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Abstract 
 

This research investigates whether a program utilising a full commercial marketing mix 

(4P) is more effective than a program using a promotion-only approach in increasing fruit 

and vegetable (FV) intake of children. Additionally, this research examines the 

effectiveness of the parental component of the same program examining the attitudes, 

subjective norms, behavioural control and intentions of parents for serving more fruit and 

vegetables to their children. Finally, the last study investigates the benefits and barriers 

of parents for serving fruit and vegetables, as separate groups of food, to their children as 

a first step to enhance the effectiveness of the parent component of the program. 

 

This research program responds to previous criticisms in social marketing about the 

relevance of the marketing mix. While social marketers such as Gordon (2012), Peattie 

& Peattie (2003), Wood (2008) and Tapp & Spotswood (2013) have criticised the 

marketing mix their criticisms are not founded on empirical data examining the 

effectiveness of the 4Ps. Further, systematic social marketing literature reviews show that 

most social marketing programs do not use the full marketing mix (4P) and most 

programs rely on promotion strategies (Carins & Rundle-Thiele, 2014b; Kubacki, Ronto, 

Lahtinen, Pang, & Rundle-Thiele, 2017; Kubacki, Rundle-Thiele, Lahtinen, & Parkinson, 

2015; Kubacki, Rundle-Thiele, Pang, & Buyucek, 2015). Therefore before one can 

criticise the marketing mix or develop new models (see Tapp & Spotswood, 2013) and 

move beyond the 4Ps altogether, fundamental field experimental research is required to 

test whether a 4P approach is superior to a 1P approach. As a result, the first research 

question in Study 1 is:  

RQ1: Is an intervention using 4Ps more effective than an intervention using only 1P in 

increasing FV intake for Finnish children? 

 

The study demonstrated that the program using a full commercial marketing mix (4Ps) 

was more effective than the program using a promotion-only approach in creating 

behaviour change. The children participating in the 4P program showed a significant 

increase in FV intake at breakfast and breakfast and dinner combined. The children in the 

1P program and control group showed no significant differences. Future research could 

benefit from empirically testing alternative marketing mix models. 
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The second study aims to expand views beyond the downstream audience (children) and 

focus on an important midstream audience, the parents, who have a significant impact on 

their children’s FV intake. The social marketing discipline has been known for focusing 

on downstream audiences, while the importance of midstream and upstream audiences 

has been recently acknowledged (Gordon, 2013; Hoek & Jones, 2011; Russell-Bennett, 

Wood, & Previte, 2013). To contribute to the midstream literature in social marketing, 

the second research question asks: 

RQ2: Can a social marketing FV campaign increase the attitudes, subjective norms, 
perceived behavioural control, and intentions for parents to serve more FVs to their 
children? 

The results of the study showed some promising effects for the parent component, as there 

was a significant increase in subjective norms and behavioural control towards parents 

serving more FV to their children. The control settings showed significant decreases in 

attitudes and subjective norms of parents when considering to serve FVs to the children. 

While the results showed some promise, future research is needed to build a more 

effective parent program component. 

Finally, Study 3 investigates the barriers and benefits for parents for serving fruits and 

vegetables for their children. While the previous literature has examined the barriers and 

benefits of fruits and vegetables as one single group; this study aimed to understand if the 

barriers and benefits were different for fruits and vegetables. This led to the last two 

research questions:  

RQ3a: What are the perceived benefits and barriers for Finnish parents when serving 

fruit for their children? 

RQ3b: What are the perceived benefits and barriers for Finnish parents when serving 

vegetables for their children? 

The results showed that the benefits and barriers are very different for fruits than they are 

for vegetables. Additionally, most of the benefits and barriers were fruit or vegetables 

specific, and cannot be generalised to a whole fruit or vegetable category.  Limitations of 

the research and future research directions are outlined.  

Keywords: Social Marketing, Marketing Mix, Fruits and Vegetables, Midstream, 

Children 
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1. Chapter I: Introduction 
 

This thesis empirically examines the effectiveness of utilisation of the marketing mix in 

a social marketing campaign compared to a promotion-only campaign. The first chapter 

presents an overview of the thesis and focuses on the development of the commercial and 

social marketing mix. Section 1.1 presents the background to the research. Sections 1.2 

and 1.3 outline the research rationale and aims, and Section 1.4 provides an overview of 

the thesis’ structure.  

 

1.1 Background  

Greek physician Hippocrates (460 BC–370 BCE) wrote: ‘Corpulence is not only a disease 

itself, but the harbinger of others’, thereby delivering early understanding that obesity is 

the harbinger of diseases such as diabetes, hypertension, hyperlipidemia (Flegal, 

Graubard, Williamson, & Gail, 2007), cardiovascular diseases, certain cancers, sleep 

apnea (Poirier et al., 2006) and more. The increasing prevalence of overweight and 

obesity in global communities is linked to death, disability, and disease (Colditz, Willett, 

Rotnitzky, & Manson, 1995; Froehlich-Grobe & Lollar, 2011; Garrison, Higgins, & 

Kannel, 1996; Holterman, Le Holterman, & Browne, 2012; Hubert, Feinleib, McNamara, 

& Castelli, 1983; Magarey, Daniels, & Boulton, 2001; Manson et al., 1995; Mokdad et 

al., 2001; Rexrode, Manson, & Hennekens, 1996). The World Obesity Foundation has 

estimated that by 2025 there will be over 2.7 billion overweight adults in the world, up 

from 2 billion in 2014 (Lobstein, 2015). Globally, obesity kills around 3.4 million adults 

every year, and 65% of the world’s population live in countries where overweight and 

obesity kill more people than those identified as underweight (WHO, 2017c). 

Obesity-related illnesses come at a huge cost for society. Obesity is estimated to cost 

annually $2 trillion USD worldwide (Dobbs, Manyika, Chui, & Lund, 2014). In the USA, 

obesity is estimated to cost around $8 billion USD (Wang et al., 2015), while in Canada 

the estimates are $1 billion USD (Krueger, Krueger, & Koot, 2015), in Australia $8.6 

billion USD (PWC Australia, 2015), and in Germany $5.1 billion euros (Dobbs et al., 

2014). There is no recent data of the cost of obesity in Finland; however, data from 2004 

estimated obesity to cost approximately 41 million USD annually (Pekurinen, 2011).  
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Globally, childhood obesity is an increasing health phenomenon (Ayadi, 2008; Booth et 

al., 2003; Kotani et al., 1997; Magarey et al., 2001; OECD, 2017), with over 41 million 

overweight or obese children (aged five or under) and 340 million children and 

adolescents (aged 6–19) estimated around the world (WHO, 2017a). In OECD 

(Organisation for economic co-operation and development) countries, it is estimated that 

nearly one in six children are overweight or obese (OECD, 2017). WHO (World Health 

Organisation) (2014) has predicted that there will be over 70 million overweight or obese 

infants and young children globally by 2025 if the trend continues. 

In Finland, obesity has grown steadily over the past 40 years (Männistö, Laatikainen, & 

Vartiainen, 2012). Currently, one in two Finnish adults are overweight and one in five are 

obese (THL, 2017). Several studies have shown that Finnish children are also suffering 

from overweight and obesity. Weight measures taken between 2007–2009 showed that 

18% of 3–12-year-old Finnish children were overweight and 4% were obese (Mäki, 

Sippola, Kaikkonen, Pietiläinen, & Laatikainen, 2012). A study that collected data from 

Finnish hospitals found that one in every 10 three year olds and one in every 6 six year 

olds are obese or overweight (Kaikkonen et al., 2012). Recent statistics show that 25% of 

2–16-year-old boys and 16% of 2–16-year-old girls are overweight (Mäki et al., 2017). 

Over the past few decades, Finland’s government and government-funded associations 

have aimed to prevent obesity by employing a range of strategies. The National Institute 

of Health and Welfare has delivered a national obesity programme, which started in 2012, 

to influence healthcare professionals, municipalities, sports clubs, the food industry, and 

media to become more aware of the issue of obesity (THL, 2014). Finland’s Veikkaus 

Association collects funding through gambling, which in turn funds charities and 

associations’ aims to combat issues such as obesity (Veikkaus, 2018). For example, the 

Finnish Heart Association’s programme Handy Family aims to educate parents of 

children about healthy foods and physical activity (Sydänliitto, 2018). Despite the 

numerous efforts to address obesity, the prevalence of obesity has increased 162% in the 

last 30 years in Finland (Findikaattori, 2018). In line with this increase, obesity-related 

diseases, such as type 2 diabetes, has increased by 77% from 138 000 annual patients in 

1997 to 245 000 annual patients in 2007 in Finland (Sund & Koski, 2009). When 

combining type 1 and 2 diabetes, Finland has experienced an annual increase of 4.7% 

(Sund & Koski, 2009). The prevalence of type 1 and 2 diabetes has increased from 4.3% 

to 9% in men and from 5% to 7.9% in women worldwide between 1980 to 2014 
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(OECD/European Observatory on Health Systems and Policies, 2017). The northwestern 

European region, which Finland is part of, does rank lowest in diabetes and is almost 4 

times lower than at the other extreme (20%) in Polynesia and Micronesia.  The NCD 

Risk Collaboration (2016) found that this trend is happening partly because of the 

following trends of  population becoming older, the rise of obesity and the decrease in 

physical activity. The prevalence of diabetes in Finland ranks highest in the EU for 

children with over twice as many children with diabetes (per 1000 children) than Sweden, 

which stands second highest in the ranking  (OECD/European Observatory on Health 

Systems and Policies, 2017).  

 

1.2 Research rationale and aims 

 

The rise of obesity is indicating that current obesity prevention strategies are not working 

well enough. While extensive research has been conducted to understand which 

behaviour-changing strategies work (or do not work) (Forbus & Snyder, 2013; Kriemler 

et al., 2010; Manios, Moschandreas, Hatzis, & Kafatos, 2002; Reilly et al., 2006; Warren, 

Henry, Lightowler, Bradshaw, & Perwaiz, 2003), the majority of behaviour-changing 

campaigns still focus on education and law, and disregard social marketing (Forbus & 

Snyder, 2013; Rothschild & Weinreich, 2011). Social marketing, a behavioural change 

discipline, could be one answer to assist in overcoming the obesity epidemic. Social 

marketing aims influence behaviours that benefit individuals and communities for the 

greater social good by developing and integrating different marketing concepts alongside 

other approaches (ISMA, 2013).  Six benchmark social marketing criteria were put forth 

by Andreasen (Andreasen, 2002) to distinguish social marketing form other disciplines. 

According to these criteria, social marketing employs one or more of the following aims 

and characteristics: (1) behaviour change, (2) understanding the consumer through 

research, (3) understanding the competition, (4) segmentation, (5) use of the marketing 

mix, and (6) the delivery of exchange (Andreasen, 1994, 2002). Later in 2006, theory and 

insight were added to the criteria by the National Social Marketing Centre (French & 

Blair-Stevens, 2006a).  

 

Acknowledged as a sub-discipline of marketing (Yam, Russell-Bennett, Foth, & 

Mulcahy, 2017), social marketing has adopted techniques from the commercial marketing 
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world including the marketing mix (Andreasen, 1994). The marketing mix was originally 

defined for social marketing by Kotler and Zaltman (1971) as the four ‘Ps’ (4Ps): product, 

price, place, and promotion. While the marketing mix provides a framework for 

generating ideas and for being innovative (Donovan & Henley, 2010), the marketing mix 

has not been used in many social marketing interventions (Almosa, Parkinson, & Rundle-

Thiele, 2017; Kubacki et al., 2017; Kubacki, Rundle-Thiele, Lahtinen, et al., 2015; 

Kubacki, Rundle-Thiele, Pang, et al., 2015), and the majority of campaigns still focus on 

promotion-only, or 1P, approaches (Kubacki et al., 2017; Kubacki, Rundle-Thiele, Pang, 

et al., 2015). Carins and Rundle-Thiele (2014) found that 18 out of 34 healthy eating 

social marketing interventions were promotion-only or social advertising interventions. 

Furthermore, a review of social marketing campaigns targeting children by Kubacki, 

Rundle-Thiele, Parkinson and Lahtinen (2014) showed that only five out of 23 

interventions used the full marketing mix, while seven interventions relied solely on 

promotion. Another social marketing review by Kubacki, Rundle-Thiele, Pang and 

Buyucek (2015) showed that only two out of 23 interventions used a full marketing mix.  

Taken together, reviews in social marketing suggest that promotion-only strategies 

dominate social marketing practise (Carins & Rundle-Thiele, 2014a; Kubacki et al., 2017; 

Kubacki, Rundle-Thiele, Pang, et al., 2015). Further, review evidence suggests that when 

more of the Ps are used, behaviour change may be more likely (Carins & Rundle-Thiele, 

2014a; Kubacki et al., 2017). In sum, too few social marketing interventions employ the 

full marketing mix.  

However, the social marketing mix has been criticised by many academics. For example, 

Peattie and Peattie (2003) suggested that the social marketing mix has several limitations, 

and that social marketing scholars are trying to force-fit the 4Ps – e.g. the product – into 

social marketing without actually knowing whether the product is the desired behaviour 

or an actual tangible tool of the campaign. Peattie and Peattie (2003) recommended that 

social marketers should focus on social propositions rather than products, cost of 

involvement instead of price, accessibility instead of place and social communication 

instead of promotion. Wood (2008) criticised price, noting that in many social marketing 

interventions the target audience does not always benefit directly from the perceived cost 

of changing behaviour and offered alternative names for the 4Ps: Social product, social 

price, social distribution and social promotion. Gordon (2012) suggested that the 

marketing mix is outdated in today’s contemporary social marketing context and 
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proposed a new model including 1. Circumstances, 2. Organisation and competition, 3. 

Cost, 4. Consumer, 5. Process and 6. Channels and strategies. Tapp and Spotswood 

(2013) indicated that social marketers should forgo the 4Ps, and introduced a new model 

– namely the COM-SM (Capability, opportunity and motivation) framework. The 4Ps 

have also been criticised for aiming for short term sales (Gordon, 2012) while 

disregarding strategic long term relational thinking (Rafiq & Ahmed, 1995). Further, 

social marketing has been criticised for its internal orientation, being designed towards 

the seller (Constantinides, 2006), which further showcases how the 4Ps is downstream 

focused given it does not account for mid- or upstream social marketing. Downstream 

social marketing aims to influence the target audience directly (Hoek & Jones, 2011), 

while midstream social marketing focuses on influencing community institutions which 

can help in delivering downstream social marketing programs (Gordon, 2013). Upstream 

social marketing aims to change policies (Gordon, 2012), which alongside with training 

people (such as training bartenders to be more responsible when serving alcohol) have 

been named as common techniques used in social marketing (Stead, Gordon, Angus, & 

McDermott, 2007); none of which fits the social marketing mix model. 

Regardless of criticisms of the 4Ps and the emergence of alternative models, the 

effectiveness of using the full marketing mix, in contrast to a promotion-only approach 

(1P), has yet to be examined using an experimental design. Study 1 of this thesis, 

therefore, aims to address this existing gap in the social marketing literature by 

investigating whether application of the full social marketing mix (4Ps) is more effective 

in changing fruit and vegetable (FV) intake of Finnish children compared to a 1P 

(promotion-only) approach. The first research question (RQ) of the thesis is: 

RQ1: Is an intervention using 4Ps more effective than an intervention using only 1P in 

increasing FV intake for Finnish children? 

Following Study 1’s investigation on the effectiveness of utilising the social marketing 

mix, Study 2 looks beyond the downstream audience and addresses an important 

midstream audience in the context of children’s FV intake. A systematic review of social 

marketing interventions targeting children shows that most social marketing programmes 

tackling obesity have tended to focus on the individual (Kubacki, Rundle-Thiele, 

Lahtinen, et al., 2015). While this is important, social marketers (Gordon, 2013; Hoek & 

Jones, 2011; Russell-Bennett et al., 2013) have criticised the ‘downstream’-only 

approach. Obesity has been linked to an immense 108 influence factors (Finegood, Merth, 
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& Rutter, 2010); thus, a downstream- or individual-focused approach may be too narrow. 

This thesis contends that in addition to targeting individuals whose behaviour needs to 

change, social marketing should focus on midstream audiences, such as schools and 

parents (Gordon, 2013; Russell-Bennett et al., 2013), as well as the upstream (Hoek & 

Jones, 2011) in order to influence policy makers and corporate organisations.  

Moving beyond the individual to address a larger part of society and infrastructure may 

enable children to make healthier choices, and deliver the necessary social and built 

environment support to enable behavioural change. Social marketing efforts that focus on 

improving the environment and encouraging policy makers to understand the causes of 

health and social problems (Wymer, 2011) can benefit overweight and obese individuals.  

The socio-ecological model (SEM) (Bronfenbrenner, 1977) offers a framework to guide 

social marketing efforts, suggesting that health outcomes are influenced by individual 

factors (such as age and gender) in addition to interpersonal, organisational, community, 

societal, and policy/enabling environment factors (Mcleroy, Bibeau, Steckler, & Glanz, 

1988). A literature review by Robinson (2008) found that the socio-ecological model does 

explain dietary behaviours including fruit and vegetable intake. The study found that 

dietary behaviours are the result of the complex interplay between personal, cultural and 

environmental factors, all of which are detailed in the socio-ecological model. The SEM 

model has been successfully applied to predict food fruit and vegetable intake among 

students in a school setting (Townsend & Foster, 2013). A Finnish study also found that 

the food intake of  Finnish pre-school children is influenced across several levels of the 

socio-ecological  model (Ray, Määttä, Lehto, Roos, & Roos, 2016). Previous studies have 

suggested that in the case of children’s food consumption, the local community, schools, 

and parents have a significant impact (Ledford, 2012; McClain, Chappuis, Nguyen-

Rodriguez, Yaroch, & Spruijt-Metz, 2009; Saelens et al., 2012). Schools, for example, 

provide lunch in many countries, thereby directly influencing food choices (Ledford, 

2012). The local infrastructure requires attention, as parent and child obesity has been 

found to be lowest in environments in which supermarkets provide healthy-eating options 

and in which the fast-food restaurant density lower (Saelens et al., 2012). However, most 

social marketing programmes continue to focus on individual capabilities and 

motivations, and do not address the contextual and social factors surrounding the 

individuals in question (Davis et al., 2015). While the need to move beyond the individual 

has long been called for in social marketing (Gordon, 2013; Hoek & Jones, 2011), too 
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few interventions seek to extend effort beyond the individuals targeted for change (see 

Study 1). Arguably, one of the most important midstream audiences when it comes to 

children’s eating are parents, who exert significant influence on their children’s habits 

(e.g., through the parents’ own role modelling, food practices, and eating habits) 

(Hesketh, Waters, Green, Salmon, & Williams, 2005; McClain et al., 2009) and, 

importantly, who provide food for their children (Ong, Ullah, Magarey, Miller, & Leslie, 

2017; Preston, 2010; Wardle, Carnell, & Cooke, 2005). Parents are in charge of food 

purchasing decisions for the household and spend a large amount of their income on their 

children’s food (Preston, 2010). Therefore, Study 2 extends the research and social 

marketing programme delivery focus beyond children to one of the most influential 

midstream audiences – parents. Specifically, Study 2 tests the effectiveness of the Viisi 

Per Päivä programme in changing parental attitudes and intentions to serving FVs to their 

children. RQ2 is thus as follows: 

RQ2: Can a social marketing FV campaign increase the attitudes, subjective norms, 

perceived behavioural control, and intentions for parents to serve more FVs to their 

children?  

Study 2 outlines the importance of midstream audiences and of the role that parents play 

in the development of healthy children (Gerards et al., 2011; Lindsay, Sussner and 

Gortmaker, 2006; Kitzman and Beech, 2006), and aims to assess the capacity of a 

programme delivered in school settings with supporting materials delivered to homes. 

Subsequently, Study 3 seeks to build on initial programme learning through additional 

formative research that was conducted to better understand how more parent-friendly 

resources can be developed to increase FV consumption in children via future programme 

deliveries. A plethora of previous studies have identified a range of barriers to FV 

consumption, such as effort (MacLellan, Gottschall-Pass, & Larsen, 2004; Hagdrup, 

Simoes, & Brownson, 1998), lack of knowledge (Maclellan et al., 2004), socio-

psychological factors (preference, habits, and mood) (Maclellan et al., 2004), socio-

environmental factors (Maclellan et al., 2004), and availability (MacLellan et al., 2004). 

Studies have shown that when parents recognize the benefits of FV consumption they are 

more willing to increase their child’s intake (Haycraft & Blisset, 2012). Given the room 

for improvements in the capacity of programmes to change parents’ attitudes and 

intentions to increase FV consumption for their children (see Chapter V), it is important 

to understand Finnish parents’ perceived benefits and barriers for children’s FV 
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consumption in order to deliver sustained change. Previous studies have investigated the 

perceived benefits of and barriers to FV intake together, (Chuan Ling & Horwath, 2001; 

Dittus, Hillers, & Beerman, 1995; Hagdrup, Simoes, & Brownson, 1998; Peltzer & 

Promtussananon, 2004) providing insights that can reliably be used to inform social 

marketing programme design and planning. However, FVs are two different food 

categories and each category is likely to have unique barriers and benefits. In addition, 

prior research on the barriers to and benefits of FV consumption in children has focused 

on children directly, thereby limiting understanding of the barriers and benefits that 

parents perceive in relation to serving FVs to their children. Therefore, Study 3 aims to 

understand parents’ (1) perceived benefits of and barriers to serving fruit, and (2) 

perceived benefits of and barriers to serving vegetables, to their children. Importantly, 

this research identifies common and separately held perceptions for fruits verses 

vegetables. This formative research is important to understand how parents may be 

motivated to increase FV intake for their children in future social marketing programmes. 

The final RQs are: 

RQ3a: What are the perceived benefits and barriers for Finnish parents when serving fruit 

for their children? 

RQ3b: What are the perceived benefits and barriers for Finnish parents when serving 

vegetables for their children? 

 

1.3 Structure of the thesis 

This thesis is comprised of seven chapters, a brief summary of which is provided below. 

Three key studies, all of which are currently in the review stage, form the core of the 

thesis. The studies are in journal article format in Chapter IV, Chapter V, and Chapter VI.  

Chapter II provides a literature review, which outlines the history of social marketing, the 

commercial marketing mix, and the development of the marketing mix in social 

marketing. The chapter aims to explain how the marketing mix has grown since its 

inception in 1960, and how social marketers have tried to adapt it in the context of social 

change. The chapter concludes with the identification of gaps in the literature, and 

proposes the studies’ RQs.  
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Chapter III outlines the research context and design. It provides a more extensive 

summary of the Viisi Per Päivä campaign and outlines how this PhD thesis answers the 

RQs in relation to the campaign. 

Chapter IV showcases Study 1, which is currently under review by the European Journal 

of Marketing. This article tests whether a Viisi Per Päivä social marketing campaign 

utilising the full marketing mix (4Ps) is more effective than a promotion-only campaign 

(1P) in increasing FV intake for 6–13-year-old children. The aim is to understand the 

original purpose of the marketing mix and its effectiveness in a social marketing context.  

Chapter V presents Study 2, which is currently under review by the European Journal of 

Public Health. The study assesses the effectiveness of the Viisi Per Päivä social marketing 

programme in terms of the parents’ perspective. The campaign employed a socio-

ecological approach by focusing on influencing the parents and their behaviour in terms 

of serving FVs to their children. The aim of the study is to evaluate parents’ attitudes, 

subjective norms, behavioural control and intentions of serving more fruit and vegetables 

for their children following the campaign. 

Chapter VI comprises Study 3, which is currently under review by Health Promotion 

International. The study investigates the various barriers to and benefits of fruits versus 

vegetables, as separate categories. The aim of the study is to understand whether fruits 

and vegetables have similar or different barriers to intake. Additionally, the study 

explores the benefits and barriers for parents in terms of serving FVs to their children. 

Chapter VII, the final chapter of this thesis, addresses and answers the RQs outlined in 

Chapter II and presents the theoretical and practical contributions of this research. It 

concludes with future research suggestions and an overall conclusion. The thesis structure 

is outlined in Figure 1. 

1.4 Summary 

This chapter provided an overview of this thesis. It described the background to the 

research and introduced the research questions and aims of the work. The research design 

was then outlined, and the stated research questions were posed. Section 1.4 concludes 

the chapter by providing an overview of the entire thesis’ structure.  
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Figure 1: Thesis structure 
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2.Chapter II: Literature review 
 

2.1 Introduction 

 

This chapter begins by introducing the global obesity problem and considers the 

effectiveness of programmes seeking to increase FVs that target children in school. Next, 

the discipline of social marketing is introduced followed by a critical discussion about the 

current state of the marketing mix and its application in commercial and social marketing 

literature. The capacity of existing social marketing programmes to apply the full 

marketing mix is then considered, before gaps in the evidence base are outlined, which 

leads to the RQ guiding Study 1. Subsequently, the literature review discusses the 

importance of midstream audiences and considers the necessity for social marketing to 

move beyond downstream approaches, which dominate the evidence base. Research gaps 

and RQs are then introduced for Study 2. Finally, the chapter concludes by showcasing 

current literature on the benefits of and barriers to FV intake, and establishes gaps within 

this literature and RQs for Study 3. 

 

2.2 Obesity: A threat to western societies 

 

According to the WHO, worldwide obesity has tripled since 1975 and 1.9 billion adults 

are currently considered overweight, of which 650 million are obese (WHO, 2017d). 

Obesity leads to death, disability, and disease (Colditz et al., 1995; Flegal et al., 2007; 

Froehlich-Grobe & Lollar, 2011; Garrison et al., 1996; Holterman et al., 2012; Hubert et 

al., 1983; Magarey et al., 2001; Manson et al., 1995; Mokdad et al., 2001), and has been 

found to increase the risk of diabetes, hypertension, cardiovascular diseases, certain 

cancers, and sleep apnea (Poirier et al., 2006). Obesity is responsible for 7% of, or 4 

million, adult deaths annually (Afshin et al., 2017), which is more than traffic accidents 

and Alzheimer’s disease combined (WHO, 2017b), while cardiovascular disease – which 

is linked with obesity – is the leading cause of death (WHO, 2017d). Furthermore, 65% 

of the world’s population lives in countries where overweight and obesity kill more 

people than those suffering from starvation (WHO, 2014). The OECD statistics also show 

that over half of the people in OECD countries are overweight, while every fifth person 
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is obese (OECD, 2017). Current statistics suggest that this trend shows no signs of abating 

(WHO, 2017d). 

 

The obesity discussion has also sparked debate around whether a person can be obese and 

still metabolically healthy (Mongraw-Chaffin et al., 2018; Phillips, 2013), however the 

latest study of over 90 000 Americans indicated that “fat and healthy” is a myth (Eckel et 

al., 2018). There is also a growing literature showing that there are genes linked with 

obesity (Locke et al., 2015; Rankinen et al., 2006; Shungin et al., 2015).  However, 

genetics does solely explain the global obesity epidemic (Griffin, 2018).  

 

Childhood obesity is one the largest public health issues today. A large body of evidence 

indicates that childhood obesity has been increasing globally for decades (Ayadi, 2008; 

Booth et al., 2003; Kotani et al., 1997; Magarey et al., 2001; OECD/European 

Observatory on Health Systems and Policies, 2017; Troiano, Flegal, Kuczmarski, 

Campbell, & Johnson, 1995; Wang & Lobstein, 2006). The WHO estimates that there are 

over 41 million overweight or obese children (aged five or under) and 340 million 

children and adolescents (aged 6–19) around the world (WHO, 2017a). One in six 

children are obese in OECD countries (OECD/European Observatory on Health Systems 

and Policies, 2017), and every third 11-year-old is overweight or obese (WHO, 2014). 

The WHO (2014) has predicted that the rate of overweight or obese infants and young 

children will rise to 70 million by 2025 globally. Evidence indicates that childhood 

overweight and obesity increases the risk of obesity and health issues through adolescence 

and into adulthood (Singh, Mulder, Twisk, Van Mechelen, & Chinapaw, 2008). 

Additionally, obesity has negative physical, psychological, and social impacts for 

children (Mahoney et al., 1996; Schwimmer, Burwinkle, & Varni, 2003) and has been 

found to reduce life expectancy (Fontaine, Redden, Wang, Westfall, & Allison, 2003; 

Ochner, Tsai, Kushner, & Wadden, 2015). Studies have shown that childhood obesity 

comes at huge cost for societies (Marder & Chang, 2005; Skinner, Mayer, Flower, & 

Weinberger, 2008). For example, statistics have indicated that an obese child costs 

US$19,000 more compared to a child maintaining a healthy weight status throughout 

adulthood (Finkelstein, Graham, & Malhotra, 2014). Similarly, a study by Sonntag et al. 

(2015) showed that the lifetime costs are higher for adults who were overweight or obese 

during any point of their childhood. 
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In Finland, obesity has doubled in the past 30 years (OECD/European Observatory on 

Health Systems and Policies, 2017) and costs approximately $41 million annually 

(Pekurinen, 2011). Currently, every second Finnish adult is overweight and every fifth is 

obese (THL, 2017). Several studies have shown that Finnish children are also suffering 

from overweight and obesity. Weight measures taken between 2007–2009 showed that 

18% of 3–12-year-old Finnish children were overweight and 4% were obese (Mäki et al., 

2012). OECD statistics from 2010 indicate that 19% of girls and 24% of boys aged 5–17 

were overweight or obese in Finland (OECD, 2014), and the most recent statistics show 

that 25% of 2–16-year-old boys and 16% of 2–16-year-old girls are overweight,of which 

7% of boys and 3% of girls are obese (Mäki et al., 2017).  

 

In recent decades, Finland’s government and government-funded associations have 

invested in a range of prevention efforts to tackle the obesity problem. For example, since 

2012 the National Institute of Health and Welfare has delivered a national obesity 

programme that aims to influence healthcare professionals, municipalities, sports clubs, 

the food industry, and the media to become more aware of the issue of obesity (THL, 

2014). Finland’s Veikkaus Association collects funding through gambling, which in turn 

funds charities and associations that aim to combat issues such as obesity (Veikkaus, 

2018). In addition, the Finnish Heart Association’s programme Handy Family aims to 

educate parents of children about healthy foods and physical activity (Sydänliitto, 2018). 

Despite the numerous efforts to address obesity, however, the prevalence of obesity and 

non-communicable diseases (e.g., diabetes) has increased in Finland. Indeed, Finnish 

diabetes prevalence ranks highest in the EU among children (OECD/European 

Observatory on Health Systems and Policies, 2017).  

 

Strategies encouraging the consumption of healthier foods, physical activity, and 

reducing sedentary behaviours are recommended to battle childhood obesity (G. A. 

Robinson, Geier, Rizzolo, & Sedrak, 2011). A higher intake of FVs has been correlated 

with a lower likelihood of overweight and obesity (Shields, 2006; Ledoux, Hingle, & 

Baranowski, 2011) and preventable diseases (e.g., Type 2 diabetes, coronary heart 

disease, and stroke) caused by obesity and overweight (Appel et al., 1997). Evidence 

indicates that consuming FVs during childhood may protect against a variety of childhood 

illnesses (Knai, Pomerlau, Lock & McKee, 2006), including (but not limited to) 

respiratory conditions (Antova et al., 2003) and Crohn’s disease (Amre et al., 2007). 

