to 18 years of age reported in a recent Kaiser Family Foun-
dation study.23 These differences underscore the potential
methodological differences in assessing exposure, as well as
the need to include specific measures of acculturation in all
research with Hispanic youth and to avoid generalizations
about “Hispanics” as a homogeneous group.

As found in previous research on television food adver-
tising to youth, Hispanic youth view significant numbers of
advertisements for foods and beverages that should be con-
sumed in limited amounts. However, our study also shows
that the majority of this exposure occurs on English-language
television and that food advertising appears less frequently
on Spanish-language television. Although Hispanic youth
viewed somewhat fewer food and beverage advertisements
in total compared with non-Hispanic youth, this exposure
may have greater risks because of the higher rates of obesity
and related disease. Greater exposure to Spanish-language
food advertising among preschoolers and less-acculturated
youth and the predominance of fast food, breakfast cereal,
and candy advertising on Spanish-language television raise
additional concerns. Given the potential for greater effects
from exposure to Hispanic-targeted advertising, the recent
introductions of new media and marketing campaigns tar-
geted to bilingual Hispanic youth, and food companies’
stated intentions to increase marketing to Hispanics, contin-
ued monitoring of food and beverage marketing to Hispanic
youth is required.
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