BIG ADS, BIG KIDS

“Does advertising affect childhood obesity in children between the ages of 2 and 14 who live in
a poorer socioeconomic class?” By Krystal Munro

New Zealand has the third highest rate of obesity in adults in the developed world. (Ministry of Health, 2016). It was found
that one in nine children were obese, 19% of these were Maori and 30% were Pacific children Ministry of Heath, 2016).
Because of these statistics childhood obesity has become a major clinical issue, especially in primary health care.
This is due to primary health care organisations being the child's first point of contact with the health system (Ministry
of Health, 2016). Overweight children and adolescents grow to be obese adults. One potential contributor to childhood
obesity is television viewing and exposure to advertising.

Literature Review

It was found that low income children spent more time watching television and have higher levels of media ex-
posure than higher income children. Because of this they are exposed to a high rate of food advertising at home
(Kumanyika & Grier, 2006).

Children are easily moulded by what they see in television advertising. Chou, Rashad and Grossman (2008), found that
children are more likely to request specific brand name products that are advertised on television.

Uter, Scragg and Schaaf (2006), found that children who watched two or more hours of television per day were more
likely to eat commonly advertised foods and were twice as likely to be consuming soft drinks, hamburgers and
fries. Children exposed to advertising were found to choose the advertised product at a higher rate.
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Population I want to focus on obesity in children aged be- I wish to focus on this age group due to it being
tween the ages of two years old and fourteen years the ages in which children are defined.
old.

Exposure I want to explore how advertising affects children It is being found that more and more children are
with obesity in New Zealand leading sedentary lifestyles so I wish to see how

the advertising they are being exposed to effects
their obesity.

Comparison I want to compare children who live in a higher =~ Children who live in poorer socioeconomic clas-
socioeconomic class to children who live in a ses have been found to be more likely to be inside
poorer socioeconomic class. watching television than children in higher socio-

economic class due to the different environments
in which they live/.

Outcome I want to know if advertising affects the rates of I suspect that advertising will have an affect on
obesity in children between the ages of 2 and 14.  the rates of obesity in children between the ages

of 2 and 14.
Time No timeframe This is an ongoing issue.
Rationale

The purpose of Whitehead’s (2013) PECOT model is to assist in formulation of a clinical research question (as cited in Schneider,
Whitehead, LoBiondo-Wood, & Haber, 2013) By using the PECOT model I have refined my search question from what factors affect
childhood obesity in New Zealand to: “Does advertising affect childhood obesity in children between the ages of 2 and 14
who live in a poorer socioeconomic class?”

Posters present key elements of research in an easy to read format. It summarizes the study in enough detail to educate peo-
ple without providing people with to much information. Posters summarize the key points (Taggart and Arslanian, 2000). A well de-
signed poster will be visually stimulating and will reflect the importance of the topic (Taggart and Arslanian, 2000). Posters provide
a creative, eye catching and quite detailed way of presenting research findings. They allow personal interaction, networking
and problem solving (Schneider, Whitehead, LoBiondo-Wood, & Haber, 2013).

By visualizing information on a poster it allows patterns to be seen and for the person to be able to gain new insight. Visual-
ising information helps to make it more memorable, structures information and place information in context (Ellstrom, n.d.). I
choose to do a poster to present my information on childhood obesity and the effects of advertising because of these reasons.
I wanted my information to be eye-catching, visually stimulating and memorable.

To improve the New Zealand children’s health status, it is important that parents, schools and health professionals work to-
gether to help combat the obesity epidemic. By RN’s and families understanding the influences advertising and poorer soci-
oeconomic status has on childhood obesity, they can make a difference. It is important that nurses in the primary health care
setting are advocates for their patients and assist them to make healthy life style changes, this will in turn help overcome the
barriers of child obesity and help to make New Zealand children healthier which will decrease the alarming childhood obesi-
ty statistics.
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