Importantly, food habits created in childhood have been found to translate to adolescence 
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(Kelder, Perry, Klepp, & Lytle, 1994; Resnicow, Smith, Baranowski, Baranowski, 

Vaughan, & Davis, 1998) and later into adulthood (Mikkila, Rasanen, Raitakari, Pietinen, 

& Viikari, 2004). A recent study with three European birth cohorts from Portugal, 

England and France showed that children’s poor eating habits at 12-15, 24 and 48-54 

months of age were indicated by a low F&V intake at 4-5 years of age (Oliveira et al., 

2015). The study by Mikkila, Rasanen, Raitakari, Pietinen, and Viikari (2004) conducted 

in Finland also showed a clear association between childhood quality of diet including 

intake of fruit and vegetables in the research subjects at a 21 year follow-up finding the 

importance of the role of childhood in the development of food preferences (Pérez-

Rodrigo & Aranceta, 2001; Viikari, Raitakari, & Simell, 2002; Westenhoefer, 2001). 

Together, the results of studies such as these service as an important reminder that 

establishing diets high in FVs during the childhood years is very important. 

 

The current body of literature has shown mixed effects from campaigns seeking to 

increase FV intake among children. While some FV campaigns aimed at children have 

shown positive results (Bayer et al., 2009; Gortmaker et al., 1999a; Gortmaker et al., 

1999b; Hu et al., 2010; Stock et al., 2007; Thackeray, Neiger, Leonard, Ware, & 

Stoddard, 2002; Warren et al., 2003), others have been ineffective in driving behaviour 

change (Danielzik, Pust, & Müller, 2007; Evans, Necheles, Longjohn, & Christoffel, 

2007; Fitzgibbon et al., 2006). These studies were conducted for children either in a pre-

school (Bayer et al., 2009; Fitzgibbon et al., 2006; Hu et al., 2010) or in elementary school 

setting (Danielzik et al., 2007; Stock et al., 2007; Thackeray et al., 2002; Warren et al., 

2003) in Europe (Bayer et al., 2009; Danielzik et al., 2007; Warren et al., 2003), Asia (Hu 

et al., 2010), the USA (Evans et al., 2007; Gortmaker et al., 1999a; Gortmaker et al., 

1999b) and Canada (Stock et al., 2007). A systematic literature review conducted by 

Knai, Pomerleau, Lock, and McKee (2006) of campaigns that aim to increase FV intake 

among children showed that nine out of 11 studies targeting primary school children had 

a significant positive effect on FV intake of children; however, due to the similar patterns 

across all studies, it was impossible to identify which elements or combinations of 

elements were the most effective. The only indication of effectiveness was that the more 

children were exposed to FV material, the more consumption patterns improved. Knai, 

Pomerleau, Lock, and McKee (2006) thus proposed that future research examine longer 

follow-up periods and the effectiveness and cost effectiveness of interventions promoting 

FV consumption. 
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2.3 Development of social marketing 

 

The idea that marketing tools and techniques could be used to promote social good and 

help tackle social problems started in the 1950s, and gained more traction towards the 

late 1960s and early 1970s (Kotler, 1972; Kotler & Levy, 1969; Wiebe, 1951). For many 

decades, social marketing has been considered a sub-discipline of the broader marketing 

discipline, and over time it has gained increasing acceptance as a standalone discipline, 

given key differences between social marketing and commercial marketing. Social 

marketing has been widely adopted by government agencies, private non-profit 

organisations, and even private for-profit firms (Andreasen, 1994; French & Gordon, 

2015; Kotler & Lee, 2008). Many associations have been recently established, for 

example in Australia (AASM, Australian Association of Social Marketing), United 

Kindom (NSMC, National Social Marketing Centre), Europe (ESMA, European 

Association of Social Marketing), Finland (FSMA, Finnish Association of Social 

Marketing), Latin America (Asociación Latino americana de Mercadeo Social), North 

America (SMANA, Social Marketing Association of North America), and globally 

(ISMA, International Social Marketing Association) which indicates the extent of the 

discipline’s growth (Donovan & Henley, 2010; Lee & Kotler, 2008; Spotswood, French, 

Tapp, & Stead, 2012). Both scholars and practitioners have recognised social marketing 

as a viable subject for teaching, research and practice (Andreasen, 1994).  

 

A plethora of social marketing definitions have been introduced over time (Dann, 2010). 

These definitions have included marketing processes, principles, techniques, and 

behavioural theories and models in order to gain voluntary (Gordon, 2011) and 

involuntary (Donovan, 2011) behaviour change. The concept of social marketing was 

introduced by Kotler and Zaltman (1971), who defined social marketing at the time as ‘.. 

the design, implementation and control of programs calculated to influence the 

acceptability of social ideas and involving considerations of product planning, pricing, 

communication, distribution, and marketing research’(p. 5). Fast-forward 24 years later, 

and Andreasen (1994) developed a definition of social marketing that focused on 

behaviour change, moving social marketing beyond simple idea promotion to full 

application of marketing principles and practices to achieve behaviour change: ‘Social 

marketing is the adaptation of commercial marketing technologies to programs designed 

to influence the voluntary behaviour of target audiences to improve their personal welfare 

and that of the society of which they are a part’ (p.108). Most recently, in 2013, ISMA, 
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ESMA, and AASM developed a consensus definition of social marketing by inviting 

social marketers from around the world to vote on the most important benchmarks of 

social marketing. On the basis of these and many other set priorities, a new definition was 

declared and endorsed by all three associations (ISMA, 2013): ‘Social Marketing seeks 

to develop and integrate marketing concepts with other approaches to influence 

behaviours that benefit individuals and communities for the greater social good’ (p. 1). 

At the time of writing, this definition was being revisited by leading scholars across the 

globe. Social marketing is often mixed up with social advertising, which the use of pure 

advertising to make the common public aware of social issues or to influence their (the 

public) behaviour. Social advertising is a part of social marketing, but should not be called 

social marketing, given absence of exchange and utilisation of a full marketing mix.  

Given that behaviour change is more likely when more of the social marketing benchmark 

criteria are applied (Carins & Rundle-Thiele, 2014b; Xia, Deshpande, & Bonates, 2016), 

social marketing and social advertising require distinction.   

 

Andreasen’s (2002) study was one of the first to highlight behaviour as voluntary choice, 

and reemphasised the importance of the target group. Andreasen also introduced the first 

six benchmark criteria for social marketing, namely: (1) behaviour change as main aim, 

(2) understanding the consumer through research, (3) understanding competing 

behaviours, (4) segmentation, (5) use of the marketing mix, and (6) exchange of benefits 

(Andreasen, 1994, 2002), with a key aim of defining the characteristics that distinguish 

social marketing from other behaviour-change disciplines, such as education and health 

communication. Since Andreasen’s (1994) six social marketing benchmarks, the National 

Social Marketing Centre in the UK  added an additional two criteria – namely theory and 

insight – in an attempt to further guide social marketing programme designers (French & 

Blair-Stevens, 2006a). 

 

Taken together, these benchmarks clarified the scope and philosophy of social marketing. 

More recent research conducted by Carins and Rundle-Thiele (2014) drew on review 

evidence, and their findings indicated that social marketing programmes are more likely 

to deliver behavioural change when more of the social marketing benchmark criteria are 

used. In Carins and Rundle-Thiele’s (2014) review, 16 programmes were found to employ 

promotion only, achieving positive change (not always behavioural) on 67% of occasions, 

while programmes employing more of the Ps in the marketing mix achieved positive 

changes. This is an important gap in social marketing literature because many social 
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marketers continue to advocate (or not) for use of the benchmarks without understanding 

the unique role that each criteria potentially contributes to behavioural change. However, 

to date, examinations of the presence or absence of each benchmark criteria have yet to 

be empirically evaluated via experimental design. One of the most criticised yet under-

researched benchmark criteria remains the marketing mix. Interestingly, since Andreasen 

introduced the six criteria in 1994 social marketing researchers have widely debated the 

benchmarks without empirically evaluating their effectiveness. Over time, additional 

benchmarks have been suggested (French & Blair-Stevens, 2006a; Lynes, Whitney, & 

Murray, 2014; Xia, Deshpande, & Bonates, 2016), the names and meanings of the 

benchmarks have been debated and changed (French & Blair-Stevens, 2006a), and key 

benchmarks have been omitted – including the marketing mix (Xia et al., 2016). The 

marketing mix has always been a cornerstone of commercial marketing, and was 

introduced to social marketing by Kotler and Zaltman (1971). The marketing mix has 

since been featured in the most prominent benchmark and process models of social 

marketing (Andreasen, 1994, 2002; Philip Kotler & Lee, 2008). French and Blair-Stevens 

(2006a) renamed the marketing mix, referring to it as the methods mix (in an attempt to 

broaden the tools for intervention design). Subsequently, even more social marketing 

scholars have entered the debate about the existing benchmarks. Specifically, the 

marketing mix underwent recent scrutiny when Xia et al. (2016) replaced it with multiple 

Ps (Partnership, Core product, Actual product, Augmented product, Price reduction, Place 

and Promotion). Interestingly, Lynes et al. (2014) dropped the marketing mix entirely 

from the benchmark criteria, and Luca et al. (2015) replaced the marketing mix with a 

service-driven model.  

 

While there has been extensive discussion and debate on social marketing’s benchmarks 

and the marketing mix benchmark, a review of the literature indicates that no study has 

yet empirically examined the value of these existing benchmarks, nor have they 

conducted any direct comparison of existing and newly proposed benchmarks. Social 

marketers seeking to address a social issue require an understanding of whether an 

existing benchmark criterion has value, and empirical testing is needed to better 

understand the effectiveness and value of individual benchmarks, including the marketing 

mix.  
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2.4 The Marketing Mix  

 

A key ingredient in the design and implementation of a social marketing programme is 

the marketing mix (Andreasen, 1994, 2002; French & Blair-Stevens, 2006a). The social 

marketing mix is based on that of commercial marketing, and early commercial marketing 

mix definitions have centred upon the 4Ps, namely product, price, place, and promotion 

(McCarthy, 1960). The original history of the marketing mix goes back to 1953, when 

Neil Borden mentioned the idea in his American Marketing Association presidential 

address. Later he suggested 12 elements that make up the marketing mix, namely: product 

planning, pricing, branding, distribution channels, personal selling, advertising, 

promotions, packaging, display, servicing, physical handling and fact finding and 

analysis (Borden, 1957). 

The original 4Ps proposed by McCarthy (1960) are as follows: 

 

1. Product: A tangible object or intangible service that is produced or manufactured and 

offered to consumers in the market. 

2. Price: The amount a consumer pays for the product or service, normally an economic 

cost. 

3. Place: The location where a product or service is purchased. This can include physical 

stores as well as virtual outlets online that facilitate direct exchange. 

4. Promotion: The communication tools and techniques used above and below the line by 

marketers in the marketplace, including advertising, public relations, personal selling, and 

sales promotion. 

 

Together, these four elements form the marketing mix, and have been defined as ‘the 

mixture of controllable marketing variables that the firm uses to pursue the sought level 

of sales in the target market’ (Kotler, 1984, p. 68). Despite the ongoing popularity of the 

seminal 4P marketing mix in modern marketing textbooks (Assen, Berg, Pietersma, & 

Have, 2009; Kotler & Armstrong, 2014; Kotler & Keller, 2006), the 4Ps have received 

frequent criticism from a range of leading marketing scholars over time (Booms & Bitner, 

1981; Gummesson, 1997; Kelly & Lazer, 1973; Kotler, 1972; Lipson & Darling, 1971; 

Staudt & Taylor, 1965; Yudelson, 1999). 
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The 4Ps concept was challenged for its inadequacy as early as the 1970s (see Lipson and 

Darling 1971; Kelly & Lazer, 1973), with scholars focusing on adding more substance to 

the 4Ps definition. For example, Lipson and Darling (1971) broadened the 4Ps to include 

product component mix, terms of sale mix, distribution component mix, and 

communication component mix. For example, Lipson and Darling (1970) suggested that 

the product component mix is a combination of a physical product, product services, 

brand, and package wanted/needed by the target customers. Additionally, price was 

replaced by the terms of sale mix, which stands for the basic price, price alterations, 

credit, and transportation and handling terms.  

 

In the 1990s, the marketing mix was revisited by Van Waterschoot and Van Den Bulte 

(1992), who aimed to push the marketing mix more towards the notion of exchange theory 

(Bagozzi, 1978) while simultaneously expanding the last P, promotion, into (1) the mass 

communication mix, (2) the personal communication mix, and (3) the publicity mix. 

Berry (1990) suggested an additional S (service) and two Cs (customer sensitivity and 

customer convenience) to be added to the marketing mix, positing that it should 

incorporate service thinking and a better customer focus. However, despite the early 

criticism, the transformed 4P concepts appeared not to ‘compete with the explanatory 

power and exhaustiveness of the initial 4Ps paradigm’ (Anderson & Taylor, 1995, p, 3). 

Anderson and Taylor (1995) even concluded that McCarthy’s originally proposed 4Ps 

were ‘sufficiently robust for contemporary marketing applications’, and that the 4Ps are 

‘as valuable for 1990s' professors, students and managers as [they were] in 1960’ (p. 1).  

 

Criticisms have also been levelled towards Lipson and Darling’s (1971), Kelly and 

Lazer’s (1973), Van Waterschoot and Van Den Bulter’s (1992) and Berry’s (1990) 

marketing mix definitions. The marketing mix has thus long been a widely debated 

concept, with a multitude of authors attempting to critique and/or redevelop the marketing 

mix (Bennett, 1997; Bruner, 1989; Heuvel, 1993; Vignali & Davies, 1994; Yudelson, 

1999). Constantinides (2006) collated the criticisms of the marketing mix, dividing them 

into subcategories that focus on a lack of connection to consumer orientation, to 

relationship marketing, to services marketing, to retail marketing, to industrial marketing, 

and to e-marketing. These themes and the specific criticisms are discussed in the 

following section. 
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2.4.1 Lack of consumer orientation 

 

One of the main criticisms of the marketing mix is its lack of consumer orientation. 

Consumers have become more independent and require more personal, interactive, and 

sincere communication with companies (Constantinides, 2006), and for this reason the 

focus of the marketing mix has received heavy criticism from scholars including Bennett 

(1997), Constantinides (2006), Kotler (1984), Robins (1991), Schultz (2001), and Vignali 

and Davies (1994). For example, Schultz (2001) argued that the modern marketplace is 

more consumer orientated, and therefore the marketing mix makes less sense now than 

when it was first introduced in the 1960s. The lack of consumer interaction in the 

marketing mix has also been highlighted by Doyle and Stern (2006) and Yudelson (1999), 

who argued that consumers require more control over the communication process, which 

the marketing mix does not cater for. Ohmae (1983) and Vignali and Davies (1994) also 

reasoned that the marketing mix fails to accommodate strategic thinking, which is 

considered particularly beneficial in the volatile environment that firms have to operate 

within.  

 

To improve the marketing mix, scholars have suggested additional or replacement Ps 

including political power and public opinion formulation (Kotler, 1984) and performance, 

penalty, perception, and process (Yudelson, 1999); Cs such as customers, competitors, 

and corporation (Ohmae, 1983) and capabilities and company (Robins, 1991); Vs such as 

value, viability, variety, volume, and virtue (Bennett, 1997); additional factors such as 

services and staff (Doyle & Stern, 2006). Completely alternative models such as 

MIXMAP have been suggested.  MIXMAP  adds levels for each of the six Ps as shown 

in brackets: product (brand, quality and style), price (levels, discount, trade-ins and 

credit), place (outlet type, outlet nos., location and stocks), promotion (tv, radio, press 

and personal selling), people (politics, age and social group) and service (quantity, 

warranty, freight and insurance) (Vignali & Davies, 1994). Interestingly, some additional 

Ps, Cs, and Vs introduce factors that are not directly within the control of the company 

(Kotler, 1984, p. 68); which is questionable given the marketing mix was intended for 

directly controllable factors. Firm orientation debates have evolved in parallel with 

debates on the marketing mix, and consideration of both demonstrates how the marketing 

mix debate has evolved in line with orientation (See Figure 2). 
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Figure 2: Oriental evolution of the marketing mix 

 

2.4.2 Lack of connection to relationship marketing  

 

Over time, there has been a shift in marketing from a transaction-oriented exchange to a 

long-term relationship building culture (Parvatiyar & Sheth, 1997). Lauterborn (1990) 

criticised the marketing mix for being too product orientated and not focusing on the 

customer. He argued that with regard to maintaining a healthy relationship with the 

customer, the marketing mix does not currently address individual needs and does not 

focus sufficiently on customer retention. The lack of customer centricity and its one-way 

orientation have given the marketing mix the reputation of being an outdated model 

(Goldsmith, 1999a; Grönroos, 1994; Gummesson, 1994, 1997). For example, Grönroos 

(1994) described the marketing mix as an obsolete, non-interactive model that is product 

orientated, and that should be replaced by the relationship marketing paradigm. To 

advance the marketing mix in this regard, scholars have suggested additional Ps such as 

personalisation, personnel, physical assets, and procedures (Goldsmith, 1999b); replacing 

the 4Ps with Cs such as customer needs, convenience, cost, and communication 

(Lauterborn, 1990); or introducing new models, such as the 30Rs (see Table 1) 

(Gummesson, 1994, 1997) and the retention marketing mix (Rosenberg & Czepiel, 1984).  

 

2.4.3 Lack of connection to services marketing 

 

With the growth in the services sector, scholarly focus turned to services marketing 

(Kotler, Armstrong, Saunders, & Wong, 2001). Fitting the traditional 4Ps to a services 

setting has been problematic given that the product element as initially defined focused 

on tangible products – in services marketing the product can include a human element, 

which also requires interaction and relationship building with the consumer. As such, 

some scholars have argued that this makes the 4Ps unsuitable for application in a services 

context (Booms & Bitner, 1981; English, 2000; Rushton & Carson, 1989), and others 

have suggested that the marketing mix cannot be applied in services marketing at all 

(Bruner, 1989; Cowell, 1984), while others still have again suggested adding more Ps, 
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such as participants, physical evidence, process, personnel, and publications (Booms & 

Bitner, 1981; Heuvel, 1993; Melewar & Saunders, 2000).  

 

Rafiq and Ahmed (1995) suggested that in order for the marketing mix to suit the services 

marketing industry, the 4Ps should be extended to 7Ps: product, place, promotion, price, 

physical evidence, processes and people, which are important for creating customer 

orientated services and therefore gaining sustainable competitive advantage (Kushwaha 

& Agrawal, 2015). As many of the companies in the service industry, such as hotels, 

banks and logistics sell the same services as their competitors, the services marketing mix 

(Rafiq & Ahmed, 1995) offers a great tool for companies to differentiate and position 

themselves (Oflac, Dobrucalı, Yavas, & Escobar, 2015). 

 

As in relation to other criticisms, scholars have also suggested completely new models, 

such as the 4Cs (concept mix, costs mix, channels mix, and communication mix) (Bruner, 

1989) and the 4Rs (relevance, response, relationships, and results) (English, 2000) to 

better fit services marketing (see Table 1). 

 

2.4.4 Lack of connection to retail marketing 

 

Similar to services, the applicability of the 4Ps to the retail context has also been debated. 

Criticisms of the marketing mix in the context of retail marketing (Mulhern, 1997) 

emerged given that key aspects of retailing, such as the physical atmosphere and shopping 

experience, are not addressed by the original marketing mix (Boekema, Lobstein, 

Oosterhuis, & Schweitzer, 1995; Ster, 1993). Overall, authors have contended that the 

marketing mix is not an adequate tool for planning marketing activities in the retail 

industry, and have suggested the need for a replacement model or additional elements 

(Constantinides, 2006). As a result, additional Ps arise again, such as personnel and 

presentation (Ster, 1993), as do other additional elements, such as assortment (Boekema 

et al., 1995), store location, store positioning, store image, physical environment, retail 

service (Mulhern, 1997), and procurement and atmosphere (Kotler, 2003) (Table 1). 

Nevertheless, it remains important to note that some suggested variables are not directly 

controllable by marketing managers; for example, store image is a perception held by 

customers, and while positioning efforts are controllable the image held in a consumer’s 

mind reflects experiences and competition, which are not directly controllable by the firm.  
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2.4.5 Lack of connection to industrial marketing 

 

Scholars have argued that industrial marketing differs from consumer marketing as it 

includes formalised buying procedures and rational choices (Kotler, 1967; Wind & 

Webster, 1972), which has implications for the marketing mix. Similar to criticisms 

leveraged at applying the marketing mix to services, relationship and retail marketing 

failures of the marketing mix have been noted. For example, Turnbull, Ford, and 

Cunningham (1996) argued that industrial marketing relies on a personal and 

collaborative approach, which contradicts the mass-orientated character of the marketing 

mix. For example, a study found that personality similarities and trust between buyers 

and sellers are core elements of the industrial commercial interaction (Dion et al., 1995). 

Industrial marketing focuses on long-term collaboration with mutual interests and 

empathy (Flint, Woodruff, & Gardial, 1997). The industrial marketing mix therefore 

relies heavily on personal selling and long term relationship building and maintenance 

rather than on mass communication and promotion elements of the marketing mix. Davies 

and Brush (1997) argued that the marketing mix is too consumer orientated and does not 

fit industrial marketing as international elements and B2B dynamics are not taken into 

consideration. As a result of these limitations, Davies and Brush (1997) suggested a high-

tech industry marketing mix which included 13 elements; market research, product 

policy, product requirements, quality requirements and control, pricing, naming, 

packaging, advertising, collaterals, selling, promotion and public relations, distribution 

and tech-support. In summary, authors have criticised the marketing mix for failing to 

address long-term industrial buyer–seller relationships and the value these create. The 

main shortcomings of the marketing mix in industrial marketing are its operational 

orientation and lack of strategic components (Constantinides, 2006).  

 

2.4.6 Lack of connection to e-marketing 

 

The development of the Internet led to a new type of commercial business platform, 

which has enabled consumers to be more empowered. Customers are now expecting to 

receive faster and around-the-clock service, which has been challenging for many 

incumbent organisations (Porter, 2001). The digital era has also brought forward new 

digital channels such as social media which now allows for more user generated content 

that organisations have limited or no control over. Furthermore, it enables more 

interactions between users and company promotions via platforms such as Facebook and 
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Instagram (Goh, Heng, & Lin, 2013). The online environment has started a shift of power 

from companies to consumers, meaning consumers can purchase products anytime and 

anywhere (Akehurst, 2009) and create user generated content about products and brands 

(Liu, Burns, & Hou, 2017), which have been found to have significant effects on brand 

image, purchase intention and sales (De Vries, Gensler, & Leeflang, 2012; Jin & Phua, 

2014; Naylor, Lamberton, & West, 2012). This challenges the original marketing mix 

model, because companies are no longer in full control of their online communication. 

 

A number of researchers have indicated that the marketing mix has possibly led to 

unsustainable online business models and therefore online business failures 

(Constantinides, 2002; Hoffman & Novak, 1997), because of its product orientation 

(Constantinides, 2002). While the marketing mix has received some support from e-

marketing scholars (Allen & Fjermestad, 2001; Bhatt & Emdad, 2001; Peattie, 1997), 

criticisms of the marketing mix in e-marketing settings have mainly focused on similar 

issues identified in debates about the application of the marketing mix to relationship and 

services marketing contexts. That is, the marketing mix is viewed as having too much of 

an internal orientation, and lacking interactivity, personalisation, and community 

(Constantinides, 2006), which are all key attributes that the modern customer-centric firm 

needs to deliver upon in the digital era. As a result of this mismatch, researchers have 

come up with new models such as the 5Ws (who, what, when, where, and why) (Mosley-

Matchett, 1997), 6Cs (capture, content, community, commerce, customer orientation, and 

credibility) (Chaffey, Ellis-Chadwick, Mayer, & Johnston, 2009), and 4Ss (Scope, site, 

synergy, and system) (Constantinides, 2002). Alternatively, researchers have developed 

completely new Ps, such as paradox, perspective, paradigm, persuasion, and passion 

(Lawrence, Corbitt, Fisher, & Tidwell, 2000) (see Table 1). The evolution of the 

marketing mix is shown in Table 1. 
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Table 1. Evolution of the marketing mix 

Author Model Model components 

Mason (1958) Added Ps Packaging 

Borden (1964) Added Ps Position 

Booms and Bitner (1981) 7Ps 
Product, price, promotion, place, participants, 

physical evidence, and process 

Ohmae (1983) 3Cs Customers, competitors, corporation  

Traynor (1985) Added Ps Probe 

Wind (1986) Added Ps 

Positioning, portfolio of market segments, portfolio 

of products by segment/distribution outlet, 

portfolio of countries by mode of entry, political-

based marketing decisions, public relations, public 

affairs, and programme 

Magrath (1986) Added Ps 
Personnel, physical facilities, and process 

management 

Kotler (1986) Added Ps Power and public relations  

Johnson (1989)  Added Ps 
Purpose, perceive, perform, predict, plan, people, 

and professional  

Bruner (1988, 1989) 4Cs 
Concept mix, costs mix, channels mix, and 

communication mix 

Lauterborm (1990) 4Cs 
Customer needs, convenience, cost, and 

communication 

Baumgartner (1991) 15Ps 

Product/service, price, promotion, place, people, 

politics, public relations, probe, partition, prioritise, 

position, profit, plan, performance, and positive 

implementation 

LeDoux (1991) Added Ps Preservation 

Robins (1991) 4Cs Customers, competitors, capabilities, and company 

Rozenberg, 

Czepiel (1992) 

Retention 

marketing 

mix 

Product extras, reinforcing promotions, sales-

force connections, specialised distribution, and 

post-purchase communication  

Van Waterschoot and Van 

Den Bulte (1992) 
4Ps 

Product mix, price mix, communication mix, and 

distribution mix 

Ster van der 

(1993) 
7Ps 

Product mix, price mix, presentation mix, 

promotion mix, place mix, physical distribution 

mix, and personnel mix 

Heuvel (1993) 5Ps Personnel, product, place, price, and promotion 

Doyle (1994) 

Services 

marketing 

mix 

Product, price, communication, and distribution 

Boekema et 

al. (1995) 

Retailing 

Marketing 

Mix 

Place, assortment, shop presentation, price 

policy, personnel, and promotion 

Bennet (1997) 5Vs Value, viability, variety, volume, and virtue  

Mosley-Matchett (1997) 5Ws Who, what, when, where, and why 

Gummesson (1997) 30 Rs 

(1) The classic dyad: the relationship between 

supplier and customer, (2) The many-headed 

customer and the many-headed supplier, (3) 

megamarketing: the real ‘customer’ is not always 

found in the 

marketplace, (4) The classic triad: the customer–

supplier–competitor relationship, (5) alliances 

change market mechanisms, (6) market 

mechanisms are brought inside the company, (7) 

the service encounter: interaction between the 



39 

 

customer and the front line, (8) Interfunctional 

and interhierarchical dependency: the relationship 

between internal and external customer, (9) 

relationships via full-time marketers and part-

time marketers, (10) internal marketing: 

relationships with the ‘employee market’, (11) the 

non-commercial relationship, (12) physical 

distribution: the classic marketing network, (13) 

the electronic relationship, (14) mega-alliances, 

(15) quality providing a relationship between 

production and marketing, (16) personal and 

social network, (17) the two-dimensional matrix 

relationship, (18) the relationship to external 

providers of marketing services, (19) the 

relationship to the customer’s customer, (20) the 

owner–financier relationship, (21) parasocial 

relationships via symbols and objects, (22) the 

law-based relationship, (23) the criminal network, 

(24) the mental and physical proximity to 

customers vs. the relationship via 

market research, (25) the customer as member, 

(26) the relationship to the dissatisfied customer, 

(27) the green relationship, (28) the knowledge 

relationship, (29) the mass media relationship, 

and (30) the monopoly relationship: the customer 

or supplier as prisoners. 

Goldsmith (1999) 4Ps 
Personalisation, personnel, physical assets, and 

procedures  

Yudelson (1999) 5Ps 
Performance, penalty, process, perception and 

partnership 

Lawrence et al. (2000) 5Ps 
Paradox, perspective, paradigm, persuasion, and 

passion 

Melewar and 

Saunders 

(2000)  

5Ps Product, price, promotion, place, and publications 

Kambil and 

Nunes (2000) 
4Cs 

Community building, original event programming, 

convenience, and connectivity 

Patterson and 

Ward (2000) 
4Cs 

Communication, customisation, collaboration, and 

clairvoyance 

English (2000)  4Rs Relevance, response, relationships, and results 

Chaffey et al. (2000) 6Cs 
Capture, content, community, commerce, customer 

orientation, and credibility 

Shizumu (2003) 7Cs 

Corporation and C-O-S, commodity, cost, 

communication, channel, consumer, and 

circumstances 

Hyman (2004) 8Ds 
Design, demand, didactics, distribution, duty, 

direction, diary, and dialect 

Constantinides (2006) 4Ss Scope, site, synergy, and system 

Prahalad, (2012) 4As Awareness, access, affordability, and availability 
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2.5 Lessons from the evolution of the marketing mix  

 

Considerable criticism and efforts to redevelop the marketing mix can be found in the 

literature. The literature demonstrates how marketing scholars have focused attention on 

how to extend the 4Ps to apply to different product categories and industries, and as a 

result scholars have developed a plethora of new Ps (Booms & Bitner, 1981; Borden, 

1964; Demaris, Ries, & Trout, 1992; Goldsmith, 1999a; Philip. Kotler, 1984; LeDoux, 

1991; Magrath, 1986; Mason & R., 1958; Melewar & Saunders, 2000; Traynor, 1985; 

Wind, 1986), as well as numerous alternative models such as the 4 and 7Cs (Bruner, 1988, 

1989; Shizumu, 2003), 8Ds (Hyman, 2004), 4Ss (Constantinides, 2002), 4As (Prahalad, 

2012), 4Rs (English, 2000), 4Vs (Bennett, 1997) and 5Ws (Mosley-Matchett, 1997).  

A total of 25 Ps have been proposed by different scholars, all with the intent of improving 

the original model. Additional Ps that have been proposed include probe (Traynor, 1985), 

position (Borden, 1964), package (Mason, 1958), position (Demaris et al., 1992), process 

(Booms & Bitner, 1981), procedures (Goldsmith, 1999a), publications (Melewar & 

Saunders, 2000), portfolio of market segments, portfolio of products by 

segment/distribution outlet, portfolio of countries by mode of entry, political-based 

marketing decisions, public relations, public affairs, programme (Wind, 1986), personnel, 

physical facilities, process management (Magrath, 1986), power, public relations (Kotler, 

1986), purpose, perception, performance, prediction, planning, people, professional 

(Johnson, 1989), and preservation (LeDoux, 1991). Yudelson (1999) indicated that while 

there have been many academics suggesting additions to the 4Ps, none of the additions 

can be classed as essential for the exchange process. He argues that the marketing mix 

should ingrain across the definition, rather than expanding a list of Ps, meaning that each 

of the 4 Ps are interpreted with exchange as the main target. In short, rather than adding 

more clarity and advancing the original 4Ps model, the conceptual understanding and 

distinction of each of the Ps has been blurred, and empirical testing has not been 

undertaken for any of the alternative models.  

