	TABLE 1.Television advertisements of food and drinks (AFD) directed at children. Spain, 2012.
	 

	 
	AFD 
	 

	 
	N
	%
	 

	TV Station
	 
	 
	 

	General interest
	 
	 
	 

	   Telecinco 
	1225
	29.1
	 

	   Antena 3 
	1024
	24.3
	 

	Children and Teenage interest
	 
	 
	 

	   Boing
	378
	9.0
	 

	   Disney Channel
	540
	12.8
	 

	   Neox
	1045
	24.8
	 

	Days of the Week
	 
	 
	 

	   Weekday
	2883
	68.4
	 

	   Weekend
	1329
	31.6
	 

	Type of Advertisement
	 
	 
	 

	   Commercial
	4053
	96.2
	 

	   Sponsorship
	84
	2.0
	 

	   Telepromotion
	75
	1.8
	 

	Regulated by PAOS Code
	 
	 
	 

	   Yes
	2582
	61.3
	 

	   No
	1630
	38.7
	 

	Protected Viewing Time
	 
	 
	 

	   Yes
	1121
	26.6
	 

	   No
	3090
	73.4
	 

	Type of Food Product
	 
	 
	 

	   Food
	2849
	67.6
	 

	   Drink
	1314
	31.2
	 

	   Other*
	49
	1.2
	 

	Total
	4212
	100.0
	 

	 * Food supplements, and combination of foods and drinks. 
	 
	 
	 


	TABLE 2. Nutritional profile of the United Kingdom according to the characteristics of the broadcast and type of product.

	 
	UK Nutrient Profiling Model
	 

	 
	HFSS*             (Less healthy)
	Healthy 
	P value§

	 
	n
	%
	n
	%
	 

	Protected viewing time
	 
	 
	 
	 
	 

	   Yes
	749
	69.0
	337
	31.0
	p<0.001

	   No
	1826
	62.2
	1112
	37.9
	 

	Days of the week
	 
	 
	 
	 
	 

	   Weekday
	1668
	60.7
	1080
	39.3
	p<0.001

	   Weekend
	908
	71.1
	369
	28.9
	 

	Type of Channel
	 
	 
	 
	 
	 

	   General interest
	1283
	60.6
	835
	39.4
	p<0.001

	   Childre-teenage interest
	1293
	67.8
	614
	32.2
	 

	Type of food product
	 
	 
	 
	 
	 

	   Food
	2045
	73.6
	733
	26.4
	p<0.001

	   Drink
	531
	42.6
	716
	57.4
	 

	Regulated by PAOS Code
	 
	 
	 
	 
	 

	   Yes
	1790
	70.7
	242
	29.3
	p<0.001

	   No
	786
	52.7
	707
	47.4
	 

	* High in saturated fats, trans-fatty acids, free sugars, or salt (less healthy).
§ Pearson Chi-Square test.


Figure 1. Number of advertisements of food and drinks (AFD) and percentage which are high in fat, salt or sugar (HFSS), according to the UK Nutrient Profile Model, by nutritional category.
Figure 2. Percentage of advertisements of food and drinks (AFD) by food categories and percentage of those which are high in fat, salt or sugar (HFSS), according to the UK Nutrient Profile Model.
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