
Accepted Manuscript 

 
 

Title: Television advertising of food during children's programming in Nepal 

 

Author: Andrew D. Menger-Ogle, Ashlie Johnson, John A. Morgan, Dan J. 

Graham 

 

PII:  S0899-9007(18)30121-7 

DOI:  https://doi.org/10.1016/j.nut.2018.02.027 

Reference: NUT 10176 

 

To appear in: Nutrition 

 

Received date: 3-11-2017 

Revised date: 6-2-2018 

Accepted date: 11-2-2018 

 

 

Please cite this article as:  Andrew D. Menger-Ogle, Ashlie Johnson, John A. Morgan, Dan J. 

Graham, Television advertising of food during children's programming in Nepal, Nutrition (2018), 

https://doi.org/10.1016/j.nut.2018.02.027. 

 

This is a PDF file of an unedited manuscript that has been accepted for publication.  As a service 

to our customers we are providing this early version of the manuscript.  The manuscript will 

undergo copyediting, typesetting, and review of the resulting proof before it is published in its 

final form.  Please note that during the production process errors may be discovered which could 

affect the content, and all legal disclaimers that apply to the journal pertain. 

 

 



Food Adverts in Nepal DRAFT  1 

(a) Article Title:  Television Advertising of Food during Children's Programming in Nepal 1 

 2 

(b) Complete Names of all Authors and their Affiliation/s:  3 

Andrew D Menger-Ogle, Ph.D.: Colorado State University 4 

Ashlie Johnson, BS: Colorado State University 5 

John A Morgan, BS: Clemson University  6 

Dan J Graham, PhD: Colorado State University 7 

 8 

(c) Contact details [tel/fax number and email address] of the corresponding author:  9 

I would prefer not to list a telephone/fax number, but my permanent email address is below: 10 

andrew.menger-ogle@alumni.colostate.edu 11 

 12 

Highlights 13 

 In Nepal, 57 hours of children’s television programming were recorded. 14 

 1,203 food commercials were analyzed for nutrient content and marketing appeals. 15 

 70% of commercials advertised foods had high saturated fat, sugar, and/or sodium. 16 

 Every commercial featured a children-directed appeal (e.g., animated effects). 17 

 18 

 19 

Abstract 20 

 21 

Objective: The World Health Organization has recommended that advertising of unhealthy food 22 

to children decrease in quantity (exposure) and efficacy (power).  The degree to which marketing 23 

practices align with these recommendations varies across countries. The purpose of this study is 24 

to describe the television food marketing landscape that children experience in the South Asian 25 

country of Nepal. 26 

Research Methods & Procedures: Commercials from 57 hours of television were recorded from 27 

three channels during hours that children’s programming was played. In a content analysis of 28 
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