 

In summary, scholarly debate concerned with altering or expanding the 4Ps is not founded 

on an evidence base. To date, experimental research comparing and contrasting the 

relative outcomes has not been reported in peer reviewed literature, which limits 

understanding of the effectiveness of the original model in relation to alternative models. 

This study aims to address this gap in the literature by offering a experimental design 

delivered in a social marketing setting. The next section discusses the development of the 
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marketing mix in the social marketing discipline and points more clearly to the specific 

gaps in the research. It also outlines how the study will address this gap through an 

experimental research design.  

 

2.6 The social marketing mix  

 

Similar to commercial marketing, leading social marketing scholars have outlined 

suggestions to move away from the 4Ps model by providing alternatives (Gordon, 2012; 

Peattie & Peattie, 2003; Wood, 2008). The main concern for social marketers is the 

difficulty of translating the 4Ps to the work of social marketing researchers and 

practitioners (Evans & Hastings, 2008). Kotler et al. (2002) provided insights into reasons 

underlying this difficulty, noting that social marketers often have nothing tangible to 

offer. Marketing mix’s applicability to upstream (e.g. policymakers)has been questioned.  

Notably, Gordon (2012) indicated that some of the social marketing techniques and 

intervention approaches may in fact not fall under the marketing mix definitions (Gordon, 

2012). The social marketing mix should therefore be expanded to suit the upstream 

audience. The Stead (2007) literature review used the 6Ps as an assessment criteria: 

Product, Price, Place, Promotion, Person and Policy.  

 

These criticisms of the marketing mix are similar to those raised by relationship and 

service marketing scholars (Booms & Bitner, 1981; English, 2000; Goldsmith, 1999b; 

Grönroos, 1994; Gummesson, 1994, 1997; Rushton & Carson, 1989). Gordon (2012) 

suggested that one of the main weaknesses of the marketing mix is its short-term focus 

and its neglect of strategic, long-term relational thinking and brand equity. This is an 

important and relevant argument, since sustained behaviour change is complex and 

requires long-term commitments and perseverance (Evans & Hastings, 2008). An 

additional issue arises from the marketing mix as a result of its ‘inside out’ orientation, 

which is not customer centric and therefore encourages a top-down or expert-driven 

approach to behaviour change where all of the marketing mix items are controlled by the 

producer of the goods (Constantinides, 2006; Tapp & Spotswood, 2013). As an example, 

the product, price, place and promotion are designed by intervention experts, who may 

disregard the point of view of the people who need to change the behaviour. This is a 

problem in social marketing, as ‘social marketing seeks to benefit target consumers and/or 

the society as a whole, not the marketer’ (Andreasen, 1994, p. 111). However, the 
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customer orientation benchmark, remains at the core of social marketing practice (French 

& Blair-Stevens, 2006). Similar to the commercial marketing literature, the debate 

surrounding the marketing mix involves discussions about whether social marketers 

should add to the existing 4Ps, for example through 7Ps (Booms & Bitner, 1981) or 

implement alternative models such as the 7Cs (Shimuzu, 2003). According to Peattie and 

Peattie (2003) and (Gordon, 2012), social marketers needs to develop an exclusive social 

marketing mix. Peattie and Peattie (2003) criticised the over-emphasis of direct 

translation of the commercial marketing mix to the social context, especially the 

marketing mix, but did not propose a new social marketing mix. 

 

Gordon (2012) provided a definition of the social marketing mix; however, it is not clear 

on what grounds the social marketing mix was developed or summarised (Table 2). 

Although the terminology of a ‘social marketing mix’ has been discussed in some 

academic papers and social marketing textbooks (Gordon, 2012; Kotler & Lee, 2008; 

Luca & Suggs, 2010; Tapp & Spotswood, 2013), no peer-reviewed academic papers have 

officially introduced a social marketing mix that social marketers can utilise. Gordon 

(2012) came closest to this, but rather than improving or empirically testing the existing 

proclaimed social marketing mix, he suggested a new model as an alternative. Gordon’s 

(2012) model is influenced by the 7Cs (Shizumu, 2003) and relational thinking (Dev & 

Schultz, 2005b, 2005a; Grönroos, 1994; Lauterborn, 1990), as summarized in Table 2. 

However, there are fundamental concerns with the description of some of the Ps therein. 

A review of the debate regarding the marketing mix by social marketers (Gordon, 2012; 

Peattie & Peattie, 2003; Wood, 2008) has revealed a different interpretation of the 4Ps in 

social marketing. While this is an issue, this is not surprising given that many social 

marketers have different training backgrounds (e.g. psychology, sociology, business, 

marketing) (Truong, 2017). For example, according to Gordon (2012) place is defined as 

the communication channels through which the desired behaviour is promoted. This 

seems odd given that promotion would clearly cover the communication channel strategy. 

Peattie and Peattie (2003) claim that social marketers do not offer products, but 

propositions such as “exercise is beneficial”, which is entirely communication. This 

scholarly focus may be responsible for the dominance of promotion (1P) in social 

marketing. The literature has indicated that scholars seem to force-fit promotion-only 

campaigns into the full marketing mix, and fail to acknowledge its real purpose as 

intended by McCarthy (1960) or Yudelson (1999). 
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Table 2: The 4Ps of social marketing (adapted from Gordon, 2012) 

Product The behavioural offer made to target adopters; often involves intangibles such 

as adoption of an idea or behaviour. Tangible product offerings such as 

condoms to encourage safe sex can also be present. 

Price The costs that the target audience have to pay and the barriers they have to 

overcome to adopt the desired behaviour. These costs can be psychological 

(e.g., loss of de-stressing effect from smoking), cultural, social (e.g., peer 

pressure to drink), temporal, practical (e.g., cancelling the school run to reduce 

car use), physical, or financial (e.g., cost of joining a gym to get fit). 

Place The channels through which behaviour change is promoted and the places in 

which change is encouraged and supported. 

Promotion The means by which behaviour change is promoted to the target audience; for 

example, advertising, media relations, direct mail, and interpersonal 

interactions. 

 

In summary, rather than adding more clarity and advancing the marketing mix for the 

social marketing discipline, the conceptual understanding and distinction of each of the 

Ps has served to add more confusion about the scope of social marketing and the mixture 

of controllable variables that a social marketing practitioner should use to pursue the 

sought level of change in the target market. Social marketing faces the same issues as 

commercial marketing, with no empirical testing of the social marketing mix, the 

marketing mix, or any of the alternative mix models that have been proposed. A review 

of the literature indicates that no experimental research has been conducted to understand 

the effectiveness of the marketing mix. This research seeks to address this important gap 

by conducting an empirical investigation to compare and contrast approaches. 

Specifically, this thesis employs an experimental design to test whether full application 

of the commercial marketing mix can deliver superior outcomes compared to a 1P 

approach.  

 

2.7 1P vs 4P social marketing programmes  

 

Despite the ongoing debate about the need for redevelopment and advancement of the 

marketing mix (Gordon, 2012; Peattie & Peattie, 2003; Tapp & Spotswood, 2013; Wood, 

2008), the reality of current social marketing practice demonstrates that most 

interventions continue to operate a 1P model. Andreasen (2002, p. 7) identified this issue 
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by stating that ‘…programs that are purely communications programs are not social 

marketing…it is when programs move beyond mere advertising that the power of the 

[social marketing] approach is manifested. A number of systematic literature reviews 

have also highlighted this issue. For example, Carins and Rundle-Thiele's (2014) review 

of social marketing programmes with a nutrition focus found that 18 out of 34 social 

marketing programmes were social advertising programmes (1P); rather than social 

marketing programmes featuring the full 4P application. Notably, this review delivered 

evidence to suggest that 4P programmes are more likely to deliver behaviour change 

when compared to 1P programmes (Carins & Rundle-Thiele, 2014). Similarly, Kubacki, 

Ronto, Lahtinen, Pang, & Rundle-Thiele (2015) and Kubacki, Rundle-Thiele, Pang, & 

Buyucek (2015) found that most self-described social marketing programmes are in fact 

promotion-only programmes (1P) and do not utilise all 4Ps. Both reviews found that less 

than 20% of social marketing programmes considered used the full marketing mix.  

 

Despite the low number of programmes using the full social marketing mix, there are 

good examples of its application to effectively deliver behavioural change (See Table 3). 

For example, using a programme named Roadcrew, Rothschild (2006) demonstrated use 

of the full marketing mix with exchange in mind: people who were drinking alcohol and 

then driving under the influence were offered alternative luxury limousine rides at a $10–

15 cost in order to prevent drink-driving. This service was promoted in bars and clubs, 

the product was the limousine ride, and a cost was involved (price). The programme 

lowered the number of drink-drivers in the area. Another programme developed healthy 

food combo packs for sale in the school cafeteria (Sanigorski, Bell, Kremer, Cuttler, & 

Swinburn, 2008) and sporting equipment for the school to use in physical education 

classes. The results showed that the programme reduced unhealthy weight gain in 

children. A total of 549 healthy food packs were sold during the programme period. Many 

other social marketing programmes utilising the full marketing mix have also shown 

positive results (Bellows, Davies, Anderson, & Kennedy, 2013; Sayers, LeMaster, 

Thomas, Petroski, & Ge, 2012; Sewak & Singh, 2012), indicating that the marketing mix 

model may have promise.  
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Table 3: Social marketing programs utilizing the full marketing mix 

Author Programme 

name 

Product Price Place Promotion Effectiveness 

Rotschild 

(1999) 
Roadcrew Luxury taxi 

US$10–

15  
Bars Posters in bars + 

Bellows et 

al. (2013) 

The Food 

Friends: Get 

Movin’ 

With 

Mighty 

Moves® 

Music CDs, 

bean bags, 

yarn balls, 

beach balls, 

activity 

mats, 3-hr 

teacher 

training 

session 

Free School 

A story book and 

other supportive 

material 

+ 

Sayers et 

al. (2012) 

Bike, Walk, 

and Wheel 

Walking 

school bus 

and fixed 

bicycles 

given for 

low income 

families 

Free School 
Print and radio 

advertising 
+ 

Sanigorski 

et al. 

(2008) 

Be Active 

Eat Well 

Healthy 

lunch boxes 

available in 

school 

cafeteria 

Exact 

price not 

indicated 

School 

cafeteria 

Newspaper 

advertising 
+ 

DeBar et 

al. (2009) 

HEALTHY 

Intervention 

Music CD 

made to 

accompany 

exercise 

Free School 

Posters, banners, 

messaging in 

physical education 

(PE) class and 

cafeteria, and 

public 

announcements 

+ 

 

 

MacAskill 

(2008) 
No name 

Nicotine 

replacement 

patches 

Free Prison 

‘Supportive 

material for all 

participants’ (p. 

257) 

+ 
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2.7.1 Research gap and research question, Study 1  

 

In light of the above, one starting point for assessing whether the commercial marketing 

mix has a role to play in social marketing programme design is by empirically examining 

whether social marketing programmes that apply all 4Ps are more effective than a 1P 

program. Regardless of the heavy criticism around the 4P model, a review of the literature 

shows that the majority of social marketing programmes do not apply all 4Ps. Before the 

discussion even focuses on adapting the commercial 4Ps to social marketing, or moving 

beyond the 4Ps altogether, experimental research is warranted to test whether a 4Ps 

approach is more effective than a 1P approach. This research applies a field experimental 

research study to test this. In order to do so, two versions of a social marketing programme 

were developed with the aim of increasing FV intake among 6–13-year-old Finnish 

schoolchildren. To understand the importance of applying a full social marketing mix, 

the first RQ guiding study 1 is outlined: 

 

RQ1: Is an intervention using 4Ps more effective than an intervention using only 1P in 

increasing FV intake for Finnish children? 

 

2.8 From downstream to midstream social marketing  

 

Gordon (2013), Hoek and Jones (2011) and Kubacki et al. (2015) indicated that social 

marketing has predominantly focused on downstream audiences. Downstream social 

marketing programmes have focused their efforts on the individual whose behaviour 

needs to change, and overlooked the surrounding social and built environment that can 

facilitate or prevent behavioural change. Social marketing can extend beyond this focus, 

and social marketers can work ‘upstream’ to influence other groups, including policy 

makers, corporate organisations, media, and politicians, which can in turn have an effect 

on individuals’ behaviour (Kotler & Lee, 2008) through the delivery of built 

environments that support the required change.  

 

Upstream social marketing targets the structures and processes that enable and maintain 

current social problems (Hoek & Jones, 2011). While some upstream social marketing 

can influence the ‘movers and shakers’ to change policy or invest in the creation of a 

supportive built environment (Hastings, Angus, & Bryant, 2011), midstream social 
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marketing seeks to influence social groups, including family, friends, and schools 

(Hastings et al., 2011), in order to change the behaviour of the target individual (Gordon, 

2013; Russell-Bennett et al., 2013). The midstream actors can be divided into enactors, 

people, and entities (e.g., the school cafeteria) that can directly change the behaviour; and 

influencers, people, or entities (e.g., parents of children) whose behaviour is changed 

indirectly through persuasion (Russell-Bennett, Wood, & Previte, 2013). To guide 

upstream and midstream social marketing practice, socio-cultural theories and models 

have been suggested as one means to guide understanding of the social and built 

environment surrounding the individual (L Brennan, Binney, Parker, Aleti, & Nguyen, 

2014). As social issues are bigger than the individual, the environment and multiple 

stakeholders surrounding the individual must be considered in order to support sustained 

behavioural change (McHugh & Domegan, 2013). Due to the complex nature of social 

issues, a multi-level and multi-directional approach utilising downstream, midstream, and 

upstream tools that create meaningful exchanges between parties is required (McHugh & 

Domegan, 2013) to combat obesity – which is a complex, multi-factorial phenomena.  

 

2.8.1 The socio-ecological model  

 

The SEM (Bronfenbrenner, 1977) indicates that health outcomes are influenced by 

individual factors (such as age and gender) and interpersonal, organisational, community, 

societal, and policy/enabling environmental factors (Mcleroy et al., 1988). The majority 

of public health and social marketing programmes focus on individual capabilities and 

motivation (downstream), and often disregard the surrounding environment and social 

factors affecting the individuals in question (Davis, Campbell, Hildon, Hobbs, & Michie, 

2015). The socio-ecological framework provides a well-suited model for building a multi-

faceted social marketing programme by encouraging social marketers to move beyond 

the individual. The SEM may help to focus efforts on dismantling the complex 

interactions between the individual and the social and built environment factors affecting 

childhood obesity (Lytle, 2009).  The socio-ecological model has been found to explain 

dietary behaviours including fruit and vegetable intake by several (12) studies (Robinson, 

2008). Another review of 98 studies showed the fruit and vegetable intake of children 

was greatly affected by individual level factors such as preference and by interpersonal 

level factors such as parental intake (Rasmussen et al., 2006). 
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The SEM has been used to tackle childhood obesity in several studies and prevention 

programmes (CDC, 2013; Elder et al., 2006; Gentile et al., 2009) targeting parents 

(interpersonal factor) (Gentile et al., 2009), the community (community factor) (Elder et 

al., 2006; Gentile et al., 2009), and/or schools (organisational factor) (Elder et al., 2006; 

Gentile et al., 2009). As past studies have suggested, the parents, community, and schools 

have a significant impact on childhood eating habits (Ledford, 2012; McClain et al., 2009; 

Saelens et al., 2012), and parents serve as one of the most crucial midstream audiences 

when aiming to influence childhood obesity. Parents have a significant influence on their 

children’s eating habits via their own eating habits (Hesketh et al., 2005), role modelling, 

and food practices at home (McClain et al., 2009). More specifically, parents have control 

over multiple factors correlated with childhood obesity, including TV viewing (Davis et 

al., 2007; Kristiansen, Júlíusson, Eide, Roelants, & Bjerknes, 2013), physical activity 

(Davis et al., 2007; Jiménez-Pavón, Kelly, & Reilly, 2010), skipping breakfast (Dubois, 

Girard, Potvin Kent, Farmer, & Tatone-Tokuda, 2009; Isgin et al., 2017; Karatzi et al., 

2017; Mayor, 2016), consumption of sweetened beverages (Martin-Calvo et al., 2014; 

Wetter & Hodge, 2016), genetic and behavioural factors (e.g., obese/overweight parents) 

(Maddah & Nikooyeh, 2010), irregular sleep schedules (Kelly, Patalay, Montgomery, & 

Sacker, 2016), and consumption of fast food (Chang & Nayga, 2009, 2010; Mancino, 

Todd, Guthrie, & Lin, 2014; Patterson, Risby, & Chan, 2012).  

 

While the socio-ecological framework works well as a design tool for creating a 

programme that moves the planning and implementation focus beyond the individual, a 

further theoretical perspective is needed to gain insights and consequently evaluate 

programme outcomes for parents. The theory of planned behaviour (TPB) (Ajzen, 1991), 

has been shown to predict behaviour (Watson et al., 2014), and is widely used in social 

marketing (Luca & Suggs, 2013) and public health (Davis et al., 2015). TPB measures 

attitudes, subjective norms, and behavioural control and intentions towards a chosen 

behaviour Despite its widespread use, however, while many of the programmes mention 

the use of TPB, they do not actually utilise the theory (Michie & Prestwich, 2010). 

Programmes that are designed and/or evaluated using guiding theoretical constructs, such 

as the TPB, enable us to understand the reasons why the programme is (or is not) having 

an effect (Michie & Abraham, 2004), and can guide future programme development 

(Michie & Prestwich, 2010). 
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2.8.2 Research gap and research question, Study 2 

 

While midstream social marketing is becoming more popular, systematic reviews of 

social marketing have shown that downstream-focused programmes continue to dominate 

social marketing programmes reported in the peer-reviewed literature (Almestahiri, 

Rundle-Thiele, Parkinson, & Arli, 2017; Kubacki, Rundle-Thiele, Lahtinen, et al., 2015), 

while acknowledging that social influences surrounding individuals should be addressed. 

This can be seen in programmes in which social influences are listed as target groups, but 

in the end these groups are not measured (Luecking et al., 2017). Additionally, the 

literature has indicated that some FV programmes have been found to be ineffective when 

targeting children as the main target group and parents as a secondary target group 

(Danielzik et al., 2007; Evans et al., 2007; Fitzgibbon et al., 2006). More social marketing 

research is warranted that moves programme implementation beyond the individual and 

measures the effectiveness of the programme on multiple target groups (downstream and 

midstream). Therefore, this study tests the effectiveness of the Viisi Per Päivä programme 

on increasing the attitudes, subjective norms, behavioural control, and intentions of 

parents to serve more FVs to their children. The second RQ is proposed for Study 2 as 

follows: 

 

RQ2: Can a social marketing FV programme increase attitudes, subjective norms, 

perceived behavioural control, and intentions for parents to serve more FVs to their 

children? 

2.9 Building better resources for parents 

 

Formative research in social marketing is essential to plan, develop, and build more 

consumer-oriented programmes (Andreasen, 1994, 2002; French & Blair-Stevens, 2006a; 

Kubacki & Rundle-Thiele, 2016). Formative research is used by social marketers to gain 

a thorough understanding of consumers’ needs, aspirations, values, and everyday lives 

(Bryant, Grier, & Bryant, 2005). Formative research answers questions that help us 

understand what motivates the consumer to behave, and to understand what sustains, 

reinforces, or opposes these behaviours (Carins, Rundle-Thiele, & Fidock, 2016). The 

outcome of formative research is to provide a deep understanding of the consumer and 
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the factors that need to be taken into account when planning and developing social 

marketing programmes (Bryant et al., 2005). 

As highlighted above, by changing the behaviour of parents, friends, or schools 

(midstream), socially supportive environments may be created that in turn may lead to 

changed behaviour at an individual level (Russell-Bennett, Wood, & Previte, 2013). 

Therefore, formative research should be conducted to understand what motivates parents 

to improve or maintain the FV eating behaviour of their children. Research has shown 

that parents have responsibility for their child’s dietary behaviours (Tinsley, 2003). 

Numerous studies and reviews have showcased the influence of parenting on the 

development of healthy children (Gerards & Kremers, 2015; Kitzmann & Beech, 2006; 

Lindsay, Sussner, Kim, & Gortmaker, 2006; Pearson, Biddle, & Gorely, 2009; Shloim, 

Edelson, Martin, & Hetherington, 2015). As also stated above, parents influence their 

children’s eating habits via their own parental eating traditions (Hesketh et al., 2005; Tada 

et al., 2015), role modelling, and food practices at home (McClain et al., 2009). A 

systematic review showed that parental modelling and parental intake were consistently 

and positively associated with children’s fruit, juice, and vegetable consumption (Pearson 

et al., 2009). Many of the environmental factors that are controlled by parents, such as 

lower availability of FVs at home (Befort et al., 2006; Haerens et al., 2008; Hanson, 

Neumark-Sztainer, Eisenberg, Story, & Wall, 2005; Young, Fors, & Hayes, 2004), access 

to FVs at home (Young et al., 2004), having fewer meals together with the family 

(Gillman et al., 2000), and eating while watching TV (Befort et al., 2006; Haerens et al., 

2008) are correlated with lower fruit intake. Furthermore, parental support for FV 

consumption and demand and allowance rules have shown consistently positive 

associations with FV intake (Ong et al., 2017). Due to the influential role that parents 

exert on their children’s FV intake, it is crucial to understand parents’ perceived benefits 

of and barriers to FV consumption for their children.  

Previous studies have identified effort (MacLellan, Gottschall-Pass, & Larsen, 2004; 

Hagdrup, Simoes, & Brownson, 1998), lack of nutritional knowledge (Hagdrup, Simoes, 

& Brownson, 1998; Maclellan et al., 2004), socio-psychological factors (preference, 

habit, and mood) (Maclellan et al., 2004; Thurber et al., 2017), socio-environmental 

factors (influence of family members, childhood experiences) (Maclellan et al., 2004), 

and availability (Maclellan et al., 2004; Yeh et al., 2008) as barriers to FV intake. More 

specific barriers, such as cost (Cox, Anderson, Lean, & Mela, 1998; Hagdrup et al., 1998; 

Herbert, Butler, Kennedy, & Lobb, 2010; Yeh et al., 2008), living circumstances (Herbert, 
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Butler, Kennedy, & Lobb, 2010), confusing dietary recommendations (Hagdrup et al., 

1998), cooking skills (Herbert et al., 2010; Murphy & Segan, 1994), sensory issues 

(Herbert, Butler, Kennedy, & Lobb, 2010), convenience (Herbert et al., 2010; Murphy & 

Segan, 1994; Yeh et al., 2008), media advertising (Yeh et al., 2008), adequacy of intake, 

lack of variety, poor quality (Pollard, Miller and Woodman, 2009), lack of time to plan 

and prepare (Herbert, Butler, Kennedy, & Lobb, 2010; Pollard, Miller, & Woodman, 

2009), fruit wastage and taste (Glasson, Chapman, & James, 2010), and texture of 

vegetables (Krølner, Rasmussen, Brug, Klepp, Wind, & Due, 2011) have also been found 

to affect FV intake.  

In terms of benefits, a range of studies have identified healthiness (Peltzer & 

Promtussananon, 2004), knowledge (Dittus et al., 1995; Hagdrup et al., 1998; Maclellan 

et al., 2004; Yeh et al., 2008), family influence (Yeh et al., 2008), affordability (Chuan 

Ling & Horwath, 2001), taste (Chuan Ling & Horwath, 2001), and convenience (Chuan 

Ling & Horwath, 2001) as facilitators for FV intake. Interestingly, however, these 

previous studies have investigated the perceived benefits and barriers of FVs together, 

which limits the insights that can be drawn from the findings. In addition, previous 

research on barriers and benefits has focused on children directly, rather than looking at 

the issue through the lens of the parents, who provide food for their children. 

 

2.9.1 Research gap and research question, Study 3 

 

While the literature has identified a range of barriers to and benefits from FV 

consumption, the studies have investigated FVs as one category. Given that FVs differ 

greatly in terms of taste, price, seasonality, and suitability for different dishes, it can be 

assumed that they will have unique barriers and benefits. However, no prior research has 

investigated these barriers and benefits separately. Additionally, previous studies have 

aimed to understand the barriers to and benefits of FV intake for children or adults, but 

none have examined the barriers and benefits with regard to parents serving FVs to their 

children. As parents are the gatekeepers at home, and are in charge of purchasing and 

serving (the majority of) FVs to their children, perceived parental barriers and benefits 

may impact the amount of FVs provided for their children. As an example, parents have 

to consider the price, taste, and shelf life of FVs when purchasing and serving them to 

their children. This research addresses this important gap and investigates parental 
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perceptions of benefits of and barriers to fruit and vegetable consumption separately. RQs 

3a and 3b are:  

RQ3a: What are the perceived benefits and barriers for Finnish parents when serving fruit 

for their children? 

RQ3b: What are the perceived benefits and barriers for Finnish parents when serving 

vegetables for their children? 

 

2.10 Conclusion 

 

This chapter began by illustrating the worldwide issue of obesity among adults and 

children, as well as outlining some of the current solutions being applied to combat 

overweight and obesity. Subsequently, the concept of social marketing, one of many 

behavioural change approaches, was outlined. As one of the social marketing 

benchmarks, the marketing mix was introduced, along with issues in commercial 

marketing and then in social marketing. The chapter highlighted that while many scholars 

have criticised or altered the model, they have failed to test original or alternate marketing 

mixes to assess their effectiveness in delivering sales, behavioural, and other outcomes. 

The role of parents in facilitating or preventing children’s behaviour change was then 

discussed, and the lack of midstream social marketing campaigns highlighted. Finally, 

the barriers and benefits regarding parents giving FVs to their children were discussed. 

Subsequently, key gaps in the literature were identified, and RQs to address those gaps 

were presented. The next chapter describes the research design of this thesis, which 

embodies three studies in a mixed-methods approach. 
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3 Chapter III: Research Design and Methodology 

 

3.1 Introduction 

 

This chapter describes the philosophical assumptions of the researcher, the research 

design that underpins the PhD, the Viisi Per Päivä social marketing programme, and the 

three studies that form the core of this thesis. The timeframe regarding the research design 

components, data collection strategy, and analysis methods are described for each of the 

studies. 

 

3.2 Research paradigm 

 

A research paradigm has been defined by Weaver and Olson (2006, p. 460) as follows: 

‘paradigms are patterns of beliefs and practices that regulate inquiry within a discipline 

by providing lenses, frames and processes through which investigation is accomplished.’ 

A belief system helps to explain the methodological choices of a researcher with regard 

to epistemological and ontological assumptions (Guba & Lincoln 1994). Positivism, 

realism, criticalism, constructivism, and participatory describe the five currently 

established research paradigms (Brennan, Voros, & Brady, 2011). Ontology tries to 

understand what constitutes reality and focuses our attention on considering how we 

understand existence (Willis, Jost, & Nilakanta, 2007), while epistemology considers 

how can obtain knowledge. 

This study follows the philosophical paradigm of critical realism. This is a post-positivist 

view suggesting that reality exists, while acknowledging that measuring reality will be 

imperfectly and probabilistically apprehendable (Heron & Reason, 1997). From an 

ontological viewpoint, this means that models and frameworks may help to predict 

behaviours and measure results; however, these results will never fully represent what the 

person may do in reality. From an epistemological viewpoint, a critical realist looks 

through modified objectivist glasses that enable him/her to acquire and measure 

knowledge while being fully aware of human limitations (Healy & Perry, 2000). This 

means that the researcher aims to be as neutral as possible. The researcher is aware of 

his/her own predispositions and relies on ‘critical traditions’ such as peer review (Guba 

& Lincoln, 1994) while acknowledging his/her own actions. This paradigm is future-
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oriented and believes that knowledge can be improved in a continuous way. 

Methodologically, a critical realist should utilise multiple data-collection methods as they 

can provide a more objective and holistic view of the data (Neuman, 2006).  

In light of the above, a mixed-methods research approach was considered to be the most 

suitable for this research, and was also reflective of the underpinning philosophical 

paradigm driving this research enquiry. A mixed-methods approach allows the researcher 

to obtain a wider and deeper understanding of the issue at hand (Johnson et al., 2007). 

The methods are outlined in section 3.5. 

 

3.3 Research context 

 

OECD statistics indicate that Finnish children do not eat enough FVs, and are ranked as 

the worst eaters of fruit when compared to any other OECD country (OECD/European 

Observatory on Health Systems and Policies, 2017). This is interesting since the Finnish 

primary school system (for 6-13 year olds) has provided not only free education but also 

a free school lunch consisting of a warm meal such as pea soup, blood cakes and herring, 

salad, bread and milk each school day for all children in attendance at primary and 

secondary schools since 1948 (Haapalahti, Mykkänen, Tikkanen and Kokkonen, 2003 

and Lintukangas et al., 2007). Delivery of school lunches ensures that children are 

provided with at least one dish each day that is controlled by the government officials and 

meets health dietary guidelines. The WHO (2002) estimated that 4.4% of the overall 

burden of diseases in the European region may be attributed to people not eating enough 

FVs. The issue of not eating enough FVs needs to be addressed, as eating FVs reduces 

the likelihood of overweight and obesity (Shields, 2006; Ledoux, Hingle & Baranowski, 

2011) and a range of non-communicable diseases (e.g., Type 2 diabetes, coronary heart 

disease, and stroke) (Appel et al., 1997).   Consuming FVs during childhood may protect 

against childhood illnesses (Knai, Pomerlau, Lock & McKee, 2006), including 

respiratory conditions (Antova et al., 2003) and Crohn’s disease (Amre et al., 2007). 

Eating FVs in childhood may protect against cancer in adulthood (Maynard, Gunnell, 

Emmett, Frankel, & Davey-Smith, 2003). The childhood eating habits transfer to 

adolescence (Kelder, Perry, Klepp & Lytle, 1994; Resnicow, Smith, Baranowski, 

Baranowski, Vaughan & Davis, 1998) and later into adulthood (Mikkila, Rasanen, 

Raitakari, Pietinen and Viikari, 2004). Therefore, the current body of literature suggests 
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that increasing FV intake in childhood is an important factor in fighting childhood 

obesity. 

 

3.4 The Viisi Per Päivä social marketing programme (2016–2017)  

 

Viisi Per Päivä was a school-based social marketing programme that aimed to increase 

FV intake of 5–13-year-old children in Finland. Ethical clearance was approved by the 

Griffith University Human Ethics Committee under the code MKT/37/14/HREC 

(Appendix 1). Viisi Per Päivä was a three-month intervention that featured two versions, 

one using the full marketing mix (4Ps) and one using promotion only (1P). The 4P 

intervention used a cooking and tasting class, a game, discount vouchers, and Viisi Per 

Päivä-branded FVs in the local supermarket, as well as posters, quizzes, and other 

promotional materials for students, parents, and teachers (see Section 3.3.1 for more 

details). The 1P intervention entailed an FV information/play session and all the same 

promotional materials as the 4P programme. The control group received no intervention. 

The interventions were designed in collaboration with school nursing students from the 

Metropolia University of Applied Sciences. Nursing students were present and assisted 

in the delivery of the intervention.  The student nurse team was supervised by the 

University staff and the PhD researcher was present to assist delivery. The nursing 

students were responsible for designing and delivering the 4P cooking and tasting classes, 

the 1P information/play session and all the materials given to children, teachers and 

parents in both 4P and 1P schools. The effectiveness of the intervention was measured 

with Day-in-the-Life Questionnaire (DILQ) self-report surveys (Edmunds & Ziebland, 

2002) for children and a survey measuring TPB constructs (Ajzen, 1991) for parents prior 

to, and three months after, the programme delivery date. The PhD researcher was 

responsible for designing and delivering the intervention as well as collecting and 

analysing the data. The following sections explain each of the programme versions in 

detail.  

