
 
 

Give to AgEcon Search 

 
 

 

The World’s Largest Open Access Agricultural & Applied Economics Digital Library 
 

 
 

This document is discoverable and free to researchers across the 
globe due to the work of AgEcon Search. 

 
 
 

Help ensure our sustainability. 
 

 
 
 
 
 
 
 

AgEcon Search 
http://ageconsearch.umn.edu 

aesearch@umn.edu 
 
 
 

 
 
 
 
 
 
Papers downloaded from AgEcon Search may be used for non-commercial purposes and personal study only. 
No other use, including posting to another Internet site, is permitted without permission from the copyright 
owner (not AgEcon Search), or as allowed under the provisions of Fair Use, U.S. Copyright Act, Title 17 U.S.C. 

https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
https://makingagift.umn.edu/give/yourgift.html?&cart=2313
http://ageconsearch.umn.edu/
mailto:aesearch@umn.edu


 
Television Food Advertising, Ethnic Marketing and Food Choices among 

Hispanic Children 
 

 
 
 
 
 
 
 
 

Zhu Chen and Rui Huang 
Department of Agricultural & Resource Economics, University of Connecticut 

Contact: zhu.2.chen@huskymail.uconn.edu 
 
 
 
 
 
 
 
 
 
 
 
 

Selected Poster prepared for presentation at the Agricultural & Applied Economics Association 2010  
AAEA, CAES, & WAEA Joint Annual Meeting, Denver, Colorado, July 25-27, 2010 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
Copyright 2010 by Zhu Chen and Rui Huang. All rights reserved. Readers may make verbatim 
copies of this document for non-commercial purposes by any means, provided that this copyright 
notice appears on all such copies.  



Television Food Advertising, Ethnic Marketing and Food Choices among Hispanic Children
Zhu Chen and Rui Huang

Department of Agricultural & Resource Economics, University of Connecticut
Contact: zhu.2.chen@huskymail.uconn.edu

Acknowledgment: The research is a Storrs 
Agricultural Experiment Station state project. 

ABSTRACT:

We investigate how English and Spanish-language food and beverage advertising on TV affects consumers’ food choices, and whether Hispanic and non-Hispanic consumers respond differently to TV 
advertising. The study employ a household panel data and a brand-level advertising exposure data in the candy category. We find that an increase in brand-level English or Spanish-advertising 
increases probability of choosing a brand over other brands, and an increase in advertising in either language, holding everything else constant, increases total candy consumption.  We also find that an 
increase in accumulated past advertising in English but not in Spanish results in an increase in probability of choosing one brand. We do not find that Hispanic and non-Hispanic consumers to respond 
to advertising differently. 

1. Motivations

2. Data

3. Methodology

  Childhood obesity has become a grim public health challenge.

  Many believe TV food and beverage advertising to children is 
responsible, but evidence is far from definitive. 

  Obesity prevalence rates diverge among children from different racial 
and ethnic background and particularly high among the fast-growing 
Hispanic population.

5.  Conclusion and Future workTwo proprietary data sets from AC Nielson.

Data period: Feb 2006 to Dec 2008

Household level panel data on purchases in the candy  category
prices, quantity, promotion, product
characteristics at Universal Product Code (UPC) level for each 
transaction a panel of households make in the candy category.

Weekly brand-level advertising exposure information during the 
same period in 16 DMAs across U.S.

Unique advertising exposure data measured in Gross Rating Point 
(GRP) for audience in five age group: 2-5, 6-11, 12-17, 18-24 and 25+

Research Questions:
What is the role of ethnic advertising of food and beverage on Hispanic 
consumers’ food choices?

Do Hispanic consumers respond differently to TV food and beverage 
advertising?

We estimate a structural demand model for 
candy products which allows consumers 
from various racial backgrounds to 
respond to advertising differently. The 
demand model also allows current and past 
advertising in both English and Spanish to 
influence the choices of the Hispanic 
consumers.

In particular, we specify a conditional logit 
model where households choose among 17 
top candy products and an outside good. 
Prices, advertising, and goodwill which is 
formed by accumulated past advertising all 
play a role in determining a household’s 
choice. Also, the household characteristics 
such as household income, household size, 
and race all enter the demand specification.

Price                                     -0.3989***
(0.1200)

Goodwill in English 0.8110***
(0.0632)

Goodwill in Spanish            0.0488
(0.1182)

Advertising in English 0.1145***
(0.0013)

Advertising in Spanish 0.0362***
(0.0022)

We aim to investigate whether Hispanic and non- 
Hispanic consumers respond differently to TV food 
and beverage advertising and the relative 
effectiveness of TV food and beverage advertising 
in English and Spanish language. Our preliminary 
results show that Spanish language advertising is 
effective in influencing consumers’ brand choices, 
although to a lesser degree. We will estimate a full 
mixed logit model which allows for more flexible 
substitution patterns and accommodate more 
household characteristics, especially age and 
presence of children.  

4.  Results

Coefficient Estimates Averaged across 17 Candy Brands

Where Goodwill is defined as accumulated advertising 
exposure in the past 52 weeks, and advertising is defined as 
current week advertising

Subset of Advertising Elasticity: English vs. Spanish

Where brands are 

1. M&M

2. M&M peanut

3. Hershey kisses peanut butter

4. Reese peanut butter cup

5. Snickers

M&MS CANDY
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