 

3.4.1 The 4P Viisi Per Päivä programme 

 

The 4P intervention featured programme delivery including a cooking (see Figure 2) and 

tasting (see Figure 3) class and an online game, as well as additional materials that could 



56 

 

be used after programme delivery. Specifically, children experienced a 22-minute 

cooking class followed by a 22-minute tasting class and a FV ‘passport’ for the ‘World’s 

Most Delicious Adventure’ (WMDA) game (see Figure 5). The cooking class was 

tailored to suit the skill level of each class. For example first, second, and third graders 

were given pre-cut FVs and toothpicks for building their creations, whereas the fourth, 

fifth, and sixth graders were allowed to use small kitchen knives (see Figure 4). After the 

delivery day, the children played the game by marking down their daily intake of FVs 

(goal is five per day) on the FV passport in return for points, which the whole class used 

collectively to progress in the WMDA game on a weekly basis. The children could obtain 

additional points by preparing the provided cooking recipes and marking down the new 

FVs they had tasted. 
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Figure 3: Children creating a ‘monster’ in the cooking class 

 

Figure 4: Children tasting capsicum, basil, and avocado in the tasting class 

 

Figure 5: Children’s self-made creations: monsters, towers, a zoo, and space station 
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Figure 6: World’s Most Delicious Adventure game 

 

 

Parents of the children received four 10% discount vouchers for purchasing FVs from the 

participating Citymarket hypermarket (www.citymarket.fi), along with 12 recipes 

bundled up with discount vouchers (see Figure 6). The Citymarket hypermarket chain 

collaborated on the campaign by donating the FVs for the cooking and tasting schools 

(feeding 1100 children), as well as providing the discount vouchers for redemption in the 

participating Citymarket hypermarkets in the area where schools were located. 

 

The discounted FVs were labelled with Viisi Per Päivä stickers (Figure 7) to ensure they 

were visible in the FV section of the store. The parents also received tip sheets for feeding 

FVs to their children at home. Additional tips, recipes, and advice were available on the 

campaign website (www.viisiperpaiva.com). At Christmas time, the children were given 

an advent calendar with an FV theme (Figure 8) that encouraged them to mark their daily 

FV intake until Christmas Eve in order to get a ‘prize’ from their parents. The parents 

decided on the prize themselves.  
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Figure 7: Discount vouchers for purchasing carrots and apples 

 

 

Figure 8: Campaign-branded stickers put on bags of carrots on sale 
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Figure 9: Viisi Per Päivä advent calendar 

 

 

The teachers were given a map and instructions for the WDMA game, as well as teaching 

materials such as FV-themed assignments, English-language assignments, quizzes, and 

crosswords (see Figures  9, 10, 11 and 12). All materials were given for free, and the 

teachers were encouraged to use them if they wished to do so. They were also given 

access to free quizzes via the Kahoot app. The quizzes included fun facts about FVs and 

pictorial challenges that asked children to identify various FVs from the pictures 

provided. The schools were given posters, stickers, and prizes for the WDMA game. On 

average, eight posters were put on the school walls, promoting children to eat three 

vegetables and two pieces of fruit every day.  

 

Children, parents, and teachers were all encouraged to visit www.viisiperpaiva.com to 

find relevant information and play FV-related online games (see Figure 13). Dedicated 

Facebook and Instagram accounts were established to engage with the children and the 

parents via social media. While the children were not able to engage with the Facebook 

page due to age limits, they were able to follow, like, and comment via Instagram. 
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Figure 10: Assignment asking children to list Christmas foods that have FVs. The bottom section was for 

drawing their Christmas dinner. 

 

Figure 11: Assignment asking children to identify a fruit or vegetable and memorize its English name 

 

 

What are these in english?
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Figure 12: A quiz combined with a crossword 

 

Figure 13: Word search in which children had to match the fruit or vegetable with the name and number and 

then find it in the lettered grid 

 

 

 

Nimeä oikeat hedelmät/kasvikset
ja etsi ne sanaviidakosta

1. Ananas 
2. Kiivi 
3. Banaani 
4. omena
5. Mansikka
6. Avokado
7. Paprika
8. Päärynä
9. Vesimeloni
10. Kurpitsa
11. appelsiini
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Figure 14: Online game where children had to match fruits in turn for points within a certain timeframe 

 

 

 

3.4.2 The 1P Viisi Per Päivä campaign 

 

The 1P campaign included a mixture of promotional tools, such as information on FVs 

and play sessions that were tailored to suit the skill levels of each grade. First, second, 

and third graders received information about FV nutrition, flavour, and benefits, and 

prepared for the play session in which they competed against each other in an FV quiz 

and FV football game. Fourth, fifth, and sixth graders received a more thorough 

information session, which challenged them to think about what they had learned about 

FVs in class, as well as the delivery of information about a healthy diet, including FVs. 

The FV quiz provided for children in the older class years also included more difficult 

questions compared to the quiz intended for the first, second, and third graders. The 1P 

group schools were provided with additional promotional materials such as posters for 

the school walls (see Figure 14) and information that was available via the programme’s 

website (www.viisiperpaiva.com). Once again, teachers were encouraged to go to the 

website and download FV-related exercises, quizzes, and crosswords. Teachers were also 

encouraged to use online quizzes via the Kahoot app, which enabled the children to 

compete against each other in real time using their own mobile phones. Similar to the 4P 

programme, children, parents, and teachers were encouraged to visit 

www.viisiperpaiva.com via leaflets, stickers, and newsletters. In summary, the promotion 

-only school were offered the full suite of tools that were entirely promotion based.  
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Figure 15: Viisi Per Päivä campaign poster on a school wall 

 

 

3.5 Study design overview  

 

This PhD study employs three main studies. Figure 15 provides an overview of the overall 

research design and the different schools, along with a summary of how they were 

recruited. Studies 1 and 2 followed an experimental design with three groups.  The 

experiments aimed to understand whether an intervention applying the full social 

marketing mix (4Ps) would be more effective in increasing FV intake of Finnish children 

compared to a 1P (promotion-only) approach. Study 1 focused on outcome evaluation, 

drawing on children’s reports of FV consumption pre- and post-intervention. Study 2 

tested the effectiveness of the Viisi Per Päivä programme in changing parental attitudes 

and intentions regarding serving FVs to their children. Study 3 employed an exploratory 
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design and undertook formative research to identify common and separately held 

perceptions of fruits versus vegetables to inform Viisi Per Päivä Version 2 planning. 

 

 

Figure 16: Research design of Study 1, 2 and 3 
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3.5.1 Study 1: 1P vs. 4P – what is more effective? 

 

The current body of literature (as outlined in Chapter II) shows that while the marketing 

mix has received a mixture of criticism in both commercial marketing (Constantinides, 

2006; Kelly & Lazer, 1973; Vignali & Davies, 1994) and social marketing (Gordon, 2012; 

Peattie & Peattie, 2003; Tapp & Spotswood, 2013) contexts, research has yet to 

empirically test the effectiveness of the marketing mix. A review of the literature indicates 

that the majority of social marketing programmes do not apply the full marketing mix 

(4Ps), opting instead for a 1P (promotion-only) focus. Experimental research is thus 

warranted to test whether a 4P approach is more effective than a 1P approach. This study 

takes a first important step to address this gap in the literature. Specifically, Study 1 is 

designed to understand whether a programme using the full marketing mix (4Ps) is more 

effective than a programme using a promotion-only strategy (1P) in increasing FV intake 

among children aged 6–13.  

 

Method 

 

Study 1 is underpinned by a randomised cluster trial, which ensured that three different 

groups that were similar in terms of known and unknown characteristics (prognostic 

factors) were selected for trial inclusion (Cipriani et al., 2008). These three groups were 

then exposed to two different programmes (4P vs 1P) and one control condition. Outcome 

measures were then compared (Barbui & Cipriani, 2011). The schools were divided into 

three groups, as follows:  

1. Control schools that received no intervention, but completed a pre- and post-

questionnaire.  

2. Schools that received a promotion-only (1P) programme.  

3. Schools that received the full marketing mix (4Ps) programme. 

 

This study employed a repeated measure design with self-reporting surveys targeting 

children.  Data was collected from 6–13-year-old children using a paper-based DILQ 

survey. The survey instrument was found to be reliable for measuring children’s FV 

intake (Moore et al., 2007; Edmunds & Ziebland, 2002; Wallen, Cunningham-Sabo, 

Auld, & Romaniello, 2011). It was useful for finding out what children had eaten on the 

previous day, as well as whether they had watched TV while eating, and the method of 
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transportation they had used to get to school (Edmunds & Ziebland, 2002). Similar to the 

study by Edmunds and Ziebland (2002), this study excluded composite foods (e.g. pizza, 

burgers, ketchup), because they do not contribute to the five-a-day goal as well as do FVs 

in their natural form (Cullen, Baranowski, Baranowski, & Hebert, 1999). Data collection 

took place under teacher supervision in the classroom. The portion sizes of FVs were 

estimated on the basis of both written and drawn responses, and were self-reported by the 

children for breakfast and dinner. A summative score of FV intake was calculated by 

adding the FV intake at breakfast and dinner. The repeated measure design (RMD) (pre–

post) has been successfully used in prior studies to evaluate social marketing programmes 

targeting children to increase physical activity (Atlantis, 2008; Cork, 2008; Henley, 2011; 

Sallis, 2003) and healthy food choices (Cork, 2008; Johnson 2007; Sallis, 2003). The 

benefit of using the RMD is that it requires fewer participants (Greenwald, 1976). The 

RMD removes the error variance of individual variation, creating more statistical power 

(Tanguma, 1999). By removing the individual variation error, RMD increases the 

likelihood that differences found between pre- and post-measurements are caused by the 

treatment, rather than the participants (Pituch & Stevens, 2016). 

 

3.5.2 Study 2: Viisi Per Päivä’s effect on parents 

 

Study 2 was designed to investigate the effectiveness of the Viisi Per Päivä randomised 

cluster trial (RCT) on parents of the children who participated in the programme. A 

systematic review of social marketing programmes targeting children indicates that most 

social marketing programmes aiming to reduce the prevalence of obesity have focused 

on the individual (Kubacki, Rundle-Thiele, Lahtinen, et al., 2015), and thus disregarded 

other important target groups, such as parents, friends, and the school. As obesity is linked 

to numerous factors (Finegood et al., 2010), many of which are beyond the control of the 

individual, a downstream or individual-dominant approach is too limiting. Thus, this 

study tested whether the Viisi Per Päivä programme increased attitudes, norms, 

behavioural control and intentions of parents regarding serving FVs to their children. The 

targeted parental programme materials were delivered across a three-month period 

following programme delivery in the schools. Materials included 12 recipes and four 

discount vouchers to encourage parents to purchase more FV and cook healthy dishes 

together with their children. The programme was assessed against a control group, which 

received no materials or activities. 
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Method 

 

Data was collected from parents of 6–13-year-old children in primary schools using a 

paper-based survey. The TPB was used as a guiding evaluation framework. The TPB has 

been found to predict behaviour (Watson et al., 2014) and to distinguish a relationship 

between attitudes and action (Beedell & Rehman, 2000; Webb & Sheeran, 2006). It has 

been widely used as a guiding theory in social marketing (Luca & Suggs, 2013) and public 

health (Davis et al., 2015), and has been found to predict food choices (Åstrom & Rise, 

2001) and FV intake (Backman, Haddad, Lee, Johnston, & Hodgkin, 2002; Povey, 

Conner, Sparks, James, & Shepherd, 2000). The survey measured attitudes, norms, 

behavioural control, and intentions of parents to serve FV dishes to their children. All 

measures were adapted from Ajzen (1991). To match the pre-data collection with the 

post-collection responses, a unique identifier code was used. Finally, t-tests were 

performed to examine the differences between pre- and post-data collection points in 

attitudes, norms, behavioural control, and intentions of parents to purchase and cook FV 

dishes for their children. A paired samples t-test was performed to test paired data to 

determine whether there was a significant difference between the mean values, at two 

time points (Duignan, 2016). 

 

3.5.3 Study 3: Barriers to Finnish parents’ purchase of FVs 

 

The literature has identified a broad range of barriers to FV consumption (Hagdrup et al., 

1998; Maclellan et al., 2004). Similarly, multiple studies have recognised crucial benefits 

of fruit consumption (Dittus et al., 1995; Hagdrup et al., 1998; Maclellan et al., 2004; Yeh 

et al., 2008). As there is room for improvement in changing parents’ attitudes and 

intentions to increase their children’s FV consumption (see Chapter V), it is as important 

to understand the perceived benefits and barriers thereof. The literature has shown that 

while a wide array of benefits and barriers for FV intake have been identified, all related 

studies have investigated fruits and vegetables together, treating them as one category. 

However, fruits and vegetables are two different food categories, and each is likely to 

have unique barriers and benefits. Additionally, previous research on the barriers and 

benefits of FV intake in children has centred on children only, which limits understanding 

of the barriers and benefits perceived by parents, who are largely responsible for serving 

FVs to their children. Study 3 was developed to address these gaps, and serves as 
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formative research that aims to understand what barriers and benefits parents perceive 

regarding serving FVs to their children so as to inform future programme planning. 

 

Method 

 

The data was collected via an online survey of Finnish caretakers of 3–12-year-old 

children. Online surveys represent an effective way to conduct research due to speed and 

cost when compared to regular survey methods (Neuman, 2006). The survey used open-

ended questions to ask respondents which FVs they would like their child to eat more or 

less of, and then explored the reasoning behind their choice. The FV items were sourced 

from Finnish association Kotimaiset Kasvikset Ry, a non-profit organisation that 

promotes FV consumption in Finland. These measures were chosen because they relate 

to exchange theory, where something of value is transferred between two parties (Flora 

et al., 1997). In terms of adopting a behaviour, when people get something from the 

product or service and there are no insuperable barriers to overcome, an exchange will 

take place (Smith, 2009). In other words, in Study 3 the researcher aimed to understand 

the current barriers preventing parents from serving FVs to their children so as to better 

facilitate exchange in the future. Finally, respondents were asked to respond to food habit 

questions adapted from Turconi et al., (2003), to explain the current state of FV intake in 

their child’s diet. 

 

The responses to the open-ended questions were run through a thematic analysis, 

following procedures outlined by Braun and Clarke (2006). Thematic analysis is a widely 

accepted approach (Braun & Clarke, 2006; Buchanan & Sheffield, 2017; Magin et al., 

2008) that organises and describes data in rich detail and interprets various aspects around 

what is researched (Boyatzis, 1998). 

 

According to the suggested thematic analysis steps outlined by Braun and Clarke (2006), 

the researcher started with data familiarisation, writing down concepts that emerged from 

the data. Codes of interesting features were then generated on a latent level to understand 

the deeper philosophies behind the responses (Braun & Clarke, 2006). Next, themes were 

searched, reviewed, and named. Finally, results were collated and analysed.  After 

identifying the trends and patterns, an additional word-frequency analysis was conducted. 

The word-frequency analysis was performed to identify the most-/least-preferred dishes, 

which were used to guide recipe development for Version 2 of the programme.  
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3.6 Conclusion 

 

This chapter began by outlining the philosophical positioning of the researcher. Next, 

the chapter justified the context for the research and outlined the larger randomised 

cluster trial. Finally, the research methodology of the three studies was detailed, with 

the data collection, sampling, and analysis methods selected in each study briefly 

outlined. The next three chapters present the three studies in journal article form. 
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Long live the marketing mix. Testing the effectiveness of the marketing mix in a 

social marketing context. 

 

 

The marketing mix has been extensively criticised by scholars and practitioners, which 

has led marketing scholars to (1) redefine the original 4P concept, (2) expand the 4Ps with 

additional Ps and (3) develop new concepts to replace the marketing mix. However, there 

is very limited empirical testing assessing the effectiveness of the original marketing mix 

(4Ps). This research applies a field experiment to assess whether the application of a full 

marketing mix (4P) is more effective than a promotion only campaign (1P) when aiming 

to increase fruit and vegetable intake of 6-13-year-old Finnish children. Fifteen schools 

were randomly assigned to 4P, 1P and control settings. Data was collected from 

schoolchildren using the Day in the Life Questionnaire (DILQ). A repeated measures 

analysis involving 1,076 children demonstrated that a full application of the marketing 

mix (4P) is more effective than a promotion only (1P) campaign in increasing FV intake 

within children.  

 

 

Keywords: Marketing Mix, Promotion, Social Marketing, Fruit and Vegetable, Children 
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Introduction 

 

The first definition of the marketing mix was published by E. Jerome McCarthy in 1960 

as ‘the choice of the tools which the company intends to combine in order to satisfy [a] 

target group’ (p. 37). The marketing mix features 4Ps – namely product, price, place, and 

promotion (McCarthy, 1960) – and has become one of the most popular marketing 

concepts; indeed, it is still taught today to university students around the world (Anderson 

and Taylor, 1995). However, despite its popularity the concept has also faced criticism 

over time, as marketing science has evolved and scholars have begun to question the 

relevance and adequacy of the marketing mix in terms of its application to contemporary 

marketing strategies. This criticism has led marketing scholars to (1) redefine the original 

4P concept, (2) expand the 4Ps with additional Ps, and (3) develop new concepts to 

replace the marketing mix.  

 

Since its inception in the 1970s, the marketing mix has been considered a core social 

marketing principle, with scholars recommending it as one of six key marketing concepts 

that can be used to guide programme design (see, e.g., Andreasen, 2002). However, social 

marketers have faced difficulties in fitting the marketing mix to programmes. Therefore, 

similarly to commercial marketing scholars, social marketing researchers have (1) 

attempted to redefine the 4Ps and (2) suggested alternative concepts that would move 

social marketers away from the marketing mix. A common denominator within the debate 

surrounding the 4Ps in commercial and social marketing is an absence of empirical testing 

in field settings. No studies to date have compared whether the 4Ps approach is more 

effective than alternate approaches. In the absence of empirical testing on the seminal 4P 

model, additions to the existing marketing mix (additions of ‘Ps’) remain opinion rather 

than evidence based. Indeed, examination of the social marketing evidence base suggests 

that 4Ps may be more effective than 1P (Carins and Rundle-Thiele, 2014); therefore, this 

research applies a field experimental to assess whether application of the full marketing 

mix (4Ps) is more effective than a promotion-only campaign (1P) and/or a control 

condition. In order to test this, two versions of a social marketing campaign aiming to 

increase fruit and vegetable (FV) consumption are designed. The research is guided by 

the following research question: 

 

 Is a social marketing programme that utilises the full marketing mix (4Ps) more effective 

than one that uses promotion only (1P)? 
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Literature Review 

The 4Ps of commercial marketing 

 

A key ingredient to designing a social marketing programme is the marketing mix 

(Andreasen, 1994, 2002; French and Blair-Stevens, 2006a). The social marketing mix is 

based on the commercial marketing mix, which seminal definitions suggest consists of 

product, price, place, and promotion (McCarthy, 1960). The marketing mix has been 

defined as ‘the mixture of controllable marketing variables that the firm uses to pursue 

the sought level of sales in the target market’ (Kotler, 1984, p. 68). Despite the continuous 

popularity of the marketing mix in modern marketing textbooks, the 4Ps have received 

frequent criticism from a range of leading marketing scholars over time (Staudt et al., 

1976; Lipson and Darling, 1971; Kotler, 1972; Kelly and Lazer, 1973). In particular, a 

large amount of criticism was received in the 1970s regarding the 4Ps’ inadequacy (see 

Lipson and Darling 1971; Kelly and Lazer 1973), and scholars tried to add more 

substance to the definitions. Table 1 illustrates these alternative 4P classifications, 

definitions, and terminology. However, despite this early criticism, the transformed 4P 

concepts appeared to not ‘compete with the explanatory power and exhaustiveness of the 

4Ps paradigm’ (Anderson and Taylor, 1995, p. 3). Anderson and Taylor (1995) even 

concluded that McCarthy’s original 4Ps were ‘sufficiently robust for contemporary 

marketing applications’, and that the 4Ps were “as valuable for 1990s' professors, students 

and managers as [they were] in 1960” (Anderson and Taylor, 1995, p. 1). 
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Author Product  Price Place Promotion 

McCarthy 
(1960) 

A tangible object or 
intangible service that is 
produced or manufactured 
and offered to consumers in 
the market. 

The amount a 
consumer pays 
for the product or 
service, normally 
an economic cost. 

The location where a product or service 
is purchased. This can include physical 
stores, as well as virtual online outlets 
that facilitate direct exchange. 

The communication tools and 
techniques used above and below 
the line by marketers in the 
marketplace. Methods include 
advertising, public relations, 
personal selling, and sales 
promotion. 

Staudt and 
Taylor (1965) 

Product/services mix: 
1. ‘The actual product line 
which finally emerges is 
known as the product mix. 
2. It helps to cultivate 
demand and assure both 
proper product performance 
and customer satisfaction.’ 
(P 34–35) 

n.a. Referred to as the distribution mix, 
where wholesalers and retailers help in 
the process of physically moving goods 
to the centres of demand and assembling 
unique assortments of goods to match 
different segments of demand. (P 34–
35) 

Referred to as the communication 
mix. Includes activities such as 
personal selling, advertising, sales 
promotion, dealer training, etc. 
These activities are organised into a 
unified force to help achieve 
market targets. (P 34–35) 

Lipson and 
Darling (1971) 

The combination of a 
physical product, product 
services, brand, and package 
desired by customers of the 
target market segments. 
(590–593) 

A particular 
mixture or 
combination of 
basic price, price 
alterations, credit, 
and transportation 
and handling 
terms. (590–593) 

Distribution mix is the combination of 
marketing channels, storage facilities, 
inventory control procedures, and 
shipping facilities put together by 
marketing administrators to create the 
time and place utilities required by 
customers. (590–593) 

Communication mix is the 
combination of advertisements, 
personal sales, special promotions, 
and public relations activities 
assembled by the marketing 
administration to inform and to 
persuade buyers to engage in 
customer market transactions that 
will satisfy the goals of both selling 
and buying systems. (590–593) 
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Bruner (1989) 

The concept mix is all the 
varied goods, services, and 
ideas that together compose 
the object of an exchange as 
viewed by the consumer. 

Cost mix refers to 
all exchanges 
having pre- and 
post-choice costs 
associated with 
them, including 
monetary and 
non-monetary 
costs. 

Channels mix refers to the many flows 
and intermediaries involved in 
facilitating an exchange. 

Communication mix includes 
promotion, as well as marketing 
research and consumer affairs. 

Van 
Waterschoot 
and Van Den 
Bulte (1992)* 
 
 

Product mix includes 
instruments that aim for 
satisfaction of the 
prospective exchange 
party’s needs. 

Price mix 
includes 
instruments that 
fix the size and 
means of payment 
exchanged for the 
goods and 
services. 

Distribution mix includes instruments 
that determine the intensity and manner 
in which the goods or services will be 
made available. 

Communication mix includes the 
mass communication mix, which is 
the non-personal communication 
efforts aimed at announcing the 
offer or maintaining awareness and 
knowledge about it; personal 
communication mix, which is the 
personal communication efforts 
aiming at announcing the offer or 
maintaining awareness and 
knowledge about it; publicity mix, 
which is efforts aiming at inciting a 
third-party communication about 
the offer. 

Nickels and 
Wood (1997) 

Product development and 
differentiation is the 
creation or improvement of 
a product to meet the needs 
and desires of customers. 
(23–24) 

Valuation and 
pricing is the 
process that 
buyers and sellers 
use to determine 
whether a 
marketing 
exchange will be 
beneficial. (23–
24) 

Channel management involves the 
organisations moving the good from 
producers to consumers, and value chain 
management includes the linkage of 
activities that must be performed by 
suppliers and channel partners, as well 
as by producers, to create and deliver a 
value package that satisfies customers. 
(23–24) 

Integrated marketing 
communications include 
advertising, direct marketing, sales 
promotion, public relations, 
personal selling, and word-of-
mouth communication. (508) 
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* All Ps also have their own promotion mixes. 

** Yudelson also proposed a new, fifth P: partners. 

Table 1. The evolution of the 4Ps 

Yudelson** 
(1999) 

Performance: Product 
should be redefined as all 
the benefits (present or 
anticipated) that the buyer 
or acquirer obtains from the 
exchange. 

Penalty: Price is 
everything that 
the acquirer 
gives up to obtain 
the benefits. 

Process: Place refers to all that is done 
and required to facilitate or bring about 
the exchange. 

Perception: Promotion includes all 
of the information that is conveyed 
between the parties to the 
transaction, in keeping the current 
thought on integrated marketing 
communications. 
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Yudelson (1999) aimed to adapt McCarthy’s 4Ps for the twenty-first century by 

redefining them to better relate to the exchange interaction that takes place with the 

customer as part of a total quality driven relationship (see Table 1). The redefined 4Ps by 

Yudelson (1999) incorporate exchange theory (Bagozzi, 1978), a key concept that defines 

the domain of marketing (Kotler, 1972; Ferrell and Lucas, 1987; Houston and 

Gassenheimer, 1987; Dobscha and Foxman, 1998), and particularly social marketing.  

Other marketing scholars have attempted to add additional Ps to McCarthy's original 4Ps 

framework (see, e.g., Traynor, 1985; Johnson, 1986; Magrath, 1986). Around 25 

additional Ps have been introduced since the 1960s, such as probe (Traynor, 1985); 

position (Borden, 1964); packaging (Mason, 1958); positioning, portfolio of market 

segments, portfolio of products by segment/by distribution outlet, portfolio of countries 

by mode of entry, political-based marketing decisions, public relations, public affairs, 

programme (Wind, 1986); personnel, physical facilities, process management (Magrath, 

1986); power, public relations (Kotler, 1986); purpose, perceive, perform, predict, plan, 

people, professional (Johnson, 1989); and preservation (LeDoux, 1991). However, rather 

than adding more clarity and advancing the 4Ps concept, the conceptual understanding 

and distinction of each of the Ps is blurred, thereby limiting classification of activities.  

 

The marketing mix was also critiqued by service marketers. Services marketing is 

different from goods marketing because services are intangible, perishable, have a human 

element and they are consumed at same time as being produced (Rushton & Carson, 

1989). Fryar (1991) and Grove and Fisk (1992) indicated the personal relationship with 

the customer and the quality of the service are just as important as the products sold, 

meaning that the marketing mix does not adequately serve the circumstances surrounding 

a service experience. Rafiq and Ahmed (1995) suggested that in order for the marketing 

mix to suit the services marketing industry, the 4Ps should be extended to 7Ps: product, 

place, promotion, price, physical evidence, processes and people, which are important for 

creating customer orientated services and therefore gaining sustainable competitive 

advantage (Kushwaha & Agrawal, 2015). As many of the companies in the service 

industry, such as hotels, banks and logistics sell the same services as their competitors, 

the services marketing mix (Rafiq & Ahmed, 1995) offers a great model for companies 

to position themselves (Oflac, Dobrucalı, Yavas, & Escobar, 2015).  
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Constantinides (2006) criticised the 4Ps concept for its lack of internal orientation and 

lack of personalisation. According to Constantinides (2006), the marketing mix does not 

account for any market input, making it internally orientated. Additionally, the rise of 

consumer individualisation and diminishing brand preference are not suited for the mass 

market orientation of the marketing mix (Constantinides, 2006).  Shizumu (2003) 

suggested 7Cs (Corporation and C-O-S, commodity, cost, communication, channel, 

consumer and circumstances) as part of his compass model.  

 

Prahalad (2012) proposed that the 4Ps should be replaced by the 4As, namely 

affordability, accessibility, acceptability, and awareness. Although additional Ps have 

been proposed and numerous alternative 4P models offered, the effectiveness of each 

proposed framework has not been compared and contrasted against the original 4Ps 

concept.  

 

 

Author Model Model components 

Bruner (1988, 1989) 4 Cs Concept mix, cost mix, channel mix, and 
communication mix 

Shizumu (2003) 7 Cs 
Corporation and C-O-S, commodity, cost, 
communication, channel, consumer, and 
circumstances 

Hyman (2004) 8 Ds Design, demand, didactics, distribution, duty, 
direction, diary, and dialect 

Constantinides (2006) 4 Ss Scope, site, synergy, and system 

Prahalad, (2012) 4 As Awareness, access, affordability, and availability 

Table 2. Modified versions of the 4 Ps 
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The 4Ps of social marketing 

 

Social marketing aims to change behaviour for the better. It features six benchmark 

criteria to help achieve this aim: (1) behaviour change as the main aim, (2) understanding 

the consumer through research (3) understanding competing behaviours, (4) 

segmentation, (5) marketing mix, and (6) exchange of benefits (Andreasen, 1994, 2002). 

Later, the National Social Marketing Centre proposed that theory and insight should be 

added to the benchmark criteria (French & Blair-Stevens, 2006). While the growth of the 

benchmark criteria has allowed us to “benchmark activities” showing that social 

marketing has matured (Fry, Previte, & Brennan, 2017), the criteria has also received 

criticism. Fry, Previte, & Brennan (2017) highlight that the benchmark criteria is mainly 

interpreted from a downstream individual level point of view, while social marketing 

should focus on social change (Kotler & Zaltman, 1971), which includes complex issues 

with multiple layers, actors and shareholders that cannot be addressed entirely within an 

individual focused model (Fry, Previte, & Brennan, 2017). 

 

Social marketing is often referred to as a sub-discipline of marketing (Yam, et al., 2017), 

and has therefore traditionally adopted core principles of marketing, such as the 

marketing mix (Andreasen, 1994). Following commercial marketing’s lead, social 

marketing scholars have also attempted to move away from the 4Ps model by suggesting 

alternatives. Notably, adaptation of the commercial 4Ps to social marketing has been 

criticised by leading social marketing scholars (Gordon, 2012; Peattie and Peattie, 2003; 

Wood, 2008) and difficulties translating the 4Ps into the work of social marketing 

researchers and practitioners have been articulated (Evans and Hastings, 2008). Kotler et 

al. (2002) provided insights into reasons underlying this difficulty, noting that social 

marketers often have nothing tangible to offer.  

 

 Wood (2008) and Peattie and Peattie (2003) found issues with the majority of the Ps, and 

suggested that the commercial marketing mix does not fit with social marketing. 

According to these authors, social marketing needs to develop an exclusive social 

marketing mix. However, despite identifying issues with the 4Ps, Peattie and Peattie 

(2003) did not propose a new social marketing mix framework. However, Peattie and 

Peattie (2003) proposed an alternative model, which replaced product with a social 

marketing proposition and added competition as a 5th “P”. Interestingly, Peattie & Peattie 

(2003) and Yudelson (1999) similarly proposed the product to be more of a benefit the 
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consumer gains. Their price is also very similar, as it is “everything that the acquirer gives 

up to obtain the benefits” (Yudelson, 1999, p. 64). Gordon (2012) developed a social 

marketing mix as an alternative to the commercial marketing mix, proposing that one of 

the main weaknesses of the commercial marketing mix framework is that a short-term 

focus is encouraged, which does little to create a strategic, long-term, relational-thinking 

view (Evans and Hastings, 2008; Rafiq and Ahmed, 1995). The model proposed by 

Gordon (2012) was thus influenced by the 7Cs (Shizumu, 2003) and relational thinking 

(Dev and Schultz, 2005a, 2005b; Grönroos, 1994; Lauterborn, 1990).  

 

Tapp and Spotswood (2013) suggested moving beyond the 4Ps by introducing the COM-

SM framework, which aims to connect various social marketing programme types with 

the capability, opportunity, and motivation model of behaviour. This conceptual paper 

contributed a further untested framework, providing more criticisms, additions, and 

alterations to the 4Ps model – none of which, however, were empirically tested in field 

settings. Opinion-based debate around the 4Ps is not constructive, given that no empirical 

testing of old and new frameworks has been presented.  

 

 

Where to from here? 

 

One starting point from which to assess whether the commercial marketing mix has a role 

to play in social marketing programme design is by empirically examining whether social 

marketing programmes that apply all 4Ps are any more effective than 1P campaigns. This 

comparison is particularly relevant as the current evidence base of social marketing 

programmes suggests that most interventions concentrate on promotion-only campaigns 

– i.e., only use promotion (1P), rather than the full marketing mix. Andreasen (2002, p. 

7) identified this issue and stated that ‘…campaigns that are purely communications 

campaigns are not social marketing…it is when campaigns move beyond mere 

advertising that the power of the [social marketing] approach is manifested.’ A number 

of systematic literature reviews have also highlighted this issue. For example, Carins and 

Rundle-Thiele's (2014) literature review of social marketing programmes with a nutrition 

focus found that 18 out of 34 programmes were social advertising campaigns (1P), rather 

than social marketing programmes featuring the full 4Ps application. Notably, this review 

provided evidence that 4P campaigns are more likely to deliver behaviour change 

compared to 1P campaigns (Carins and Rundle-Thiele, 2014). Similarly, Kubacki, Ronto 
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et al. (2015) and Kubacki, Rundle-Thiele et al. (2015) found that most self-described 

social marketing programmes are in fact promotion-only campaigns (1P), and do not, 

therefore, utilise all four Ps. Both reviews found that less than 20% of social marketing 

programmes used the full marketing mix. Despite the heavy criticism around the 4P 

framework, we can conclude that the majority of social marketing programmes do not 

apply all 4Ps. Before one can then enter into a debate that focuses on adapting the 

commercial 4Ps to social marketing, or moving beyond the 4Ps altogether, fundamental 

experimental field research is required to test whether 4P approaches are superior to 1P 

approaches.  

 

Therefore, this research applies a field experimental design that aims to understand 

whether application of the full commercial marketing mix (4Ps) is more effective than a 

promotion-only programme (1P). In order to test this, two versions of social marketing 

programmes were designed with the aim of increasing FV intake in 6–13-year-old Finnish 

schoolchildren.  

 

Methodology 

The (name withheld for review) program 

 

Two (name withheld for review) programmes were designed; a promotion-only campaign 

(1P) and a full social marketing programme (4Ps). Both programmes were designed 

following McCarthy’s (1960) definitions of the commercial marketing mix. Table 3 

features an overview of both programmes and how each of the Ps was applied. The 1P 

campaign included a mixture of promotional tools, such as FV information and play 

sessions that were tailored to suit the skill level of each grade. Both the information and 

the play sessions focused on promoting FVs. The 1P group schools were also provided 

with other promotional materials, such as posters on school walls and information that 

was available on the www.(name withheld for review).com. Teachers were encouraged 

to go to the website and download FV-related exercises, quizzes, and crosswords with a 

FV theme. Teachers were also encouraged to use online quizzes on the Kahoot App, 

which enabled the children to compete against each other in real time using their own 

mobile phones. The program materials were designed in collaboration with school 

nursing students from the Metropolia University of Applied Sciences. The students all 

helped in the delivery of the 4P campaign. The researcher supervised the design process 

of the campaign materials and the program delivery. The data was collected and analysed 
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by the researcher only. The research was approved by the university ethics committee 

under the code GU Ref No: 2016/722. 

 
Program Promotion-only 

campaign (1P) 
Full social marketing 
program (4Ps) 

Product 

- Cooking and tasting class, 
(name withheld for review) -
branded FVs available in the 
supermarket. 

Price 

- Price: Free cooking and 
tasting class, 10% discount 
coupons for purchasing 
(name withheld for review) 
-branded FV. 

Place 
- Place: School and the local 

supermarket. 

Promotion 

Information and play 
sessions, posters on 
school walls, 
information on the 
website, materials for 
teachers to use, Kahoot 
app, and social media. 

World’s most delicious 
adventure (WMDA) game*, 
posters on school walls, 
information on the website, 
materials for the teachers to 
use, Kahoot app, and social 
media. 

* WMDA game only available for 4P schools due to integration with discount vouchers 

Table 3: Each of the Ps applied in the 1P and 4P campaigns 

 

The 4P campaign included a ‘taste and cook’ session in which the children were taught 

how to cut FVs and cook fun dishes, as well as being provided with the opportunity to 

taste a wide variety of FVs. The tasting session (see Figure 5) showcased various FVs in 

their original form, as well as ready-cut pieces for tasting. The cooking class gave the 

kids free reign to design any dish they would love to eat (see Figure 6). Each session was 

tailored to suit the skill level of the class. For example, children in first, second, or third 

grade learned to build FV monsters with toothpicks and children in fourth, fifth, or sixth 

grade could use a kitchen knife while building their own creations from FVs. All classes 

were also provided with a game, World’s Most Delicious Adventure (WMDA, available 

at www.(name withheld for review).com), where children could enter the number of FVs 

eaten each day, new FVs they had tasted, and recipes they had cooked at home in return 

for points and a sticker at the end of each week. Points were used to travel in the online 

portion of the game, by which the children could learn about various European countries, 

their history, geography, FVs, and famous people. 
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All children in the 4P schools were provided with free recipes (which also worked as 

motivators to get points in the WMDA game) bundled up with specific FV discount 

vouchers for the local grocery store. All FVs mentioned in the given recipes were 

discounted and the discount could not be used on any other product. All the FVs needed 

in the recipe were also stickered with a (name withheld for review) campaign sticker to 

raise awareness in the grocery store. While many other stores exist in the municipality, 

the intervention partner store was the largest in size and had a superior collection of fruit 

and vegetables compared to other stores. The partner store helped with stickering the 

products as well as arranging the recipe discounts to work on specific times, for example 

right before the weekend and for a limited time only. 

 

The schools in the 4P group were given all the same promotional material (posters on 

school walls, information on the website, materials for the school teachers to use and 

Kahoot app game) as the 1P school group, except for the FV information and play session.  

 

 
Figure 1. The Viisi Per Päivä poster 
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Figure 2. The Viisi Per Päivä passport  

 

 
Figure 3. Discount coupon for the local supermarket 
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Figure 4. Recipes  

 

 
Figure 5. Children tasting fruits and vegetables 
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Figure 6. Children’s own creations made in the cooking class 

 

Both the 1P and 4P campaigns used social media, posting recipes on Facebook and 

Instagram, and featuring competitions and activities aimed at driving traffic back to the 

website. The 4P and 1P campaign materials were distributed for 3 months from the 

program delivery date. The control schools received no materials or activities. 

 

Study design 

 

A simple cluster randomised controlled trial allocated 15 schools to the 1P (n = 5), 4P (n 

= 5), and control groups (n = 5) from a total of 31 primary schools in Vihti and Lohja 

municipalities in Finland. Schools were randomly assigned using SPSS 22. Thirteen out 

of 15 schools that were approached agreed to participate in the trial, while two control 

schools declined participation.  
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Data collection and measures 

 

Data was collected from 6–13-year-old children using a paper-based Day-in-the-Life 

Questionnaire (DILQ), which has been previously used to reliably measure FV intake in 

children (Moore et al., 2007; Edmunds and Ziebland, 2002; Wallen et al., 2011). The 

DILQ encourages children to recall and describe various activities, including their food 

intake from the previous day, whether they watched TV while eating, and the method of 

transportation they used to get to school (Edmunds and Ziebland, 2002). The teachers 

supervised the data collection in the classroom. The study followed the procedure from 

Edmunds and Ziebland (2002) meaning composite foods (e.g., pizza, burgers, ketchup) 

were excluded because these foods do not contribute sufficiently to the five-a-day goal 

(Cullen et al., 1999). The portion sizes of the FVs were estimated on the basis of both 

written and drawn responses, and were self-reported by children for breakfast and dinner. 

The FV score was estimated according to the portion size (50g) defined by the Finnish 

dietary guidelines as 1 portion (VRN, 2014). A summative score of FV intake was 

calculated by adding the FV intake at breakfast and dinner. 

 

Data analysis 

 

The evaluation employed a repeated measure research design. Schoolchildren filled out 

a survey prior to their participation in (name withheld for review) and four months after 

the programme delivery day. All responses were entered into SPSS and then coded to 

protect the privacy of the participants. A unique identifier code was used to match 

schoolchildren between both data collection points.  

 

Sample 

 

FV intake was calculated using pre (n = 1,713) and then post (n = 1,458) data. A total of 

372 responses from 4P schools, 491 responses from 1P schools, and 213 responses from 

control schools were matched after merging the datasets. The retention rate in the 4P 

school group was 54%, while it was 65% in the 1P school group and 80% in the control 

school group at three-month follow up.  
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Results 

This section begins by providing a demographic overview of the sample, and then 

showcases the results of each of the treatment groups – namely 4P, 1P, and control. 

The overall sample (n = 1,713) was 47.65% male. The mean age was 9.35 years, with 

100% of children born in Finland. There was a significant difference between the 

intervention and control conditions in terms of gender composition (χ2 (2, n = 1,709) = 

6.32, p = .042) but no significant difference in respondents’ average age (F [2, 1700] = 

.75, p = .515) 

 

 

 1P group 

 

4P group 

 

Control 

group 

 

Total 

 

P 

Gender 

Female 

Male 

n (%) 

418 (55.7) 

333 (44.3) 

n (%) 

340 (49.3) 

350 (50.7) 

n (%) 

135 (50.4) 

133 (49.6) 

 

n (%) 

893 (52.3) 

816 (47.7) 

.042* 

 

Age M = 9.29 M = 9.38 M = 9.42 M = 9.35 .474 

* Significance. 

Table 4: Sample description at baseline 

 

4P school results 

 

A significant increase in breakfast FV intake was observed in the 4P school group (n = 

372) pre (M = 0.4 SD = 0.8) and post (M = 0.6 SD = 1.01) intervention t(742) = -3.24, p 

< .001 (see Table 5). A significant increase was also observed when combining FV intake 

at breakfast and dinner before (M = 1.1 SD = 1.6) and after (M =1.4 SD = 1.7) the 

intervention (t(742) = -2.69, p < .01). However, no significant differences were observed 

at dinner alone.  
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4P group 

  
1P group 

  
Control group 

  

  

Pre M 
(SD) 
n = 
372 

Post M 
(SD) 

n = 372 
P 

Pre M 
(SD) 

n = 491 

Post M 
(SD) 

n = 491 
P 

Pre M 
(SD) 

n = 213 

Post M 
(SD) 

n = 213 
P 

Breakfast  0.4 
(0.8) 

0.6 
(1.0) <.001* 0.5 

(0.9) 
0.5 

(0.8) .795 0.3 
(0.7) 

0.3 
(0.6) .765 

Dinner  0.7 
(1.2) 

0.8 
(1.2) .234 0.6 

(1.0) 
0.7 

(1.1) .175 0.5 
(0.9) 

0.5 
(1.0) .503 

Breakfast 
& dinner 
combined  

1.1 
(1.6) 

1.4 
(1.7) <.01* 1.1 

(1.6) 
1.2 

(1.6) .436 0.8 
(1.3) 

0.8 
(1.2) .728 

* Significance. 

Table 5: Pre- and post-assessment of the FV intake in 4P, 1P, and control group 
 

 

1P school results 

 

Small increases in FV intake at dinner, and breakfast and dinner combined, were observed 

in the 1P schools; however, none of the increases were significant (see Table 5).  

 

Control school results 

 

The control school group showed no significant difference in FV intake at breakfast, 

dinner, and breakfast and dinner combined, between pre- and post-data collection points 

(see Table 5).  

 

Discussion  

 

This study is the first to empirically test whether a 4P approach may be more effective 

than the 1P approach in a social marketing context. This study applied a field 

experimental design to identify whether a campaign using the full commercial marketing 

mix (4Ps) would be more effective in increasing FV intake compared to a campaign 

utilising a promotion-only strategy (1P). The study demonstrates that it is beneficial to 

utilise the full commercial marketing mix (4Ps) in order to achieve greater behaviour 

change. Participants in the 4P condition showed a significant increase in FV intake at 

breakfast, while children in the 1P condition and control condition showed no significant 

differences. This result was also evident regarding combined breakfast and dinner data.  
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Previous systematic literature reviews of social marketing programmes have 

demonstrated that the majority of programmes rely on promotion-only (1P) campaigns 

(Kubacki et al., 2014; Kubacki, et al., 2015; Carins and Rundle-Thiele, 2014). For 

example, Carins and Rundle-Thiele (2014) demonstrated that more than half of the 

identified social marketing programmes were in fact promotion-only, noting that 

behaviour change was less likely for 1P approaches. Carins and Rundle-Thiele (2014) 

hypothesised that application of the full marketing mix may be more effective than a 

promotion-only approach, though they did not undertake a field experiment to test this 

proposition. The current study provides empirical evidence from a field trial, suggesting 

that application of the full marketing mix delivers higher rates of behaviour change. These 

findings have wide-reaching implications given that promotion-only campaigns currently 

dominate social marketing, public health promotion, and education campaigns. The 

results of this study and past review evidence (Carins and Rundle-Thiele, 2014) indicate 

that greater gains can be made when efforts extend beyond communications (1P).  

 

The social marketing literature debating the social marketing mix (Gordon, 2012; Peattie 

and Peattie, 2003; Tapp and Spotswood, 2013; Wood, 2008) may be the result of a 

promotion-dominant (1P) logic. In the absence of a product or service offering, debate 

about the appropriateness of the 4Ps may occur (Gordon, 2012; Tapp and Spotswood, 

2013). A review of the literature indicates that scholars may be trying to force fit 

promotion-only campaigns (social advertising) (1P) into a marketing mix framework, 

which fails to acknowledge that in many instances social marketers often have nothing 

tangible to offer, and instead are aiming to influence people through communications to 

voluntarily accept a new behaviour, modify existing behaviour, or reject old behaviour 

(Kotler et al., 2002).  

 

Peattie and Peattie (2003, p. 370) suggested that ‘Social campaigns aim to alert, inform, 

educate, incentivise, influence and support their targets in moving them towards 

behavioural change.’ We argue that this view also reflects a promotion-dominant (1P) 

logic. It is therefore no surprise that attempts to apply the full marketing mix, as originally 

intended by commercial marketing in social marketing, have been difficult. Andreasen 

(2002) famously reminded social marketers to move beyond communication campaigns, 

and suggested that the true power of the social marketing approach becomes evident once 

one moves beyond advertising. Work that confuses behaviour (the outcome) with product 

(a marketing input) only serves to confuse the next generation. Work that confuses 
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behaviour (the outcome) with product (a marketing input) only serves to confuse the next 

generation of social marketers. Peattie and Peattie (2003) do acknowledge this and claim 

that there are two problematic ways that social marketers treat product: some social 

marketers think the desired behaviour is the product whereas some think it is the tools of 

the campaigns, such as “information or tangible supporting technologies” (page 317). 

Both views are problematic since 1. Behaviours are not produced by the social marketers, 

but by the consumer and 2. The benefits the consumer gets, come from the behaviour, 

and not from the components of the social marketing program (Peattie & Peattie, 2003). 

This is interesting, because while Peattie & Peattie (2003) acknowledge these problems, 

they also indicate, that social marketers offer ‘propositions’ such as ‘exercise is 

beneficial’ (2003) or ‘organic food is good for you and the environment’ (2009) or 

‘cycling (or walking) instead of driving is good for you and good for the planet’ (Peattie, 

Peattie, & Ponting, 2009) to their target markets, proposing that the behaviour is indeed 

the product/proposition. Similarly, Kotler et al. (2002) suggested that social marketers 

aim to influence people to voluntarily accept a new behaviour, modify the existing 

behaviour, or reject the old behaviour instead. There is, however, an inherent issue when 

a desired behaviour is depicted as the product: in essence, it could mean that a non-

smoking (product) poster campaign (promotion) in a school (place) featuring the slogan 

‘stop smoking, you will save money’ (price) would be classed as application of the full 

marketing mix (4Ps). However, exchange-informed views would imply that this is a 

promotion-only campaign, as only information is communicated to the target audience. 

If the product is reduced to a ‘desired behaviour’, it suddenly allows any campaign using 

traditional promotional methods to call itself a 4P campaign.  

 

Once the desired behaviour becomes a synonym for the product, the original meaning of 

the 4Ps as intended by McCarthy (1960) and Yudelson (1999) is lost. Here, understanding 

the original conceptualisations of the marketing mix is necessary to revisit the meaning 

of the 4Ps. Yudelson (1999, p. 64) defined products as ‘all the benefits (present or 

anticipated) that the buyer or acquirer obtains from the exchange’. This allows the product 

or service to be tangible or intangible, while shifting the emphasis from what is produced 

to what is obtained (Yudelson, 1999). Social marketers would benefit from this 

interpretation as it is a reminder to produce products and services that bring value to the 

audiences it aims to serve, whether these are tangible products or intangible experiences. 

The outcome of this product and service experience would then be behaviour change.  
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The concept of price has also been conceptually challenging for social marketing 

scholars. We argue that once the behaviour is classified as the product, the way a social 

marketer looks at price becomes problematic. For example, social marketers have referred 

to price as the cost (monetary and non-monetary) of adapting or modifying a behaviour 

(Gordon, 2012; Peattie and Peattie, 2003; Wood, 2008). However, they are viewing price 

from a behavioural, rather than a product, perspective. We discourage this view as social 

marketers forget to take into consideration how to design a product or service experience 

that audiences want to engage in and that many would willingly pay money for. Looking 

back at the original commercial marketing mix (McCarthy, 1960; Yudelson, 1999), price 

is defined ‘as everything that the acquirer gives up to obtain the benefits’ (Yudelson 1999, 

p. 64). This definition is centred on monetary and non-monetary (e.g., time and 

convenience) costs, which challenge social marketers to focus attention on the value 

received by their target audience.  

 

Conceptual issues surrounding the place element of the marketing mix have also been 

raised in the social marketing literature. A systematic review by Edgar et al. (2015) 

showed that almost half of the social marketing campaign studies published between 1988 

and 2015 have described place strategies as communication channels or other information 

delivery strategies, such as print advertising. Gordon (2012, p. 123) referred to place as 

‘the channels by which behaviour change is promoted and the places in which change is 

encouraged and supported’. This definition is problematic, as it permits promotion (1P) 

campaigns to fit themselves to a broader marketing mix framework. Peattie and Peattie 

(2003, p. 374) proposed that the place ‘involves accessibility and the locations involved 

in either the behaviour under consideration or the interventions aimed at changing it’. 

According to Bloom and Novelli (1981), social marketers have had issues with the 

distribution of information on behaviour change, but not the actual products. Similarly to 

price, once the behaviour is considered as the product, naming the place becomes 

difficult. Yudelson (1999, p. 374) described the place in the commercial marketing mix 

as ‘all that is done and required to facilitate or bring about the exchange’. This definition 

of place enables practitioners to focus on everything around the transaction, while still 

achieving the desired behaviour change enabled by the product or service. 

 

This article provides an important and timely reminder that social marketing, which was 

derived from commercial marketing, should once again look back at its commercial 

origins (McCarthy, 1960; Yudelson, 1999), and consideration should be given to applying 
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the model as intended. With the results of this study, the authors hope that social 

marketing practitioners do not abandon the commercial marketing mix, but rather 

understand the way it was originally intended to be used and consider real 

products/services to increase rates of behaviour change. 

 

Implications for social marketing theory 

 

Thus far, social marketing scholars have either criticised the marketing mix (Gordon, 

2012; Peattie and Peattie, 2003; Wood, 2008) and/or tried to develop alternative models 

(Gordon, 2012; Tapp and Spotswood, 2013). However, similar to the commercial 

marketing discipline, social marketing scholars have not empirically tested their proposed 

models to comparatively assess effectiveness. This study is a first in this regard, and 

results of the field experiment conducted demonstrate that social marketers should in fact 

employ the full marketing mix. This empirical study marks a starting point for further 

exploration into the effectiveness of the original marketing mix as proposed by McCarthy 

(1960), and to comparatively assess the many alternative models that have been proposed 

over time in commercial (Staudt et al., 1965; Lipson and Darling, 1971; Bruner, 1989; 

Van Waterschoot and Van den Bulte, 1992; Nickels and Wood, 1997; Yudelson, 1999; 

Shizumu, 2003; Hyman, 2004 and Constantinides, 2006) and social (Gordon, 2012; Tapp 

and Spotswood, 2013) marketing literature. Future research is warranted to empirically 

evaluate and compare the many versions of the 4Ps, extended P, and alternative 

framework models. 

 

Implications for social marketing practice 

 

This research provides insights for marketing and social marketing practitioners. Our 

findings suggest that application of the full marketing mix is more effective than a 

promotion-only strategy. Although the findings are limited to the context of increasing 

children’s FV intake, we suggest that social marketers should not rely on promotion-only 

efforts going forward. This study also provides insights into development of the full 

marketing mix for the (name withheld for review), which can be used as a template to 

develop and design other school-based programmes.  
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Limitations and Future Research 

This study has several limitations. First, the results are limited to two countryside regions 

in Finland and a sample of schoolchildren aged 6–13 years. Second, the schools varied in 

size (40 students to 550 students), and some deliveries took place in countryside settings 

in smaller village schools. This meant that some of schools were not only smaller, but 

also further away from supermarkets with better availability of FV. Evidence regarding 

campaign effectiveness to influence FV intake in a wider variety of settings, including 

different living settings (rural vs suburban), regions, and student age groups should be 

considered in future research. While confounding issues were addressed through 

randomisation, future programs should run stratified randomised controlled trials, which 

can prevent imbalance of treatment groups for known factors and is especially effective 

in small trials (Kernan, Viscoli, Makuch, Brass, & Horwitz, 1999). In addition 

multivariate analysis should be performed, as it can handle a number of covariates and 

confounders simultaneously (Pourhoseingholi, Baghestani, & Vahedi, 2012). 

This study examined a pre-/post-outcome assessment, and a follow-up study should be 

conducted to assess whether long-term change effects remain. The results may have also 

been affected by the social desirability bias, which has been found to happen in other 

studies regarding fruit and vegetable intake (Miller, Abdel-Maksoud, Crane, Marcus, & 

Byers, 2008) and school based interventions (Taber et al., 2009). The biases were not 

controlled in this trial. 

The study’s lower retention rates reported in 4P and 1P schools reflect difficulties when 

working with children and schools. For example, some children did not write their name, 

class, and age on the survey, making any matching attempts impossible. In some cases, 

teachers had also forgotten to disseminate and collect surveys. For future trials, online 

surveys are recommended to allow more efficient data collection. However, in the smaller 

village schools this remains a challenge; therefore, colour-coded surveys to indicate 

different time points are recommended. Future trials would also benefit from monitoring 

the usage of each of the marketing elements, in this case the usage of the discount 

vouchers, the WMDA game, online materials and the posters at schools. Finally, to 

increase the rate of success rate in matching students between time points, a unique 

identifier code should be implemented (see McBride et al., 2000). 
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Abstract 
 

Background 

Child obesity rates have risen dramatically in recent decades, despite the large variety 

of health programmes implemented worldwide. Most social marketing and behaviour 

change programmes have focused on influencing the individual, ignoring calls to 

extend focus to social and environmental influences. The socio-ecological model 

suggests that individual health outcomes are connected to interactions with the 

interpersonal, organizational, community, societal, and policy/enabling environmental 

factors.  

 

Methods 

This study assesses a field experiment of the (name withheld for review) social 

marketing programme. The programme’s design took a wide social ecological view, 

extending programme focus beyond 5–12-year-old children to schools, teachers, and 

parents. Parent’s intention (n = 365) to increase fruits and vegetables (FV) for their 

child was evaluated (pre and post programme) using the theory of planned behaviour.  

 

Results 

The results showed a significant increase in subjective norms and behavioural control 

towards parents serving more FV to their children. No significant changes were found 

with intentions or attitudes. Two effects were observed in the control setting, with 

changes in the undesired direction. Areas for programme improvement and 

opportunities for future research are noted. 

 

Conclusion 

The results indicate that the programme may not be enough to change parent FV 

attitudes and intentions. Additional efforts are needed to change behaviour. 

 

Keywords: Fruits and Vegetables, Children, Parents, Social Ecological Model, Social 

Marketing 
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Introduction 

 

Recent global statistics estimate that up to 10% of 5–17-year-old children are either 

overweight or obese (Lobstein, Baur, & Uauy, 2004), which is entirely preventable. 

According to the National Health and Welfare Institute of Finland, 11% of three-year-

old and 18% of five-year-old Finnish children are obese. Further, statistics indicate that 

Finnish children eat less fruit than children in any other OECD country 

(OECD/European Observatory on Health Systems and Policies, 2017). Obese children 

will suffer from increased morbidity when they grow up, even if they lose weight 

following incidences of obesity (Deckelbaum & Williams, 2001). Two main predictors 

of childhood obesity have been found to be physical inactivity and excess energy intake 

(Hill, 2006). Higher intake of FVs have been correlated with a lower likelihood of 

overweight and obesity (Ledoux, Hingle, & Baranowski, 2011) and non-communicable 

diseases including (but not limited to) Type 2 diabetes, coronary heart disease, and 

stroke (Appel et al., 1997; de Lorgeril et al., 1999). In recent decades, Finland’s 

government and government-funded associations have put initiatives in place to 

prevent obesity. For example, The National Institute of Health and Welfare has 

delivered a national obesity programme since 2012 – though the effectiveness of this 

programme has not yet been reported. Despite past efforts and actions aiming to prevent 

obesity, Finnish childhood obesity prevalence continues to rise (THL, 2017). 

 

Social Marketing aims to develop and integrate marketing concepts with other 

approaches to change behaviours to benefit individuals and communities (ISMA, 

2013). At the time of writing, this definition was being revisited by leading scholars 

across the globe. Social marketing is often mixed up with social advertising, which the 

use of pure advertising to make the common public aware of social issues or to 

influence their (the public) behaviour. Prevailing practice in social marketing and other 

behaviour-change disciplines, such as education, have focused prevention efforts on the 

individuals needing to change (Hoek & Jones, 2011). While the need to move beyond 

the individual has long been called for (Gordon, 2013; Hoek & Jones, 2011), individual 

(also referred to as micro or downstream) practice continues to dominate. Midstream 

social marketing aims to create behaviour change by influencing social groups 

surrounding the individual needing to change, and can include families and friends 
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(Russell-Bennett et al., 2013) or community groups and schools (Gordon, 2013).  

 

While some social marketing programs, such  as the VERB (Wong et al., 2004), have 

shown great success with addressing the midstream audiences, systematic reviews have 

shown that a downstream or individual focussed approach continues to be the dominant 

approach in social marketing prevention efforts (Almestahiri et al., 2017; Kubacki, 

Rundle-Thiele, Lahtinen, et al., 2015). In the rare cases where social influences are 

listed as a target group, the impact of the social marketing programme on these groups 

has not been measured (Luecking et al., 2017). 

 

Guiding theoretical frameworks exist to extend the focus of social marketing, and, more 

broadly, behaviour change practice, beyond individuals targeted for change. Consider 

the socio-ecological model (Bronfenbrenner, 1977), which suggests that health 

outcomes are attributed to individual factors (such as age and gender) and interactions 

with the interpersonal, organizational, community, societal, and policy/enabling 

environment factors (Mcleroy et al., 1988). The socio-ecological model has been found 

to explain fruit and vegetable eating behaviours of children (Robinson, 2008). The 

study showed that the intake of fruit and vegetables among children is affected by an 

interplay of all of the factors of the socio ecological model, namely personal, cultural 

and environmental factors. Acknowledging the important role that parents, the wider 

community, and schools play regarding childhood eating  (Ledford, 2012; McClain et 

al., 2009; Saelens et al., 2012), the socio-ecological model has been applied previously 

in childhood obesity studies and prevention programmes (CDC, 2013; Elder et al., 

2006; Gentile et al., 2009) targeting parents (interpersonal factor) (Gentile et al., 2009), 

the community (community factor) (Elder et al., 2006; Gentile et al., 2009) and/or 

schools (organizational factor) (Elder et al., 2006; Gentile et al., 2009).  

 

One of the biggest influencers of children’s eating habits is parents, who spend a large 

portion of their income on their children’s food (Preston, 2010). Further, children’s 

eating patterns are affected by parental eating habits (Hesketh et al., 2005), role 

modelling, and food practices at home (McClain et al., 2009). Schools should be 

targeted not only because teachers are responsible for the health education of the 

children, but also because school lunches have been found to contribute to overweight 

and obesity (Ledford, 2012). Local infrastructure warrants attention given that 
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obesogenic environments may surround individuals at the highest obesity prevalence 

risk. For example, child and parent obesity has been found to be lowest in environments 

favouring healthy eating, characterised by more supermarkets in close proximity and a 

lower fast-food restaurant density (Saelens et al., 2012).  

 

In summary, most public health programmes have a tendency to focus on individual 

capabilities and motivation, and forget to address the context and social factors 

surrounding these individuals (R. Davis et al., 2015). Therefore, the socio-ecological 

framework provides a broader view, indicating the potential importance of a multi-

faceted prevention effort and recognising the complex interplay that social and built 

environment factors have on childhood overweight and obesity (Lytle, 2009). While 

the socio-ecological framework guided the design of the programme detailed in this 

study, a further theoretical perspective was applied to evaluate effectiveness of the 

programme for parents, namely the theory of planned behaviour (TPB) (Ajzen, 1991). 

The TPB, which been shown to predict behaviour (Watson et al., 2014), has been 

widely used in social marketing (Luca & Suggs, 2013) and public health (R. Davis et 

al., 2015). Many programmes mention TPB even if the intervention is not based on the 

theory (Michie & Prestwich, 2010). Programmes designed and/or evaluated using 

guiding theoretical constructs can help to explain why the programme is having an 

effect or no effect (Michie & Abraham, 2004), and can guide future programme 

development (Michie & Prestwich, 2010). 

 

The (name withheld for review) programme was delivered in school settings to primary-

school-aged children. The basis for this study is the capacity of programme materials 

delivered through a school setting to influence parent’s FV serving practices for their 

children. The research was guided by the following question: Can a social marketing 

FV programme increase the attitudes, subjective norms, and behavioural control, and 

in turn intentions, for parents to serve more FVs to their children?  
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Methods 

 

The (name withheld for review) programme 

 

This study utilised the socio-ecological model to design (name withheld for review), a 

multi-level programme delivered in partnership with primary schools. As part of the 

programme, parents, school teachers, and local supermarkets were targeted, in addition 

to primary-school-aged children. Programme materials were delivered for a three-

month period following programme delivery in the schools. The programme was 

assessed against a control group, which received no materials or activities.  

 

The (name withheld for review) programme was delivered to all children in the 

programme primary schools during a one-day timeframe. The programme, delivered 

by the project team, employed a 25-minute cooking and a 25-minute tasting class for 

each class in the school. During the cooking class, the children were provided with age-

appropriate recipe ideas, instructed on cutting FVs, and given an opportunity to prepare 

an age-appropriate after-school dish (Figure 1). During the tasting classes children were 

given the opportunity to taste FVs in a playful manner (Figure 2).  
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Figure 1: Children cooking their own fruit and vegetable snacks 

 

Figure 2: Children tasting different fruit and vegetables 
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To extend the programme length, children also took part in a game (‘World’s Most 

Delicious Adventure’ [WMDA], available at (url withheld for review). Recipes (which 

also worked as motivators to get points in the WMDA game) were bundled with 10% 

FV discount vouchers for the local grocery store. The recipes and discount vouchers 

were delivered directly to parents in a closed envelope. In total, 12 recipes and four 

discount vouchers were designed, to encourage parents to purchase more FV and to 

cook healthy dishes together with their children using the bundled recipes. All the FVs 

mentioned in the recipes were also labelled with the programme sticker, so that they 

could be more easily found in the local supermarket. Only one grocery store partnered, 

however the partner store offered a superior collection of fruit and vegetables compared 

to other stores in the area. The partner store arranged the recipe discounts to work for a 

limited time only. In addition, families were informed about the benefits of FV on the 

programme website.  

 

The programme targeted schools and teachers with additional FV-themed teaching 

materials. Teachers were encouraged to go to the programme website and download 

FV-related exercises, quizzes, and crosswords, all of which had an FV theme. 

Furthermore, teachers were encouraged to use online quizzes on the Kahoot app, which 

enabled the children to compete against each other in real time using their own mobile 

phones. The schools were given posters to put on school walls, and other FV-related 

information was available on the programme website. 

 

To raise wider awareness in the community, the programme manager informed local 

media about the programme. Two full-page stories were featured by two local 

newspapers, which were distributed for free in the target programme area, providing 

additional support for the programme.  

 

The intervention lasted 3 months from the first program delivery date. All of the 

program materials were created in collaboration with school nursing students from the 

Metropolia University of Applied Sciences, who also took part in the delivery of the 4P 

campaign. The researcher oversaw the process of creating the campaign materials as 

well as leading program delivery. The data was collected and analysed by the researcher 

only. The research was approved by the university ethics committee under the code GU 

Ref No: 2016/722. 
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Study design 

 

A simple cluster randomised controlled trial involving eight schools in the Southern 

region of Finland was conducted. Data was collected from parents of 6–13-year-old 

children in the primary schools using a paper-based survey. The survey measured 

intentions, behavioural control, and subjective norms of parents with respect to 

purchasing and cooking FV dishes for their children. Intentions, attitudes, norms, and 

behavioural control were calculated pre (n = 745) and then post (n = 479) programme 

implementation. A total of 233 responses from programme schools and 132 responses 

from control schools were matched after merging the datasets.  

 

Measures 

 

Measures were derived from the TPB, where attitudes, behavioural control, and 

subjective norms drive behavioural intentions, and ultimately behaviour (Ajzen, 1991). 

TPB has previously been shown to predict behaviour (Watson et al., 2014) and explain 

the relationship between attitudes and action (Beedell & Rehman, 2000; Webb & 

Sheeran, 2006). The survey used a combination of semantic differential scales and 

unipolar 7-point scales adapted from Sharifirad et al. (2013). Some of the scales were 

reversed to reduce the risk of stereotypical assessment. Semantic differential scales 

(Townsend et al., 2004 and Spence & Townsend, 2006) and unipolar 7-point scales 

(Aikman, Min & Graham, 2006; Magnusson, Arvola, Koivisto Hursti, Åberg & Sjöden, 

2001) have been used successfully in the past when measuring attitudes towards foods. 

All measures reported acceptable to strong internal reliability, with Cronbach’s alpha 

scores of 0.958 (intentions), 0.769 (attitudes), 0.629 (subjective norms) and 0.857 

(behavioural control). 

Data analysis 

The evaluation employed a repeated-measure research design. Parents completed a 

survey prior to their child’s participation in the programme, and one month after the 

intervention had finished. All responses were entered into SPSS. A unique identifier 
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code was used to match the parents of schoolchildren at pre- and post- (three-month 

follow up) data collection points (n = 365).  

 

Results 

 

The overall sample included parents (n = 494) at baseline with a mean age of 39.7 years. 

Their children (n = 501) were 48.5% male. The mean age of the children was 9.1 years, 

and all children were born in Finland. There was no significant difference between the 

intervention and control conditions in terms of gender composition (χ2 (1, n = 501) = 

0.166, p = .373) and average age of respondents (conditions: t (499) = -1.548, p = .122) 

(see Table 1). 

 
Table 1: Sample description at baseline 

 FV 

programme 

group 

C group 

 

Total 

 

P 

Child’s Gender 

Female 

Male 

n (%) 

174 (50.9) 

168 (49.1) 

n (%) 

84 (52.8) 

75 (47.2) 

 

n (%) 

258 (51.5) 

243 (48.5) 

.373 

 

Child’s age M = 9.1 M = 8.9 M = 9.1 .122 

Parent’s age M = 39.9 M = 39.3 M = 39.7 .214 

 

Table 2: Pre and post assessment of the programme and control group 

  Programme group Control group 

  
Pre M (SD) Post M (SD) 

P 
Pre M (SD) 

Post M 

(SD) P 

n = 233 n = 233 n = 132 n = 132 

Attitudes 6.3 (0.6) 6.3 (0.6) 0.766 6.4 (0.4) 6.3 (0.5) <.05* 
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Subjective 

norms 
4.5 (1.6) 5.1 (1.3) <.001* 5.0 (1.5) 4.5 (1.5) <.05* 

Behavioural 

control 
4.7 (1.9) 5.6 (1.2) <.001* 5.7 (1.4) 5.4 (1.5) 0.62 

Intentions 1.5 (1.1) 1.4 (1.0) 0.244 1.5 (1.0) 1.5 (0.9) 0.795 

Note: * 1 (negative statement) to 7 (positive statement), ** 1 = strongly disagree to 7 = strongly agree, 

*** 1 = extremely unlikely to 7 = extremely likely 

 

Programme school results 

 

A significant increase in subjective norms was observed in the programme group (n = 

233) from pre (M = 4.5 SD = 1.6) to post (M = 5.1 SD = 1.3) intervention (t(464) = -

4.01, p < .001) (see Table 2). A significant increase was also observed in perceived 

behavioural control from before (M = 4.7 SD = 1.9) to after (M = 5.6 SD = 1.2), (t(464) 

= -5.80, p < .01) the programme. However, no significant differences were found in 

intentions or attitudes.  

 

Control school results 

 

A significant difference in attitudes (a decrease) was observed in the control group (n 

= 132) pre (M = 6.4 SD = 0.4) and post (M = 6.3 SD = 0.5) intervention (t(261) = 1.99, 

p < .05) (see Table 2). A significant decrease in subjective norms was also observed 

before (M = 5.0 SD = 1.5) and after (M = 54.5 SD = 1.5) the intervention (t(262) = 

2.68, p < .05). However, no significant differences were found in intentions or in 

behavioural control measures.  

 

Discussion  

 

This study empirically examined the capacity of a programme delivered in a school 

setting to influence parents through delivery of recipe materials to support an in-school 

programme targeting their primary-school-aged children. Recipes included discounts 
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on FV that were available through local supermarkets. Specifically, guided by the TPB, 

this study sought to understand whether the programme materials distributed to parents 

increased parents’ attitudes, subjective norms, and behavioural control, and in turn 

intentions to serve more FVs to their children. Parents of participants in the programme 

setting showed a significant increase in subjective norms and perceived behavioural 

control. The control settings showed significant decreases in attitudes and subjective 

norms towards serving FVs to the children, and no changes for perceived behavioural 

control and intentions to serve more FVs. The decreases in the control setting for 

attitudes and subjective norms could be explained by local newspapers and magazines 

having stories on fruits having a high sugar and high calorie content. For example, an 

article in the womans magazine Anna claimed that eating too much fruit can lead to 

cancer (Jantunen, 2016). 

 

Taken together, the TPB-guided evaluation indicated that while recipe delivery 

increased perceived behavioural control, additional effort would be needed to deliver 

behavioural change, with a need for attitude change. The intervention should have 

gained positive attitude changes because intentions have been found to be most affected 

by attitudes (McEachan, Conner, Taylor, & Lawton, 2011). Attitudes have also been 

found to be critical antecedents of intentions and eating behaviour among parents 

(Bassett-Gunter et al., 2013). However, attitudes may also be affected by the ceiling 

effect, meaning that a large number of respondents have marked their score too close 

to the highest point on the instrument (Salkind et al., 2010), in this case they have 

already had very positive attitudes towards serving FV for their children, leaving no 

space for improvement in the follow up study. Additionally, the lack of change in 

attitudes could be explained by the fact, that the parents did not receive materials 

specifically targeting attitude change. This may also explain the small changes in 

intention. 

 

The increase in subjective norms suggests that the programme positively affected 

parents’ understanding of the importance others place on serving FVs to children on a 

daily basis. An increase in subjective norms may suggest that parents became more 

aware of other families and friends and the FV consumption habits thereof. This is 

important given that social norms influence food choice behaviours (Higgs, 2015). The 

increase in behavioural control in the programme group suggests that parents felt more 
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confident and capable of serving FV to their children following the programme. This is 

also important, given that perceived behavioural control is positively linked to FV 

eating behaviour (Pawlak & Malinauskas, 2008). The results align with those of 

previous studies (Backman et al., 2002; Duncan et al., 2015; Lautenschlager & Smith, 

2007), although those studies targeted the children themselves and did not target and 

measure parents.  

 

Given that parents are the dominant influencing factor of primary-school-aged 

children’s food consumption (Preston, 2010), and that programme materials delivered 

to parents can effect changes, parents should be targeted in addition to school-aged 

children in obesity-prevention efforts. This study indicates that influential social 

(midstream) audiences need to be targeted alongside the individuals who need to 

change, ensuring that a supportive social environment is built to facilitate change on a 

sustained basis.  

 

Although the programme showed significant increases in two (perceived behavioural 

control and social norms) of the four key TPB measures, there is room for improvement 

as there were no significant changes in attitudes or intentions towards serving FV dishes 

to children. This is not surprising given that the provision of recipes focuses attention 

on alternative ways to increase FV consumption but does not offer an emotional appeal 

to alter attitudes. The results indicate that recipes, discount vouchers, and information 

on the programme website may not be enough to change parent FV attitudes and 

intentions. Other studies have shown significant increases in all of the TPB measures 

(Duncan et al., 2015; Lautenschlager & Smith, 2007). These programmes used a more 

intensive 10–12 week school gardening programme. The programme taught children 

about planting, cultivating, and harvesting FVs, and about differences in ethnic cuisines 

and basic kitchen skills, while parents were not targeted with any materials or activities. 

 

This study is subject to several limitations. It did not assess FV behaviour change 

objectively at a household level. Future studies should assess and track FV intake over 

time using objective measures. Furthermore, the study was conducted in two 

countryside regions in Finland and the evaluation was purely focused on parents of 

primary school children aged 6–13 years of age. The school environment varied 

between schools as some of the schools were situated in rural areas, far away from 
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supermarkets offering a superior range of FVs, while other schools were situated in 

more metropolitan areas, where both children and parents are exposed to increased FV 

variety in local supermarkets. The study was also conducted across student cohorts of 

different ages, and any generalizations should therefore be made with caution. The 

study examined pre/post outcomes over a three-month period and did not utilize a 

follow-up study, which is highly recommended for future research to assess whether 

long-term change effects remain. Parents are also a general limitation in this study, as 

research has shown that health campaigns seem to have very small size effects at a 

population level (Snyder et al., 2004), meaning that if the effects are very small in 

parents, it is questionable how much of these effects are transferred for their children. 

Future research could benefit from testing a more comprehensive parent component in 

which the parents receive more than just recipes supported by supermarket discount 

offers. This could be implemented via parent–teacher nights at which the parents are 

present in schools. Parents could also be engaged through the delivery of more user-

centred online content. This would allow parents to consume content at a time and place 

when they have the time and energy to engage therewith. Future research could also 

borrow some of the techniques that were found effective in other social marketing 

studies targeting children via their parents. As an example, the social marketing 

program VERB aimed to influence tweens to participate in physical activity by 

associating it with ideas that they already appreciate, such as spending time with 

friends, having an opportunity to be active with parents, and getting recognition from 

peers and adults (Wong et al., 2004). Parents were also asked to encourage, support and 

praise their children for being physically active.  

To address the lack of change in attitudes and intentions in this study, future research 

should also aim to find additional tools that could affect parental attitudes and 

intentions. Formative research would be key to gaining insights into current attitudes 

and intentions. Also, future studies should use structural equation modelling, which is 

very helpful in modelling closely related predictors and can help determine if the 

theoretical model, in this case the Theory of Planned Behaviour, is supported by the 

sample data (Sánchez, Budtz-JØrgensen, Ryan, & Hu, 2005). 

In addition, this study faced fidelity issues as teachers did not use the free material on 

the programme website due to a lack of time and limited training. Future research is 
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recommended to co-design a programme with teachers and parents (Dietrich, Rundle-

Thiele, Schuster, & Connor, 2016). Additionally, an extended application of the socio-

ecological model is recommended to encompass all levels, ensuring a supportive 

environment is simultaneously offered in participating schools. Notably, the socio-

ecological model indicates the role of policymakers, which in the Finnish context is 

essential as they are responsible for the free school lunch that is served in all Finnish 

schools. This offers a rich avenue for future research and programme development. 
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Key findings 

 

1. This paper is the first to test the effectiveness of a fruit and vegetable (FV) social 

marketing programme to increase the intentions, attitudes, norms and 

behavioural control of parents towards serving FVs to their children. 

2. Using the socio-ecological model to design an FV social marketing programme 

for children may increase the norms and behavioural control of parents towards 

serving FVs to their children. 

3. The results indicate that social marketing programmes can benefit from using 

the socio-ecological model. 
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Finnish parents and the barriers and benefits they face in serving fruits and 

vegetables to their children 

 

Purpose 

Obesity is estimated to cost the world two trillion dollars annually. Higher intake of 

fruits and vegetables has been correlated with a lower likelihood of overweight and 

obesity, and diseases caused thereby. When aiming to increase children’s fruit and 

vegetable consumption, it is important to understand the benefits and barriers perceived 

by parents who provide food for their children. Although there is a large evidence base 

detailing the barriers to and benefits of fruit and vegetable consumption, the majority 

of studies have considered fruit and vegetable consumption jointly. Joint consideration 

of the benefits and barriers of fruit and vegetable consumption does not allow for the 

individual benefits and barriers to be identified separately for fruits versus vegetables, 

which may limit programme design and planning.  

 

Methodology 

A total of 357 Finnish carers with 3–12-year-old children completed an online survey 

on children’s food preferences and parental perceptions of providing fruits and 

vegetables for their children. Data was analysed using descriptive statistics, and content 

and thematic analysis.  

 

Findings 

Barriers included concerns about fruit causing constipation and the high levels of sugar 

in fruit. Given the prominent role that parents play in food provisioning, understanding 

the barriers preventing fruit and vegetable supply is needed to plan behaviour change 

programmes. Limitations and future research directions are outlined.  

 

Originality 

The results of this study show that fruits and vegetables are not equal. Most studies 

have examined fruits and vegetables together, while our findings indicate that each 

category has very unique barriers and benefits.  

 

Keywords: Fruits and Vegetables, Barriers, Benefits, Social Marketing, Finland, 

Consumer Insight
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1. Introduction 

 

Obesity is linked to diabetes, hypertension, cardiovascular disease, certain cancers, and 

sleep apnea (Poirier et al., 2006), death and disability (Colditz et al., 1995; Garrison, 

Higgins and Kannel, 1996; Magarey, Daniels and Boulton, 2001; Mokdad et al., 2001; 

Flegal et al., 2007; Froehlich-Grobe and Lollar, 2011; Holterman, Le Holterman and 

Browne, 2012) and as such presents a risk factor for obese individuals who are not 

metabolically healthy (Fontaine et al., 2003; Flegal et al., 2005).  Globally, around 3.4 

million adults die from obesity-related causes every year, and 65% of the world’s 

population lives in countries where overweight and obesity kill more people than those 

suffering from starvation (WHO, 2014). However, some studies have found that being 

overweight does not increase the risk of death (Flegal, Graubard, Williamson, & Gail, 

2005; Fontaine et al., 2003). 

 

Obesity amongst children has been identified as a key public health threat in the twenty-

first century. Childhood obesity is an increasing health phenomenon globally (Ayadi, 

2008; Booth et al., 2003; Kotani et al., 1997; Magarey et al., 2001; OECD/European 

Observatory on Health Systems and Policies, 2017; Troiano, Flegal, Kuczmarski, 

Campbell, & Johnson, 1995; Wang & Lobstein, 2006), with the number of overweight or 

obese infants and young children (aged 0–5 years) increasing to 41 million in 2016 

(WHO, 2017a). In OECD (Organisation for Economic Cooperation and Development) 

countries, it is estimated that one in five children are obese (OECD/European Observatory 

on Health Systems and Policies, 2017) and one in three 11 year olds in the WHO (World 

Health Organisation) European region are overweight or obese (WHO, 2014). The WHO 

(2014) predicts that there will be over 70 million overweight or obese infants and young 

children by 2025 globally. In Finland, obesity has doubled in the past 30 years 

(OECD/European Observatory on Health Systems and Policies, 2017) and is estimated to 

cost approximately EUR 330 million annually (Pekurinen, 2011). For example, a study 

of 6–12-year-old Finnish children showed that 20% were overweight (Kaikkonen et al., 

2012). Evidence has indicated that childhood overweight and obesity increases the risk 

of obesity and health issues through adolescence and into adulthood (Singh et al., 2008). 
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Higher intake of fruits and vegetables has been correlated with a lower likelihood of 

overweight and obesity (Ledoux et al., 2011; Shields, 2006), disease (e.g., Type 2 

diabetes, coronary heart disease, and stroke) (Amre et al., 2007; Antova et al., 2003; 

Appel et al., 1997) and illness (Knai et al., 2006). In order for children to develop healthier 

habits in adulthood, it is crucial to target them at an early age. Children’s food preferences 

have been found to be associated with their consumption patterns (Cooke, 2007), 

indicating that children should be influenced to like fruits and vegetables from the earliest 

possible age. Establishment of dietary patterns early in life is important given that dietary 

behaviours translate from childhood to adolescence (Kelder, Perry, Klepp, & Lytle, 1994; 

Resnicow et al., 1998) and later into adulthood (Mikkilä, Räsänen, Raitakari, Pietinen, & 

Viikari, 2004). 

 

The role of parents in children’s fruit and vegetable intake 

 

Parents are a highly influential component in childhood obesity prevention (Gerards & 

Kremers, 2015; Kitzmann & Beech, 2006; Lindsay et al., 2006; Pearson et al., 2009; 

Shloim et al., 2015). Parents are a crucial social element from which the child’s dietary 

behaviours are learned (Tinsley, 2003). Parents influence their children’s eating habits, 

passing on their own food traditions (Hesketh et al., 2005) and serving as role models for 

eating and food practices at home (McClain et al., 2009). A systematic review by Pearson 

and colleagues (2008) showed that parental food intake is consistently and positively 

associated with children’s fruit, juice, and vegetable consumption. A further study 

showed that parents who reported role modelling fruit as a snack were significantly more 

likely to have children that met daily fruit and vegetable recommendations (Draxten, 

Fulkerson, Friend, Flattum, & Schow, 2014). Therefore, to increase child fruit and 

vegetable consumption, it is important to understand the benefits and barriers parents 

perceive in relation to this. According to Crespo Casado and Rundle-Thiele, (2015) 

exchange theory centres research focus on understanding what has to be overcome 

(barriers) in addition to the benefits derived from the behaviour (e.g. eating fruits and 

vegetables). For exchange to occur the benefits have to outweigh the costs (barriers) 

(Homans, 1974). Obesity related literature has shown that perceived benefits and barriers, 

the two major components of the exchange theory, do influence behaviours (Nelson, 

Benson, & Jensen, 2010; Rundle-Thiele, Kubacki, & Gruneklee, 2016). 
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Barriers to and benefits of fruit and vegetable consumption 

 

Previous studies have focused on research around understanding barriers to fruit and 

vegetable consumption in combination, almost exclusively focussing on adult perceived 

barriers and benefits. Barriers identified include effort (USA, USA and Canada) 

(Hagdrup, Simoes and Brownson, 1998; Trudeau et al., 1998; Maclellan, Gottschall-Pass 

and Larsen, 2004), lack of knowledge  (Hagdrup, Simoes and Brownson, 1998; 

Maclellan, Gottschall-Pass and Larsen, 2004), socio-psychological factors (preference, 

habit, and mood) (USA and Australia) (Maclellan, Gottschall-Pass and Larsen, 2004; 

Thurber et al., 2017), socio-environmental factors (influence of family members, 

childhood experiences) (Maclellan, Gottschall-Pass and Larsen, 2004) and availability 

(Maclellan, Gottschall-Pass and Larsen, 2004; Yeh et al., 2008). Further, barriers to fruit 

and vegetable consumption include perceptions of high cost (UK, USA, USA and UK) 

(Cox et al., 1998; Hagdrup, Simoes and Brownson, 1998; Yeh et al., 2008; Herbert et al., 

2010), living circumstances (UK) (Herbert, Butler, Kennedy, & Lobb, 2010), confusing 

dietary recommendations (USA) (Hagdrup, Simoes and Brownson, 1998), lack of 

cooking skills (Australia and USA) (Murphy and Segan, 1994; Herbert et al., 2010), a 

need for convenience (Australia, USA and UK) (Murphy and Segan, 1994; Yeh et al., 

2008; Herbert et al., 2010), media advertising of fast food (USA) (Yeh et al., 2008), lack 

of variety, poor quality (Australia) (Pollard, Miller and Woodman, 2009), lack of time to 

plan and prepare (UK and Australia) (Herbert, Butler, Kennedy, & Lobb, 2010; Pollard, 

Miller, & Woodman, 2009) and texture of vegetables (Review of quantitative studies 

made in 4 countries in Asia, 11 Countries in Europe, Canada, USA, Australia, New 

Zealand and Costa Rica) (Krølner, Rasmussen, Brug, Klepp, Wind, & Due, 2011). 

Women with children have also identified pickiness of the children as a major barrier to 

fruit and vegetable consumption (USA) (MacLellan et al., 2004). 

 

In terms of benefits, a range of studies have identified healthiness (South Africa) (Peltzer 

and Promtussananon, 2004), knowledge (all in USA) (Dittus, Hillers and Beerman, 1995; 

Hagdrup, Simoes and Brownson, 1998; Maclellan, Gottschall-Pass and Larsen, 2004; 

Yeh et al., 2008), family influence (USA) (Yeh et al., 2008), affordability (Singapore) 

(Chuan Ling and Horwath, 2001), taste (Singapore, Uk and Austria) (Chuan Ling and 

Horwath, 2001; Herbert et al., 2010; Schätzer, Rust and Elmadfa, 2010), and convenience 

(Singapore) (Chuan Ling and Horwath, 2001) as facilitators for fruit and vegetable intake. 
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While all of the studies mentioned have focused on fruits and vegetables as a single 

category, only one study that has looked at the barriers for fruits and vegetables separately 

(Glasson, Chapman and James, 2011). This study conducted in Australia found cost, food 

preferences, poor quality and wastage as the biggest barriers to fruit intake, and food 

preferences, lack of time, cost and taste as the biggest barriers for vegetable intake. 

 

A considerable base of knowledge has been built to deliver an understanding of factors 

preventing or facilitating children’s fruit and vegetable consumption from a parent’s 

viewpoint. Close examination of studies shows that perceived benefits of and barriers to 

fruit and vegetable intake have been mostly examined simultaneously. This is interesting, 

given that fruits are likely to have different barriers and benefits compared to vegetables, 

and vice versa (see Glassman et al., 2011). Also, the majority of studies apart from 

Thurber et al., (2017) have focused on benefits and barriers perceived by adults, or 

children, but not by parents when considering giving fruit and vegetables for their 

children. 

 

Therefore, this study takes a different approach by investigating parents’ perceptions of 

benefits of and barriers to fruit consumption, followed by benefits of and barriers to 

vegetable consumption, which in turn can be used in social marketing, education, and 

public health fields to increase children’s fruit and vegetable consumption.  

 

2. Method 

 

This study applied a convenience sample to inform future program planning.  The impetus 

for this study came from the cluster randomised controlled field trial (RCT) that involved 

the development, implementation, and evaluation of a healthy eating programme that 

aimed to increase fruit and vegetable consumption among Finnish children. The RCT 

involved 15 schools (10 programme and 5 control schools) and the programme targeted 

children aged 6–12 in the Vihti and Lohja regions of Finland. Further information can be 

found on the project website (withheld for review), and outcomes are reported in 

[references withheld to ensure anonymity during the review process. While positive 

outcomes were observed for the programme, areas for improvement were noted. In 

particular, a more engaging emotive appeal was identified as one action needed to change 

parental attitudes towards fruits and vegetables. This identified action underpins the 
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current enquiry. The programme and associated research activities received ethical 

clearance from the researchers’ university under the code MKT/37/14/HREC. This paper 

reports on formative research conducted to inform further development and refinement 

of the programme. This study employed an online survey to understand carers perceived 

barriers and benefits for fruit and vegetables separately. The data was collected between 

1st of April and 30th of May.  

 

Measures 

 

An online survey was created using the Typeform 1.0 online survey tool, and contained 

a qualitative approach with open-ended questions to understand parents’ perceptions of 

the barriers to and benefits of serving fruits and vegetables to their children. The main 

questions in the survey were adapted from a survey used by Hewitt (2012),  Thurber et 

al. (2017) and Thurber, Banks, & Banwell (2014). The survey asked respondents to 

choose one or more fruit(s) and one or more vegetable(s) they wanted their child to eat 

more or less of, and to describe the reasoning behind their choices. Different to Hewitt 

(2012),  Thurber et al. (2017) and Thurber, Banks, & Banwell (2014), the respondents 

were not given preconceived barriers to choose from, but a chance to respond in their own 

words using an open ended response format. A quantitative section was also added to the 

survey, in which respondents were asked to report their child’s food habits, using 

measures adapted from Turconi et al. (2003). Finally, the survey asked respondents to 

describe their child’s top three favourite and top three least favourite dishes. The survey 

also collected demographic data in the form of age of child, gender of child, gender of 

parent, marital status of parent, number of children in the family, and age and gender of 

the youngest child in the family. The survey inclusion criteria specified that respondents 

had to be a Finnish caretaker of one child or children aged between 3 and 12. Participants 

did not receive any incentive or compensation. Forward backward translation (De Groot, 

Dannenburg, & Van Hell, 1994) was used to ensure the survey questions retained the 

intended meaning when presented in Finnish. First forward translation was used and then 

tested with 10 target subjects. Then the translation was performed back to English 

(backward translation) to verify the adequacy of the survey instrument (Maneesriwongul 

& Dixon, 2004). Minor corrections were made to item questioning following the forward 

and backward translation.   
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Participants 

 

An online snowball sampling technique was used to locate respondents (Noy, 2008; 

Patton, 1990). The survey was launched through the project website (withheld for review) 

and a specifically created Facebook site (withheld for review), as well as the Finnish Heart 

Foundation’s dedicated family community website (www.neuvokasperhe.fi). In order to 

attract more respondents, a Facebook advertisement was launched reaching 1,248 people. 

A total of 357 fully completed responses were collected.  

 

Analysis 

 

Analysis of the open-ended questions followed an inductive approach drawing from 

Braun and Clarke’s (2006) six thematic analysis steps. First, the lead researcher 

familiarised himself with the data, noting down potential ideas emerging from the 

answers provided. Then, initial codes of interesting features were generated on a latent 

level to identify underlying ideologies in responses (Braun and Clarke, 2006). After the 

researcher identified, reviewed and named the themes, another researcher cross checked 

the results to validate the themes. Finally, results were collated and analysed. Each of the 

themes are described in the results section. While the inductive approach was guided by 

Brand and Clarke (2006), we let the data speak for itself. In addition to thematic analysis, 

content analysis was conducted. Specifically, a word frequency analysis was undertaken 

to rank identified themes. A word frequency analysis was also performed to find the 

most/least preferred dishes using Nvivo 11. The demographic data was analysed with 

descriptive statistics using SPSS 22. All survey responses were anonymized to protect the 

privacy of the respondents. 

 

3. Results 

Demographics 

 

The Finnish parents ranged in age from 21–58, with an average age of 34.6 (SD=6) 

(see Table 1). The average age of the children was 5.2 (SD=2.3). The majority of 

respondents (88%) had one to two children, with 49% being boys. Parental gender 

was biased, with only three men responding to the questionnaire. Respondents were 

mostly married (66%) or in a domestic relationship (23%). Half (50%) of the 

respondents were living in a household of four people. 
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Table 1 – Demographic overview of Finnish Parents (n=357) 

Number of children Number of respondents (%)  Favourite Food Number of respondents (%)  
1 177 (50%) Macarone casserole 85 (24%) 
2 134 (38%) Mince meat sauce 57 (16%) 
3 32 (9%) Spaghetti 50 (14%) 
4 5 (1%) Meatballs 48 (13%) 
5 2 (1%) Salmon in oven 36 (10%) 

6 or more 0 (0%) Least favourite food  

Age of your youngest child  Pea soup 28 (8%) 
3 years old 102 (28.7%) Cabbage casserole 18 (5%) 

4 years old 81 (22.8%) Tomato 15 (4%) 

5 years old 52 (14.6%) Meat 13 (4%) 

6 years old 29 (8.2%) Liver casserole 12 (3%) 

7 years old 31 (8.7%) Daily consumption of..  

8 years old 22 (6.2%) 

[ Dairy foods including milk 

or milk products (ice-cream, 

yoghurt, cheese)] 

336 (94%) 

9 years old 13 (3.7%) 

[ Cooking oil (olive, canola, 

sunflower, vegetable, etc)] 
239 (67%) 

10 years old 10 (2.8%) 

[ Pasta, rice, bread, potato, 

chips, cereal or noodles] 
329 (92%) 

11 years old 10 (2.8%) [ Sugar, sweets, sweeteners 52 (15%) 

12 years old 5 (1.4%) 

Peanut butter and other 

spreads and sauces 
21 (6%) 

Sex of the child   

[ Deli, processed foods or 

ready-to-eat foods] 
4 (1%) 

Boy 182 (48.9%) 

[ Soft, flavoured, sports or 

energy drinks] 
0 (0%) 

Girl 174 (51.1%) [ Baked foods or pastries] 1 (0%) 

Sex of the parent   [ Fruit juice or cordial] 46 (13%) 

Female 344 (97%) [ Fruits or vegetables] 317 (89%) 

Male 12 (3%) [ Meat, fish or eggs] 303 (85%) 

Marital status   [ Fast-food] 0 (0%) 

Married 232 (65.90%) [ Extra salt] 192 (54%) 

Domestic relationship 81 (23%)   

Separated 38 (10.80%)   

Widowed 1 (0.30%)   

Number of people in the 

household    

2 19 (5.4%)   

3 86 (24.2%)   

4 177 (49.9%)   

5 54 (15.2%)   

6 15 (4.2%)   

7 4 (1.1%)   
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Daily consumption of different food categories 

 

Dairy products (milk or milk products, ice cream, yoghurt, and cheese) were the most 

frequently consumed foods (94%), while 92% of respondents reported that their 

children consumed foods high in carbohydrates (pasta, rice, bread, potato, chips, 

cereals, or noodles) on a daily basis. Table 1 further indicates that 89% of parents 

reported that their children consumed fruits and vegetables on a daily basis. Eighty- 

five per cent of respondents reported that their children ate meat, fish, or eggs on a 

daily basis. 

 

Parents reported that the most liked dishes were macaroni casserole (n = 85, 24%), 

mince meat sauce (n = 57, 16%), spaghetti (n = 50, 14%), meatballs (n = 48, 13%), 

and oven-roasted salmon (n = 36, 10%) (see Table 1). The most disliked dishes were 

pea soup (n = 28, 8%), cabbage casserole (n = 18, 5%), tomatoes (n = 15, 4%), meat 

(n = 13, 4%), and liver casserole (n = 12, 3%) (see Table 1). 

 

 

Perceived benefits of fruit consumption 

 

Figure 1 summarises the perceived benefits of fruit consumption – namely knowledge, 

healthiness, family pressure, balance and varied diet and convenience. Parents reported 

knowledge of good fats, nutrition, or fibre in fruits. For example, one female parent, aged 

30 (gender and age given hereafter in the form ‘F, 30’), stated ‘Avocado has good fats.’ 

Within the healthiness theme, a wide variety of fruits were described as healthy or good 

for health. Family pressure was apparent through a variety of answers in which parents 

described their partners’/other siblings’/the whole family’s preferences for specific fruit 

varieties. In other words, parents wanted their children to eat the same fruits as the rest of 

the family, because they were already eating them. One parent (F, 43) stated: ‘The rest of 

the family likes oranges so they are always available at home.’ The need for a balanced 

and varied diet was highlighted in the comments, with parents viewing nutritional balance 

as a benefit attained from enjoying a variety of fruit. Many parents wanted their children 

to eat more of certain fruits because they would have added variety to their children’s 

diet. 

 

Finally, the convenience of certain fruits was considered to be a benefit, with parents 
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perceiving some fruits as easy to grab on the go and easy to leave in the fridge for the 

child to eat, with some fruits not requiring any cutting/peeling before consumption. For 

example, one parent (F, 40), stated that bananas are a ‘Handy snack for outdoors.’ 

 

 

Perceived benefits of vegetable consumption  

 

The perceived benefits of vegetable consumption (see Figure 1) were family pressure, 

balance and varied diet, healthiness, ease of cooking, and knowledge. Notably, ease of 

cooking was a benefit perceived for vegetables but not for fruits. Similarly to fruit, family 

pressure encompassed partners’/other siblings’/the whole family’s preferences for certain 

vegetables, which made the provision of vegetables for the family much easier. For 

example one parent (F, 40) stated: ‘The rest of the family eats [capsicum, beetroot and 

carrot] and I don’t want to make two dishes.’ 

 

Consistent with the benefits identified for fruits, a balanced and varied diet emerged as a 

theme for vegetables. Parents expressed a desire for their children to eat different 

vegetables to gain all of the required nutrients. Healthiness emerged as a theme, with 

parents describing a range of vegetables (e.g., spinach, cabbage, and beans) as healthy 

options. One parent (F, 30) stated ‘I believe that spinach is the most healthy one of these 

(list of fruits and benefits available in Finland).’ Ease of cooking was also identified as a 

theme, with ease of preparing (e.g., cutting and peeling) and serving certain vegetables 

for the whole family highlighted. One parent (F, 33) described this as ‘We use [zucchini, 

beetroot, tomato, lettuce, spinach, and beans] a lot in cooking already, so it would help 

a lot if he liked them.’ Finally, consistent with the findings for fruit, knowledge emerged 

as a theme, with parents describing certain vegetables as nutritious or rich in vitamins. 
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Figure 1 – Benefits for fruit and vegetables 

 

 
 

Perceived barriers to fruit consumption 

 

Parents perceived constipation, pesticides, sugar, allergies, and preservatives as the most 

important barriers limiting fruit intake (see Figure 2). Regarding constipation, for 

example, 22 parents reported that their children ate too many bananas, which, ‘When 

eaten too much, causes constipation’ (F, 41). Pesticides and sugar were also considered 

as barriers, with grapes a key fruit mentioned. For example, one parent (F, 39) stated ‘I 

think grapes have pesticides which are hard to wash off’, and another (F, 27) stated that 

grapes ‘increase the blood sugar [quickly]’. Allergies were another reported barrier, with 

various fruits mentioned and descriptions of a range of allergic reactions, from skin 

itching to a tingling sensation in the mouth. Preservatives were also mentioned across a 

variety of fruits; however, grapes were most often linked with this barrier. 

 

Perceived barriers to vegetable consumption 

 

Different barriers were identified for vegetables compared to fruits. Consistent with the 

findings for fruit, parents perceived constipation and allergies as important barriers for 

vegetable intake (see Figure 2). Different barriers identified were starch, carbohydrates, 

and lack of nutrients. Potatoes were associated with starch and carbohydrates. For 

example, one parent (F, 34) explained, ‘this is just plain starch and therefore not rich in 

nutrients’. The lack of nutrients was highlighted mostly in association with cucumbers 
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and other vegetables with high water content. Allergies were mostly mentioned in relation 

to tomatoes, and one parent (F, 29) stated that her daughter ‘is allergic to [beans, potatoes, 

beetroot, and tomato]’. Consistent with fruits, constipation was a perceived barrier: ‘He 

gets constipation from peas’ (F, 21). 

 
Figure 2 – Barriers for fruit and vegetables 

 
 

4. Discussion 

 

In contrast to previous studies that have considered the benefits of and barriers to fruit 

and vegetable consumption together (Herbert et al., 2010; Maclellan et al., 2004; Peltzer 

& Promtussananon, 2004), this study considered these benefits and barriers separately to 

ensure that insights can be gained to guide programme development. While many benefits 

were similar for both fruits and vegetables (e.g., health, balanced and varied diet, and 

knowledge), a key finding in the current study pertains to the differences. For example, 

parents identified ease of cooking as a benefit for vegetables and convenience as a benefit 

of fruit. More differences were evident in perceived barriers; while allergies and 

constipation were identified for both fruits and vegetables, barriers to vegetable 

consumption included starch, carbohydrates, and lack of nutrients, while barriers to fruit 

consumption were sugar, pesticides, and preservatives.  

 

Identified benefits for fruit intake in the current study included family pressure, versatility 

in diet, healthiness, knowledge, and convenience, which is consistent with previous 

studies that have also identified healthiness (Peltzer & Promtussananon, 2004), 
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knowledge (Dittus et al., 1995; Hagdrup et al., 1998; Maclellan et al., 2004; Yeh et al., 

2008), family influence (Yeh et al., 2008), and convenience (Chuan Ling & Horwath, 

2001) as benefits of fruit and vegetable intake. Many respondents highlighted the 

influencing factor of family on their choice of fruits and vegetables. When family 

members like a particular fruit or vegetable, it is easier to have this available at home and 

makes cooking easier. This result is similar to studies by Maclellan et al. (2004) and 

Nepper and Chai (2016), where parents experienced a different family pressure, the lack 

of support from their spouses/partners for healthy eating. The results in this and previous 

studies indicate, that all family members seem to have an influence (positive/negative) on 

the family diet. 

 

Healthiness and knowledge were mentioned as benefits for fruit intake as parents 

described apples as a good source of fibre and oranges as a good source of vitamin C. The 

identified health benefits of fruit consumption found in our study are similar to those 

identified by Maclellan et al. (2004). A benefit of both fruit and vegetable consumption 

that has not been identified in previous studies was a balanced and varied diet. While 

related to healthiness, fruit and vegetable variety was acknowledged as key for delivering 

a range of nutrients to a child’s diet. Indeed, parents reported healthiness as a key benefit 

of vegetable consumption, which is similar to findings of studies by Peltzer and 

Promtussananon (2004), Lopez-Guevara et al. (2009) and Herbert et al. (2010). 

 

Convenience was also mentioned by parents as a major benefit of fruit intake. Many 

parents mentioned certain fruits, such as bananas, as a ‘handy fruit for on the go’. Apples 

were also mentioned as a convenient snack, because children can eat apples without a 

parent’s help as apples do not have to be peeled. Convenience and ease of preparation 

was also important, given that food preparation was noted as a barrier to consumption. 

Maclellan et al. (2004) reported similar convenience and food preparation barriers to 

those identified in our study. 

 

Benefits of vegetable intake introduced some themes that were consistent with benefits 

for fruit intake. The results align with those of previous studies, in which knowledge and 

healthiness have been found to be benefits of fruit and vegetable consumption (Herbert 

et al., 2010; Maclellan et al., 2004; Peltzer & Promtussananon, 2004). Interestingly, ease 

of cooking was mentioned as a benefit for vegetables, but not for fruit. This factor became 

apparent in descriptions explaining how easy certain vegetables are to cut and peel, as 



136 
 

well in relation to serving a salad for the family. This may have resulted from the fact, 

that most fruits are not cooked and are easy to eat as is, whereas with the vegetables the 

easiness to cook/eat certain vegetables may play a bigger role. The barriers of fruit 

consumption included constipation, pesticides, sugar, allergies, and preservatives. For 

example, grapes were often cited to have pesticides and too much sugar, and bananas 

were also described as delivering too much energy. Pesticides, sugar, and preservatives 

have previously been identified as barriers limiting fruit and vegetable intake (Herbert et 

al., 2010; Maclellan et al., 2004; Peltzer & Promtussananon, 2004). Similar to the barriers 

identified for fruit, constipation and allergies were mentioned as a barrier for vegetables. 

Other barriers for vegetables were starch, carbohydrates, and lack of nutrients. Potatoes 

were not liked for many reasons, but mainly because of their high starch and carbohydrate 

content.  

 

In summary, as categories, fruits and vegetables held different barriers and benefits.  Also, 

associations with certain fruits and vegetables were identifiable barriers. Whether the 

issue was starch in potatoes, lack of nutrients in cucumbers, or pesticides, sugar, and 

preservatives in grapes, respondents held beliefs about fruits and vegetables that limited 

their provision of fruit and vegetables to their children. A new barrier that has not been 

cited in previous literature is constipation, which was most commonly associated by 

parents in this study with bananas.  

 

Previous research (e.g., Brug et al., 1995; Gibson, Wardle, & Watts, 1998) has identified 

that respondents who eat less fruits and vegetables are less positive about the health 

consequences compared to those who eat higher amounts. The respondents in this study 

were cautious and concerned about sugar in fruits, which may be linked to popularised 

media messages in the form of blogs (Manuella, 2015), news (Yle, 2015), and recent 

documentaries (e.g. www.fedup.com or http://thatsugarfilm.com/), which have heavily 

criticised sugar. Pesticides and preservatives have also received a lot of negative media 

attention, and these were identified as barriers in the current study despite the fact that 

scientific studies have demonstrated that the benefits of eating fruits and vegetables 

clearly outweigh the possible risks of pesticides (Winter & Katz, 2011) and preservatives 

(Mischek & Krapfenbauer-Cermak, 2012).  
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Implications for programme design 

Many misconceptions (e.g., regarding the danger of sugars and pesticides) were held by 

parents. The results of previous research, combined with those of this study, indicate that 

the (programme name withheld) programme should focus on correcting misconceptions 

about the negative health impacts of certain fruits and vegetables to overcome the 

identified barriers. Drawing on the study’s insights, recipes should focus on promoting 

fruits and vegetables that are associated with health. Information should also be provided 

to parents and children about safe levels of sugar and energy consumption, and the 

importance of carbohydrates in the daily diet. This is essential, as the barriers mentioned 

in this study suggest that misconceptions are preventing parents from giving their children 

fruits and vegetables. Sessions in which parents are encouraged to focus on overcoming 

misconceptions should also be added to the programme.  

 

The campaign could also benefit from understanding what kind of ‘convenience’ would 

increase consumption. Many interventions aiming to increase fruit and vegetable 

consumption rely on increasing knowledge among parents. As seen from this study, many 

parents are already aware of the health benefits of certain fruits and vegetables. However, 

Nepper and Chai (2016) reported that parents often do not have time to prepare healthy 

meals for their children. This campaign can therefore address the benefits of convenience 

(fruit) and ease of cooking (vegetables) to positively engage with parents. Some fruits 

and vegetables are more difficult to peel and cut for children, and therefore the campaign 

should highlight fruits and vegetables such as apples, bananas, and carrots that do not 

require the child to use any tools and are perceived to be convenient.  

 

Overall, when compared to Thurber et al. (2017), which also looked at the barriers of 

fruits and vegetables from a parental point of view, the barriers and benefits found in this 

study were different. Thurber et al. (2017) found the children’s dislike of fruit and 

vegetables, carers living in remote areas, cost of FV and the availability and quality FV 

to be barriers for accessing fruit and vegetables, and child and carer well-being, financial 

stability, good housing and community unity to be the benefits for accessing fruit and 

vegetables. None of these benefits nor barriers were stated by parents in this study. 

 

In summary, in the future the campaign should initially focus on fruits and vegetables that 

are already put in the shopping basket on a regular basis. To positively engage a broad 

subset of parents, it would be beneficial to concentrate on fruits and vegetables that do 
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not currently have negative associations. If parents are not willing to purchase certain 

fruits and vegetables due to negative associations, promotion of new recipes with more 

positively perceived fruits and vegetables is a better alternative.  

 

Overall, the results of this study suggest that the benefits and barriers are different for 

fruits and vegetables; therefore, fruits and vegetables should not be promoted as a single 

category. Research of health prevention strategies has also shown that substance 

prevention strategies should focus on single substance prevention rather than on 

prevention of all substances at the same time (Roche,  Bywood, Hughes, Freeman, 

Duraisingam, Trifonoff, 2010; Tobler & Stratton, 1997). As each fruit and vegetable 

seems to hold individual barriers which may not apply to every fruit or vegetable in the 

category, future programs could benefit from promotion of single fruits such as bananas, 

or vegetables such as asparagus. For example in Australia, the banana industry promotes 

eating bananas with a tag line “Australian Bananas – Make your body sing!” Therefore 

similarly to the meat industry, where the lamb industry promotes eating lamb at Christmas 

time, each fruit and vegetable could be promoted separately when each of them are in 

season. This would help in the creation of a year round program promoting the whole 

category of fruit and vegetables allowing the specific benefits and barriers for each fruit 

and vegetable to be promoted one at a time. 

 

4. Limitations and future research 

 
This study should be interpreted in light of certain limitations. For example, it utilised 

convenience sampling, such that females were overrepresented in the sample as only 3% 

of respondents were men. Similarly, the sample may have been overrepresented by 

caretakers that already have a high interest in healthy diets. Furthermore, the online 

survey required respondents to self-report on their child’s eating; this method is known 

to be prone to social desirability (Eime, Finch, Owen, & McCarty, 2005). More objective 

measures are recommended (e.g., fruit and vegetable purchase receipts or store loyalty 

scanner data) to overcome socially desirable responding. The length of the survey also 

posed another limitation for the study as the average survey completion time was 61 

minutes and it may have resulted in a low completion rate of 39%. 

Another limitation is that the study was aimed at Finnish parents and therefore does not 

represent populations in other countries. In addition, the study was translated from 

English to Finnish which may have impacted understanding and interpretation during data 
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analysis given that it is difficult to describe some issues in English due to the nature of 

the Finnish language. The nature of the online study also limited the length of answers 

posing a limitation in the study, as the short answers provided narrow insights for 

interpretation. 

 

Our results also indicated that not all fruits and vegetables are equal. Most of the literature 

has analysed fruits and vegetables jointly, and only with recent studies such as Glasson, 

Chapman, and James (2011) a clear distinction between fruit and vegetable barriers and 

benefits has started to emerge. Our findings support these initial findings and further 

highlight that individual differences exist within the fruit and vegetable categories. 

Therefore, future research should start to examine barriers and benefits for each fruit 

and/or vegetable to directly understand the positive and negative associations. For 

example, future research could employ in depth interviews or focus groups to gain deeper 

insights into this matter. 
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Chapter VII: Discussion and Conclusion 
 

7.1 Introduction  
 
In Chapters 4, 5, and 6, the findings of the three studies that formed the core of this thesis 

were presented. This chapter outlines how the studies addressed the proposed RQs. 

Section 7.2 briefly revisits the research purpose and design, while results related to each 

of the RQs are discussed in Section 7.3. Sections 7.4 and 7.5 outline the theoretical and 

practical contributions of the thesis, and Section 7.6 outlines implications arising from 

the research. Finally, section 7.7 acknowledges the research limitations and provides an 

agenda to guide future research.  

 

7.2 Research purpose and design  
 
Social marketers seeking to address a social issue require evidence to guide decisions on 

utilisation of the marketing mix. Thus, this research was designed to empirically examine 

the potential importance of utilising the marketing mix in a social marketing research 

context. Study 1 applied a field experiment and aimed to understand whether social 

marketing programmes are more effective in changing outcomes when the full marketing 

mix is applied (4Ps) compared with a promotion-only (1P) approach. Two versions, 4P 

and 1P, of the three-month Viisi Per Päivä social marketing programme were developed. 

A total of 15 schools were randomly assigned to 4P, 1P, and control settings, and repeated 

measure testing using a paper-based DILQ survey (Edmunds & Ziebland, 2002) was 

conducted to measure FV intake at breakfast and dinner and thereby evaluate the 

programme’s effectiveness. Subsequently, and in an attempt to move beyond the 

downstream audience, Study 2 explored the effectiveness of the parent component of 

Study 1. A TPB evaluation was undertaken to examine the effectiveness of the 

programme for parents. Parents’ attitudes, subjective norms, behavioural control, and 

intentions to serve more FVs to children – were measured pre- and post-programme. 

Finally, Study 3, which aimed to guide future social marketing programme development, 

comprised formative research to identify the specific barriers and benefits perceived by 

parents regarding purchasing FVs for their children. The next section outlines the results 

of the three studies and how they address the four RQs of this thesis.  
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7.3 Addressing the research questions� 

 

To answer all RQs, a three-study, mixed-methods research design was employed. The 

following sections outline how each of the four RQs have been answered by the 

programme detailed in this thesis.  

 

7.3.1 Research question 1 

 
RQ1 aimed to identify whether a programme applying the full marketing mix (4Ps) could 

deliver better outcomes in the target audience (in this case, Finnish school children aged 

5–12) compared to a promotion-only (1P) programme. A field experiment was conducted 

and 15 schools were randomly assigned to 4P, 1P, and control group settings. In total, 

1713 children took part in the experiment. The participants in the 4P group showed a 

significant increase in FV intake at breakfast, and breakfast and dinner combined, three 

months following the programme. On the contrary, the children in the 1P and control 

groups showed no significant differences between pre- and post-programme measures. 

The short term experiment (4 months) thus shows that applying the full commercial 

marketing mix is more effective than the promotion-only approach when the aim is to 

achieve behaviour change. These findings provide initial empirical support for 

hypotheses proposed by Carins and Rundle-Thiele (2014), Kubacki, Ronto, Lahtinen, 

Pang, and Rundle-Thiele (2017), and Kubacki et al. (2015) that the full marketing mix is 

more effective than promotion-only programmes. This study provides empirical evidence 

that the marketing mix is more effective at delivering behavioural change compared to 

promotion-dominated approach. In this study, the programme using the full marketing 

mix delivered higher rates of behaviour change than did the promotion-only programme. 

These findings support use of the marketing mix, as a core social marketing principle, as 

more change can be achieved when programmes go beyond communications (1P). These 

findings are important to social marketing, as they bring necessary clarity regarding the 

role of the marketing mix in current benchmark criteria and social marketing process 

models. The study’s empirical evidence suggests that social marketing scholars should 

not leave the marketing mix behind. Moreover, the results provide support for inclusion 

of the marketing mix as suggested in existing benchmark models (Andreasen, 1994, 2002; 

Lee & Kotler, 2008) and social marketing process models (Lee & Kotler, 2008; 
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Weinreich, 1999) that advocate use of the marketing mix. The research also served to 

cover a gap in knowledge, namely by conducting an empirical test, and in doing so helped 

to highlight conceptual difficulties and issues surrounding the current debate regarding 

the marketing mix in social marketing, in which exchange offerings are frequently 

overlooked. This is discussed further below.  

The ongoing debate regarding redevelopment and advancement of the marketing mix 

needs to be viewed in light of current social marketing practice, in which the delivery of 

1P models dominate (Carins and Rundle-Thiele, 2014; Kubacki et al., 2015). A number 

of social marketing researchers (e.g., Gordon, 2012; Luca et al., 2015; Peattie & Peattie, 

2003; Tapp & Spotswood, 2013; Wood, 2008) may have accidentally contributed to a 

promotion-dominated logic as a result of their heavy criticism of the marketing mix and 

proposal of alternative models. This may have resulted in confusion about how social 

marketing programmes should be designed. Further, the fact that social marketing does 

not always have tangible products or services to promote may have exacerbated the 

discussion on the appropriateness of the 4Ps (Gordon, 2012; Tapp & Spotswood, 2013).  

The overarching problem around the marketing mix may be that social marketers are 

trying to force-fit promotion-only programmes into the full marketing mix model, 

resulting in confusing product, price, and place interpretations. When social marketers 

force-fit social advertising (1P) programmes to the marketing mix, they also overlook 

those in which there is nothing tangible to offer. Peattie and Peattie (2003, p. 370) argued 

that ‘Social marketing programs aim to alert, inform, educate, incentivise, influence and 

support their targets moving them towards behavioural change.’ This quote reflects the 

problem of applying the marketing mix to social marketing: many scholars are trying to 

implement a framework originally intended for commercial marketing into programmes 

that promote a behaviour, many of which do not provide tangible product or service 

offerings. For example Peattie and Peattie (2003) suggested that social marketers offer 

‘propositions’ such as ‘smoking is not good for you’, while Kotler, Roberto, and Lee 

(2002) proposed that social marketers direct people to accept a new behaviour, modify an 

existing behaviour, or reject an old behaviour voluntarily. This phenomenon can be seen, 

for instance, in multiple social marketing programmes that have aimed to motivate people 

to walk and cycle more (Reger-Nash, Bauman, Cooper, Chey, & Simon, 2006), or 

motivate children to eat more FVs (Evans, Necheles, Longjohn, & Christoffel, 2007; 

Pollard et al., 2008). Such programmes have used promotions encouraging individuals to 

‘Find a way to fit into last year’s jeans’ (Leavy et al., 2013, p. 481), stating that ‘Eating 
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right and being active are easy as 5-4-3-2-1-GO!’ (consume five FVs, four servings of 

water, and three servings of low-fat dairy; spend no more than two hours watching 

television; and exercise for one hour per day) (Evans, Necheles, Longjohn, & Christoffel, 

2007, p. 55), or encouraging people to ‘Go for 2 go for 5!‘ (FVs) (Pollard et al., 2008 p. 

314).  

Moreover, a systematic review of product strategies in social marketing shows that out of 

27 studies, more than three quarters (21) stated the behaviour in the definitional phrase of 

the product and 14 claimed the product as pure behaviour (Edgar, Huhman, & Miller, 

2017). This, however, leads to confusion when behaviours desired as outcomes of the 

social marketing programme are proposed as products. For example, such an approach 

would allow social marketers to establish a running or vegetable-eating (product) poster 

programme (promotion) in a workplace (place) featuring the slogan ‘Run for just 30 min 

a day’ or ‘It’s as easy as 5 a day’ (price) and classify this as applying the full marketing 

mix (4Ps). Such classification would be incorrect, as becomes evident when viewing it 

through the notion of exchange theory, which is also one of the eight social marketing 

benchmark criteria (French & Blair-Stevens, 2006b).  

Exchange theory states that in order for an exchange to happen one must receive 

something from the product or service that offers value (Flora et al., 1997). According to 

Yudelson (1999), the marketing mix is also an essential part of exchange, which can be 

‘a product, a service, a feeling, or something as intangible as a promise of immortality’ 

(p. 63). Understanding the product through an exchange lens allows social marketers to 

see that the previous example would in fact be considered a promotion-only (1P) 

programme because only communication is used to raise awareness regarding the desired 

behaviour change. If social marketers allow the product to be a ‘desired behaviour’, it 

allows any programme using traditional promotional methods – such as TV, posters, 

leaflets, and stickers – to identify as a programme utilising the full marketing mix. More 

concerning, the original meaning of the 4Ps as intended by McCarthy (1960) and 

Yudelson (1999) is lost if the product is portrayed as a desired behaviour. For the 

marketing mix to be used correctly it is necessary to understand the original meaning. 

Kotler (1984) defined the marketing mix as ‘the mixture of controllable marketing 

variables that the firm uses to pursue the sought level of sales in the target market’ (p. 

68). McCarthy (1960) defined product as the tangible object or intangible service that is 

produced or manufactured and offered to consumers in the market. According to 

Yudelson (1999, p. 61), ‘marketers [seek] to produce products that [are] desired by 
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consumers at a price that [is] attractive, using promotion to indicate the advantages they 

[offer] over the competition, and making them available at a place of the customers’ 

choosing.’  

When analysing each of the Ps more closely, Yudelson (1999, p. 64) defined products as 

‘all the benefits (present or anticipated) that the buyer or acquirer obtains from the 

exchange’. This means that the product or service can be tangible or intangible – that is, 

obtained rather than ‘produced’ (Yudelson, 1999). By implementing Yudelson’s 

interpretation of the 4Ps, social marketers could create products and services that offer 

value for target groups (e.g., programmes) and which, in turn, lead into behaviour change. 

Examples of products/services enabling desired voluntary behaviour change are 

abundant. Consider, for instance, the industry-changing service Uber, which has been 

claimed to have decreased drink-driving rates in areas in which it operates. Specifically, 

an independent study by Peck (2017) showed that Uber has reduced alcohol-related car 

accidents by 25–35% since the company started in 2011. Similarly, RESQ, an app that 

sells daily leftovers from restaurants and grocery stores for a minimum discount of 50%, 

has saved over 200,000 portions and 80,000 kg of edible food from becoming waste 

(RESQ Club, 2016). In a social marketing context, the Roadcrew programme successfully 

used a luxury limousine taxi service to reduce drink-driving rates (Rothschild, 2006). 

Similarly, a health programme (no specific program name) sold 549 healthy food packs 

through a school cafeteria (Sanigorski et al., 2008).  

These examples demonstrate instances in which products and services have fit the 

definition of a commercial product while creating positive behavioural outcomes. It 

should also be noted that the main motivations of users of Uber, RESQ, and Roadcrew 

limousines are not the targeted problem behaviours of drink-driving and minimising food 

waste, but rather accessing transportation and leftover food at more affordable prices and 

with more convenience. The literature indicates that if social marketers designed products 

and services according to Yudelson’s (1999) marketing mix, it would result in the 

development of customer-pleasing solutions from which target groups derive value.  

The price component of the 4Ps has also been a topic of discussion for social marketers. 

This is, however, unsurprising when the behaviour is allowed to be classified as the 

product. As a classic example of force-fitting the marketing mix into a programme, Tapp 

and Spotswood (2013) discussed a programme that rolled out a lower speed limit in a city 

area. In their example, the product was declared as the benefits of driving slowly and the 
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price as the self-control of adhering to the new speed limit. Tapp and Spotswood (2013) 

highlighted that there were no direct benefits for the driver compared to the society as a 

whole. They also stated that the 4P labelling is unhelpful in the process of understanding 

such a problem and designing a solution. This illustrates the conceptual problem outlined 

in the previous paragraph regarding use of 4P labelling when there is no real ‘product’ in 

the first place, and where, therefore, the price is impossible to understand as there is no 

exchange. In Tapp and Spotswood’s (2013) example, if the issue had been viewed through 

the exchange lens the authors could have examined what might have incentivised 

speeders to drive slower, and created products/services based thereon. An example of 

such an approach is the “service” named speed camera lottery (Richardson, 2010), 

wherein the Swedish National Society of Road Safety installed a speed camera in the 

centre of Stockholm that took pictures of speeding drivers and added the generated fine 

revenue to a lottery pot each week. Those who obeyed the speed limit were also 

photographed by the camera, but instead of being fined they were entered into the lottery 

draw to win the money from the speeders. The speed camera lottery reduced the average 

speed by 22%, from 32km/h to 25km/h in a 30 km/h zone. In the case of the speed camera 

lottery, the speed camera was the product/service, the location of it was the street it was 

installed on, the price was 0 (as taking part in the lottery cost nothing) and the promotion 

was all the signage and promotion used in the campaign. 

Social marketers have referred to price as the cost (monetary and non-monetary) of 

adapting or modifying a behaviour (Gordon, 2012; Peattie & Peattie, 2003; Wood, 2008). 

Again, this viewpoint exclusively looks at the product from a behavioural perspective, 

and may therefore be misleading as it disregards the value of tangible products or services 

that many people, or even the government on behalf of its citizens, would be willing to 

pay for, and does not encourage social marketers to develop products and services that 

the target market would value. In the original context of the marketing mix (McCarthy, 

1960; Yudelson, 1999), price is defined ‘as everything that the acquirer gives up to obtain 

the benefits’ (Yudelson 1999, p. 64). This definition centres on monetary and non-

monetary (e.g., time and convenience) costs with regard to the product/service uptake, 

rather than social marketing’s dominant view of costs associated with the new behaviour. 

Taking on Yudelson’s perspective would challenge social marketers to focus on the value 

proposition for their target audience, and help them to design more user-oriented social 

marketing programmes. Ultimately, the definition of price is similar, except that it focuses 
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in commercial marketing on the price of products/services, and in social marketing on the 

price of participating in a programme or adopting a new behaviour. 

The issue of the place in the marketing mix has also been debated in the social marketing 

literature. A systematic review showed that over half of social marketing programmes 

(N=84) studies published between 1988 and 2015 described place strategies as 

communication channels (N=59) or other information delivery strategies (N=24) such as 

print advertising (Edgar et al., 2015). Gordon (2012, p. 123) referred to place as ‘the 

channels by which behaviour change is promoted and the places in which change is 

encouraged and supported’. This definition allows promotion- and place-only 

programmes (but not those using the full four Ps) to suggest that they have applied the 

place component of the marketing mix. According to Peattie and Peattie (2003, p. 374), 

place ‘involves accessibility and the locations involved in either the behaviour under 

consideration or the interventions aimed at changing it’. Bloom and Novelli (1981) 

proposed that social marketers have had issues with the distribution of information on 

behaviour change, but not the actual products, which demonstrates confusion regarding 

delivery of programmes and offerings in locations valued by the target audience. 

Similarly to price, once the behaviour is considered as the product, naming the place 

becomes difficult. Yudelson (1999, p. 374) described place in the marketing mix as ‘all 

that is done and required to facilitate or bring about the exchange’. This definition of 

place enables practitioners to focus on everything around the transaction, while still 

achieving the desired behaviour change enabled by the product or service. The current 

social marketing viewpoint on the marketing mix (Peattie & Peattie, 2003; Tapp & 

Spotswood, 2013; Wood, 2008) is too simplistic and serves to confuse social marketers 

about how they should design social marketing programmes. By understanding the 

ideology of exchange suggested by Yudelson (1999), and designing products and services 

that customers value, social marketers can create solutions that change behaviour not just 

temporarily, but sustainably over time. 

This study serves as an important reminder that social marketing, which originated from 

commercial marketing, should step back in time and understand its commercial origins 

(McCarthy, 1960; Yudelson, 1999) and the intentions of the original marketing mix 

model. The results of this study should encourage social marketing practitioners not to 

abandon the commercial marketing mix, but to consider real products/services so as to 

increase behaviour change. Additionally, this research should encourage academics and 

practitioners via an example that can be used to further examine and experiment on 
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different P models to extend understanding. Finally, this study provides important 

conceptual clarity by indicating that social marketers should seek to understand and fully 

apply the marketing mix in a social marketing setting to design and deliver more effective 

social marketing programmes. 

 

7.3.2 Research question 2 

 

Study 2 examined the effectiveness of the Viisi Per Päivä programme for the parents of 

children participating in the programme at school. The study was guided by the SEM 

(Bronfenbrenner, 1977) and the parent evaluation utilised the TPB (Ajzen, 1991) to 

understand whether parental attitudes, subjective norms, and behavioural control as well 

as their intentions to serve more FVs to their children. Parents are a crucial influencing 

factor affecting the child behaviour according to SEM. SEM functioned as a guiding 

theory for overall programme development. The study added generally to the existing 

social marketing literature, which is lacking in programmes that extend the delivery focus 

(e.g., to parents and teachers) beyond the targeted individuals (in this case 

schoolchildren). Study 2 was conducted within the larger Study 1 field experiment. 

Specifically, the eight schools randomly assigned to the programme and control groups 

(N=494) formed the basis for Study 2.  

 

The results showed a significant increase in subjective norms and perceived behavioural 

control for parents from the programme group. The control setting showed significant 

change in attitudes and subjective norms in the undesired direction, and no changes for 

perceived behavioural control and intentions to serve more FVs were observed. Overall, 

the evaluation indicates that while the materials delivered in the Viisi Per Päivä 

programme increased perceived behavioural control and subjective norms, additional 

effort is needed to deliver changes in parents’ attitudes and intentions to serve more FVs 

to their children. 

 

The increased subjective norms indicate that the programme impacted parents’ 

perceptions of the norms of serving FVs to their children on a daily basis. They may also 

suggest that parents became more aware of other families’ and friends’ FV consumption 

habits as a result of the programme materials. The results are promising, as social norms 
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have been found to influence food choice (Higgs, 2015). The increase in behavioural 

control in the programme group suggests that parents felt more confident and capable of 

serving FV dishes to their children, which is encouraging as perceived behavioural 

control is positively associated with FV eating behaviour (Pawlak & Malinauskas, 2008). 

The results of the study align with those of previous studies (Backman et al., 2002; 

Duncan et al., 2015; Lautenschlager & Smith, 2007), although those studies targeted the 

children themselves and did not target or measure parents. While the programme in Study 

2 showed some promise (via increases in perceived behavioural control and social norms), 

additional effort is needed. There were no significant changes in attitudes or intentions 

towards serving FVs to children, which is unsurprising given that most parental materials 

(e.g., recipes, discount vouchers, and information on the programme website) did not 

contain attitude-changing emotional appeals. 

One of the important contributions of this study is that it adds to the midstream social 

marketing literature. Downstream social marketing continues to dominate social 

marketing practice (Gordon, 2013; Hoek & Jones, 2011). Systematic reviews of social 

marketing have indicated that while the importance of midstream audiences is 

acknowledged, the majority of programmes continue to focus programme delivery and 

evaluation on the individual (Almestahiri et al., 2017; Kubacki, Rundle-Thiele, Lahtinen, 

et al., 2015). The lack of midstream social marketing was evidenced in a systematic 

literature review of social marketing programmes targeting children in which only five 

out of 22 programmes used materials targeting parents (Kubacki, Rundle-Thiele, 

Lahtinen, et al., 2015). Additionally, a review of the literature indicated that if midstream 

target groups are listed, studies often do not examine programme effectiveness beyond 

the individuals targeted for change (Luecking et al., 2017). Rothschild (1999) reminded 

social marketers that social issues require multi-component, multi-faceted, and holistic 

packages; likewise, Gordon (2013) urged researchers to develop, test, and investigate 

midstream social marketing programmes to contribute to the scant literature on midstream 

social marketing. Together, this and a focus on upstream marketing in future interventions 

offers a rich arena for research. In the context of this study, influencing local policy 

makers to change the school cafeteria offering, or influencing national school lunch 

guidelines, budget or offerings could have a great impact in the behaviour change process. 

This study highlights the importance of evaluating midstream audience response to a 

social marketing programme, and answers calls by Brennan and Fry (2016), Wymer 

(2011), and Fry and Brennan (2014) to apply a more holistic social marketing approach. 
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As Brennan and Fry (2016) argued, social marketing needs to shift from a victim-blaming 

approach towards thinking about and understanding individual behaviour as being 

influenced by multiple factors at multiple societal levels. Additionally, Russell-Bennett, 

Wood, and Previte (2013) noted that there is a lack of guidance on how to use midstream 

approaches in social marketing. The results of this study encourage social marketing 

practitioners to widen their programme perspectives beyond the individual and test 

midstream approaches. 

 

7.3.3 Research question 3 

 

Based on acknowledgement of the room to improve the programme to better impact 

parents, RQ3 aimed to identify the barriers and benefits perceived by parents regarding 

serving FVs to their children. The study utilised an online survey with a convenience 

sample of 357 parents of 3–12-year-old children. The study contributes to the literature 

in two ways. First, while previous studies have examined the benefits of and barriers to 

FV consumption together (Herbert et al., 2010; Maclellan et al., 2004; Peltzer & 

Promtussananon, 2004) this study took an alternative approach to understand the benefits 

of and barriers to fruit and vegetable consumption independently. Second, previous 

studies have explored the benefits of and barriers to FV intake among adults (Dittus et 

al., 1995; Herbert et al., 2010; Maclellan et al., 2004; Peltzer & Promtussananon, 2004) 

or children (Rasmussen et al., 2006a; K. A. Thurber et al., 2017), but not the barriers and 

benefits perceived by parents in terms of serving FVs to their children. 

 

The results showed that while the benefits perceived for FVs were largely similar (e.g., 

health, balanced and varied diet, and knowledge) important differences emerged. The 

biggest benefits for fruits were knowledge to relate to the vitamins and fibres therein, 

followed by healthiness. However, while health-related benefits dominated for fruits, 

family pressure emerged as the most important benefit for vegetables. This was seen 

mostly as the preference for certain vegetables of partners/other siblings/the whole 

family, which facilitates consumption of those vegetables. Parents also indicated that 

vegetables should be consumed as they help to maintain a balanced and varied diet. In 

terms of barriers, the key finding is that certain fruits include common barriers compared 

to vegetables. For example, potatoes were often cited as having a high starch content, 
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while cucumbers were considered low in nutrition. Fruits such as grapes were criticised 

for containing high levels of pesticides, preservatives, and sugar. A new barrier that has 

not been cited in previous literature was constipation, which was most commonly 

associated with bananas.  

The key finding of this study is that parents perceive different benefits of and barriers to 

fruit versus vegetable consumption. This is an important and novel finding, as all previous 

research in this area has investigated benefits and barriers together. As fruits have a 

different taste, price, seasonality, and suitability for different dishes compared to 

vegetables, it is likely that they also have unique barriers and benefits. This idea has been 

suggested previously. For example, Glasson, Chapman, and James (2011) suggested that 

researchers should focus more on promoting vegetable intake over fruit intake, as the 

barriers are higher for vegetables when compared to fruit. Nevertheless, Glasson, 

Chapman and James (2011) did not test parents’ perceived benefits of and barriers to 

serving FVs to their children. Similarly, Truedau, Kristal, Li, and Patterson (1998) 

encouraged examination of the determinants of fruit versus vegetable intake separately, 

as they taste different, are eaten at different times (fruits are usually snacks and vegetables 

parts of a dish), and have different nutritional value. 

In the current study, while constipation was identified as a common barrier, and 

healthiness as a key benefit, for both fruits and vegetables, differences were also evident. 

In terms of benefits, ease of cooking was a key influencer for vegetables, but not for fruits. 

This may be explained by the greater amount of preparation time needed for vegetables 

compared to fruit, as the latter are usually eaten raw as a snack (Glasson et al., 2011). 

Similarly, knowledge was found to be the biggest driver for fruit intake; however, this 

was not as important for vegetables. This may be explained by the different health benefits 

of fruits compared to vegetables (Trudeau et al., 1998). The fruit benefits of family 

pressure, versatility in diet, healthiness, knowledge, and convenience align with findings 

from multiple previous studies (Chuan Ling & Horwath, 2001; Dittus et al., 1995; 

Hagdrup et al., 1998; Maclellan et al., 2004; Peltzer & Promtussananon, 2004; Yeh et al., 

2008); however, again, these studies treated fruits and vegetables as one group.  

In terms of barriers, constipation was most cited for both fruits and vegetables. Similarly 

allergies were mentioned for both, but all other barriers were unique to each group. For 

example, pesticides were ranked as the second highest barrier for fruits, but not for 

vegetables. Likewise, sugar and preservatives were identified as barriers for fruits, but 
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not for vegetables. This aligns with previous studies, though these studies grouped fruits 

and vegetables into one category and did not explore them separately (Herbert et al., 2010; 

Maclellan et al., 2004; Peltzer & Promtussananon, 2004). 

From a parental point of view, the results may be explained by reasons provided in 

previous studies, despite the fact that these studies did not explicitly take this viewpoint. 

As indicated by Glasson (2011), for instance, fruits are usually eaten as a raw snack, 

making them convenient. In the current study, convenience was ranked as one the top five 

benefits for fruit consumption, and some parents highlighted bananas and oranges as a 

handy snack that does not need to be cut or peeled with a knife. This may be essential for 

parents allowing their children to eat on their own, as they do not have to worry about 

them hurting themselves with a knife. The results also highlighted the effect of family 

pressure, which has previously been linked to FV consumption (Yeh et al., 2008). Some 

of the comments made by parents were very similar to those noted by MacLellan (2004), 

which showcased how different family members prefer certain FVs, which in turn seems 

to control what is purchased and consumed at home. In summary, while many of the 

barriers and benefits were similar to those found in previous literature, there is a clear 

indication that they are different for parents when considering giving FVs to their 

children. The fear of sugar, pesticides, and preservatives was a clear barrier for parents in 

this study, and similar results have been found in only a few previous studies. The most 

known barriers as per extant studies, such as cost (Cox et al., 1998; Hagdrup et al., 1998; 

Herbert et al., 2010; Yeh et al., 2008), living circumstances (Herbert, Butler, Kennedy, & 

Lobb, 2010), cooking skills (Herbert et al., 2010; Murphy & Segan, 1994), and lack of 

time to plan and prepare (Herbert, Butler, Kennedy, & Lobb, 2010; Pollard, Miller and 

Woodman, 2009) did not appear in the current study, in which the questions were open 

ended and not prompted by the researchers. 

The results of this study not only show that the barriers and benefits are different for fruits 

and vegetables, but also that the barriers and benefits identified by parents focused on a 

few key items (such as grapes and beans). While many of the barriers and benefits were 

similar to the ones in international studies, some barriers, such as starch and carbohydrates 

were often coupled with potatoes, which are the backbone of many traditional dishes in 

the Finnish cuisine (Visit Finland, 2018). This indicates that Finland has adapted many 

of the international fruits and vegetables into their cuisine, but the original element of the 

Finnish food culture, the potato, may be going out of fashion due to fear or carbohydrates 

in diet. 
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While the literature has shown numerous barriers and benefits for fruits and vegetables 

together, some authors (Glasson et al., 2011; Trudeau et al., 1998) have called for fruits 

and vegetables to be treated as separate categories. Despite the call, studies that combine 

fruits and vegetables continue to dominate the literature. Study 3 thus adds to the existing 

literature by showing that (1) fruits and vegetables do have different benefits and barriers, 

(2) the benefits and barriers are not only category specific, but individually fruit- and 

vegetable-specific, and (3) the benefits and barriers are different for parents when they 

consider serving them to their children. The findings also give interesting insights in 

regards to the Finnish food context.  

Future research should therefore focus on understanding the barriers and benefits for the 

fruits and vegetables that are currently eaten less and/or have high nutritious value and 

can therefore contribute to obesity prevention. In addition, research should be conducted 

to understand how the parental barriers to FV intake can be minimised. The results of 

Study 3 show that most of the barriers for fruit (sugar, pesticides, and preservatives) and 

vegetable (carbs and starch) intake are based on erroneous perceptions, and may be 

overcome by educating parents about the benefits of eating all FVs. 

 

7.4 General contributions to theory and practice  

 

Theory is a ‘coherent description or explanation of observed or experienced phenomena’ 

(Gioia & Pitre, 1990 p. 587), which can be helpful in generating and organising new 

thoughts and explanations and improving predictions (Hambrick, 2007). Put simply, 

theories explain individual and environmental phenomena (Cook & Groom, 2004; Lewin, 

Heider, & Heider, 1936; Whetten, 1989) and enable researches to achieve understanding 

(Hambrick, 2007). Theories are developed by researchers who generate, test, and redefine 

models (Gioia & Pitre, 1990) to deliver explanations of phenomena in current times. By 

contributing to theory, there is also a chance to contribute to practice (Whetten, 1990) if 

the contribution is useful therein (Corley & Gioia, 2011). By addressing both worlds, 

research can provide direction to guide practice and future investigations.  

 

Social marketing is a relatively new discipline compared to its siblings of marketing, 

sociology, and psychology, and has been criticised for a lack of theory application and 

theory use (David & Rundle-Thiele, 2018; Luca & Suggs, 2013). In order for social 
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marketing to develop and gain more recognition, it must test theories and build an 

evidence base that can be used to guide social marketing practice (Rundle-Thiele, 2013). 

The social marketing benchmark criteria that were first developed by Andreasen (1994) 

and further developed by French and Blair-Stevens (2006a) is commonly used in social 

marketing, despite the absence of any supporting empirical evidence. Lefebvre (2013), 

Rundle-Thiele (2013), and Truong (2014) suggested that social marketing frameworks, 

including the benchmark criteria (French & Blair-Stevens, 2006b), should be applied and 

tested for effectiveness. However, to date, the presence or absence of each benchmark 

criteria have not yet been empirically evaluated. This thesis tested one of the most 

controversial models within the benchmark criteria, namely the marketing mix, and offers 

initial evidence suggesting that application of the full marketing mix should be used by 

social marketing practitioners.  

Additionally, this thesis contributes to the literature by addressing the lack of midstream 

programmes in social marketing. Systematic literature reviews of social marketing have 

indicated that while it should be a priority to extend behaviour-change efforts beyond the 

individual, individual-centric social marketing programmes continue to dominate social 

marketing practice (Almestahiri et al., 2017; Kubacki, Rundle-Thiele, Lahtinen, et al., 

2015). Study 2 aimed to examine the effectiveness of the Viisi Per Päivä programme, 

directing evaluation focus towards understanding parental attitudes and intentions to 

serve FVs to their children. The study found that while some positive outcomes were 

observed, room for improvement exists to achieve behavioural change for children.  

Finally, this thesis examined parents’ perceived barriers and benefits for serving FVs to 

their children, which contributed to understanding how a more nuanced understanding of 

benefits and barriers from a parental point of view can be gained. Study 3 also adds value 

to formative research, an important part of the social marketing benchmark criteria, by 

investigating the different benefits and barriers perceived by parents regarding serving 

fruits versus vegetables to their children. Specific contributions of the research to social 

marketing are discussed below.  
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7.5 Particular contributions to social marketing 
 

This research provides several contributions to the discipline of social marketing. Study 

1 investigated whether a programme utilising the full marketing mix (4Ps) was more 

effective in increasing FV intake among children compared to a promotion-only 

programme (1P). The study addressed the marketing mix debate in commercial and social 

marketing, and showed that a programme using the full marketing mix is more effective 

in increasing FV intake among children compared to a promotion-only programme.  

 

7.5.1 The marketing mix is effective 

 

Previously, the social marketing literature has mainly criticised the marketing mix 

(Gordon, 2012; Peattie & Peattie, 2003; Wood, 2008) and/or tried to develop alternative 

models (Gordon, 2012; Tapp & Spotswood, 2013). A review of the literature suggests 

that this is reflective of a 60-year debate emanating from commercial marketing. 

However, both disciplines have focused on criticising the marketing mix, and/or 

developing new alternative models, without empirically testing old and new proposed 

models for effectiveness. Furthermore, even in the absence of empirical testing of the 

effectiveness of the marketing mix elements additional marketing mix aspects have been 

proposed (French & Blair-Stevens, 2006a; Lynes, Whitney, & Murray, 2014; Xia, 

Deshpande, & Bonates, 2016), and the name and meaning of benchmarks has been 

debated and discussed (French & Blair-Stevens, 2006a). Further, scholars have proposed 

leaving out some of the key benchmarks, such as the marketing mix (Xia et al., 2016). 

The marketing mix was recently replaced by a multiple-P mix (Partnership, Core product, 

Actual product, Augmented product, Price reduction, Place and Promotion) by Xia et al. 

(2016), while Lynes et al. (2014) decided to leave out marketing mix completely and Luca 

et al. (2015) replaced the marketing mix with a service-driven model. This thesis 

demonstrates that the marketing mix should in fact be a cornerstone of social marketing 

programme design, and should not be replaced by alternative models until they have 

undergone empirical testing. 
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This study also aimed to understand whether the marketing mix is more effective 

compered to a promotion-only approach in increasing FV intake among children. The 

results demonstrate that social marketers should indeed use the full marketing mix and 

steer away from promotion-only approaches. This study aims to start a new journey for 

the marketing mix, and to encourage researchers to explore the effectiveness of the 

original marketing mix (McCarthy, 1960) and the subsequent models that have been 

proposed and discussed (Constantinides, 2002; Doyle & Stern, 2006; Lipson & Darling, 

1971; Nickels & Wood, 1997; Staudt, Thomas; Taylor, 1965; Van Waterschoot & Van 

den Bulte, 1992; Yudelson, 1999; Shizumu, 2003; Hyman, 2004; Constantinides, 2006), 

as well as the social marketing models inheriting the underlying concepts of the 4Ps 

(Gordon, 2012; Tapp & Spotswood, 2013). This study suggests that social marketers look 

back at the original intention of the marketing mix and design programmes with products 

and services that enable exchange and offer value to the customers thereof. In other 

words, social marketers need to stop portraying behaviour as the product and start 

designing products and services that enable the desired behaviour. By combining 

understanding of the behaviour change with knowledge of designing desirable 

products/services, social marketers can finally unleash the full potential of the marketing 

mix in their programme design. 

 

7.5.2 Parents should be targeted alongside children 

 

Previous social marketing literature has highlighted the lack of midstream techniques in 

social marketing (Gordon, 2013; Hoek & Jones, 2011). Guiding theoretical frameworks, 

such as the SEM (Bronfenbrenner, 1977), suggest that social marketing should move 

beyond individuals and take a more cohesive approach that targets the key influencers 

surrounding the individual to deliver behavioural change. Parents have a significant 

influence on the upbringing of their family members (Hesketh et al., 2005; McClain et 

al., 2009) and play a prominent role in provisioning food for their children (Preston, 

2010); therefore they should be targeted alongside children when the aim is to increase 

FV eating behaviour. While social marketing has called for more midstream approaches 

to be utilised, it has not suggested theories that could be helpful in reaching midstream 

audiences. This thesis suggests that the SEM serves as an appropriate theory to guide 

researchers to extend their delivery focus to midstream audiences. The SEM has been 

applied in childhood obesity studies and prevention programmes previously (CDC, 2013; 
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Elder et al., 2006; Gentile et al., 2009), targeting parents (interpersonal factor) (Gentile et 

al., 2009), the community (community factor) (Elder et al., 2006; Gentile et al., 2009), 

and/or schools (organisational factor) (Elder et al., 2006; Gentile et al., 2009).  

 

The results of the current study show that the programme in question increased subjective 

norms and perceived behavioural control of parents towards serving FVs to their children. 

The results indicate some promise for the midstream approach applied in the programme; 

however, there was no increase in the attitudes and intentions of parents towards serving 

FVs to their children. An increase in subjective norms suggests that the parents may have 

become more aware of the consumption habits around them; as social norms influence 

food choice behaviours (Higgs, 2015), this finding is promising. The increase in 

behavioural control suggests that parents were more capable of cooking FV dishes for 

their children following the programme. This result suggests some positive outcomes for 

the programme, as perceived behavioural control has been found to influence FV intake 

(Pawlak & Malinauskas, 2008). Compared to previous studies, the results are very similar 

(Backman et al., 2002; Duncan et al., 2015; Lautenschlager & Smith, 2007); however, 

previous studies did not target or measure parents. This study shows that midstream 

audiences should be targeted in addition to the main target group. In the case of FV intake 

it is essential to target parents, as they are the primary influencers/enablers of children’s 

food consumption (Preston, 2010). 

 

7.5.3 FVs have different barriers and benefits 

 
Previous studies have examined the benefits of and barriers to fruit and vegetable 

consumption together as a single group (Herbert et al., 2010; Maclellan et al., 2004; 

Peltzer & Promtussananon, 2004). Given that fruits and vegetables are different, however, 

they are also likely to have unique barriers and benefits. This study took a unique 

approach by examining parents’ perceptions of benefits of and barriers to fruit 

consumption, followed by benefits of and barriers to vegetable consumption. By looking 

at fruits and vegetables independently, this study was able to demonstrate novel insights. 

The multiple benefits of fruit intake found in this study included knowledge, healthiness, 

family pressure, balanced and varied diet, and convenience. The benefits for vegetable 

intake included family pressure, balanced and varied diet, healthiness, ease of cooking, 

and knowledge. While some of the FV benefits have been found in previous studies, such 

as healthiness (Peltzer & Promtussananon, 2004), knowledge (Dittus et al., 1995; 
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Hagdrup et al., 1998; Maclellan et al., 2004; Yeh et al., 2008), family influence (Yeh et 

al., 2008), and convenience (Chuan Ling & Horwath, 2001), this study found that some 

of the benefits applied to fruits but not vegetables, and vice versa. For example, 

convenience was listed as a benefit for fruits but not for vegetables. Similarly, the barriers 

and benefits were different for fruits versus vegetables. For example, sugar, pesticides, 

and preservatives were found to be the barriers for fruits, but not for vegetables. In sum, 

the benefits and barriers were unique to fruits versus vegetables and in some cases were 

linked to specific FVs only. 

 

The results of the study are important for social marketers, educators, and nutrition 

researchers, as they demonstrate that fruits and vegetables have different barriers and 

benefits. This finding should enable future programmes to be better designed by 

addressing new barriers found in this study. For example, future programmes could aim 

to educate parents about the safety of carbohydrates, starch, sugar, pesticides, and 

preservatives, which currently seem to be a barrier for serving FVs to children. 

Simultaneously, programmes can utilise the findings regarding benefits, such as 

convenience and ease of cooking, to design FV products that are easy to cook or to eat on 

the go. Examples of this already exist in the market in the form of pre-cut fruit portions 

and the pre-blended frozen fruit mixes made for making smoothies at home. The results 

also show that the barriers and benefits were dependent on certain FVs, meaning that 

future research could consider looking more deeply into the differences between FVs and 

their benefits and barriers. Social marketers are also encouraged to co-design programmes 

with parents (Dietrich et al., 2016). Particularly, co-learning, co-design, and co-

production on a meso level (including parents and other midstream targets) are 

encouraged as they may lead to improved value propositions (French, Russell-Bennett, & 

Mulcahy, 2017). Additionally, co-creation has multiple benefits deriving from active 

participation of the target population, since it allows social marketers to better understand 

what is of value for the different stakeholders, and to test and design mutually acceptable 

value propositions (Lefebvre, 2012). 

 

7.6 Implications for social marketing practice 
 

While theories are important and can explain phenomena (Lefebvre, 2013), they must be 

tested in practice to build a wider evidence base for social marketing (Rundle-Thiele, 
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2013). The next section showcases how this thesis has contributed to practice, and how 

the results can be used by social marketers, FV programme designers, and decision 

makers funding healthy food programmes.  

 

7.6.1 Implications for social marketing programmes  

 

This research makes important practical contributions to social marketing practice. The 

findings show that (1) the full marketing mix approach is more effective in increasing FV 

intake among children compared a promotion-only approach (Study 1); (2) an increase in 

subjective norms and behavioural control of parents can be obtained regarding serving 

more FVs to their children by giving them discount vouchers for purchasing fruit and 

vegetables (Study 2); and (3) fruits have different barriers and benefits compared to 

vegetables (Study 3). 

 

Overall, this research provides insights for social marketers that can serve as guidance on 

the development of more effective social marketing programmes in the context of 

increasing children’s FV intake. The findings suggest that social marketers should move 

beyond the promotion-only approach and utilise the full strength of the marketing mix to 

obtain better results. Specifically, social marketers should design future programmes in 

closer alignment to the original commercial marketing mix developed by McCarthy 

(1960) and advanced by Yudelson (1999). By understanding the original intention of the 

marketing mix, practitioners will be able to create products and services that deliver 

positive behavioural outcomes as a ‘side product’. In other words, practitioners should 

first design products and services, or partnerships that deliver access to these, to then lead 

consumers towards behaviour change. Practitioners should also address the importance 

of exchange when designing such products and services. By understanding what is 

‘exchanged’, the products and services will have value that customers appreciate, and 

whose use supports positive long-term behaviour change. By understanding the real value 

perceived by the consumer, the products/services can be designed with the right price and 

place in mind, thereby providing consumers with an acceptable price and attractive level 

of convenience. Finally, consumers must be made aware of the products/services via a 

range of promotion techniques. 
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Although the findings of this study are limited to the context of increasing FV intake in 

children, given review evidence (Carins & Rundle-Thiele, 2014) and the results of the 

study it seems evident that social marketers in general should not rely on promotion-only 

efforts moving forward. The study also provides new insights for the developers of other 

school-based programmes that may benefit from using the marketing mix approach. For 

example, practitioners could start designing programmes that encourage physical activity 

by looking through the lens of the commercial marketing mix. Physical activity is already 

enabled by products (soccer ball) and services (special PA classes) provided by schools, 

and enhanced products or services could improve the effectiveness of new programmes.  

 

The findings of this study also encourage designers of future programme related to 

children’s diet to focus their marketing efforts more towards secondary target groups that 

have a significant impact on children’s diet (parents and school staff). Parents could be 

targeted, for example, via strategies that enable them to cook healthier food at home, such 

as by arranging cooking and tasting sessions that parents and children both take. To put 

this in the context of the present study, children could first take part in the normal Viisi 

Per Päivä programme and parents could then experience a similar cooking and tasting 

session during parent–teacher night. School staff should also be empowered to change 

the school cafeteria setting towards a healthier direction, for instance by not pre-mixing 

salads but allowing children to build their own.  

 

Finally, the benefits and barriers identified in Study 3 for fruits versus vegetables indicate 

that practitioners should build separate social marketing programmes for  fruits compared 

to vegetables. Study 2 identified different benefits and barriers for these two categories, 

which should be separately addressed in respective programmes. For example, future 

programmes could focus on teaching children how to cut vegetables and create snacks 

from them. In particular, vegetables need a separate programme from fruits because most 

fruits are already easy and convenient to eat without using a knife or other tools, since the 

programme experience in this study also showed that most children lacked knife skills 

due to the need for parental control. Most vegetables also have a longer shelf life, which 

may lower the barrier for parents to purchase them. A programme focusing entirely on 

one category at a time would also allow children to taste a larger variety of fruits and 

vegetables and learn more deeply about them. A programme focusing solely on fruits, for 

instance, could be targeted at populations that are currently low in fruit consumption (such 
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as Finland, since Finnish children consume less fruit than any other OECD nation [OECD, 

2017]). 

 

7.7 Limitations and future research 
 

This thesis is subject to certain with limitations. Below, a summary of limitations for each 

of the three studies is provided, followed by the overall limitations alongside future 

recommendations.  

 

Study 1’s limitations include the fact that it was limited geographically, with data 

collection and programme delivery restricted to two countryside regions in Finland, in a 

sample of schools with children aged 6–13. While some variation existed, greater 

heterogeneity could be achieved in a larger-scale programme. It should be noted that some 

of the programmes took place in rural settings, where the schools were smaller, whereas 

others were conducted in more suburban settings with larger schools. Future research is 

recommended to extend this focus by taking different living settings (rural vs suburban), 

different regions, and different-aged student cohorts into account to examine programme 

effectiveness. 

 

The simple randomisation used in this study also creates a number of problems, foremost 

the possibility that the randomised schools will feature different cultures and different 

social backgrounds, as well as being located in different regions. A stratified longitudinal 

cluster randomised controlled trial design would enhance scientific accuracy (Schulz & 

Grimes, 2002) by stratifying across factors known to be related to obesity, for example 

socio-economic status (as measured by the National Institute of Health and Welfare) and 

gender prior to randomisation. In a stratified trial, the randomisation would be conducted 

for each stratum using stratified permuted blocks (Rosenberger & Lachin, 2002), where 

each factor is balanced between the treatment arms and the combination of factors is 

balanced within each stratum (Kahan & Morris, 2013). 

 

Study 2 faced similar limitations as those in Study 1, since the study was again conducted 

in two countryside regions in Finland and the evaluation was only focused on parents of 

primary school children aged 6–13. The environment also varied between schools, as 

some were situated in rural areas, far away from supermarkets offering a superior range 
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of FVs. The study did not assess FV behaviour change objectively at a household level, 

and only focused parent reporting on one child. In addition, despite examining pre- and 

post-outcomes over a three-month period, the study did not utilise further follow-up 

research, which is strongly recommended in future to assess whether long-term change 

effects remain. 

 

Study 3 was aimed at Finnish parents, and therefore does not represent populations in 

other countries. It utilised convenience sampling, which resulted in over-representation 

of females, thereby limiting the generalisability of the identified barriers and benefits. 

Future research should employ stratified random sampling to obtain a sample that 

represents both sexes (Kahan & Morris, 2013). Further, the survey employed a self-report 

questionnaire, which is known to be prone to social desirability bias (Eime et al., 2005). 

Future research could benefit from measuring objective data, such as FV purchase 

receipts or store loyalty scanner data, to overcome socially desirable responding.  

 

The overall limitations are typical of the randomised controlled trial context. The results 

for both children and parents were collected three months after the programme delivery 

date, but no further follow-up data was collected. In order to determine long-term 

behaviour change, a follow up study should be conducted a minimum of one year after 

the delivery date. In addition, data on the changes in outcome variables of parents are not 

always strong predictors of behavioural change (De Bruijn, Wiedemann, & Rhodes, 

2014). Thus, future research could employ theories other than the TPB, such as social 

cognitive theory, the hierarchy of effects model, self-determination theory, stages of 

change, the health belief model, or social identity theory. Indeed, David et al. (2018) have 

called for social marketers to examine which theories could better explain behaviour 

compared to TPB, as this approach has shown mixed results.  

 

This study used the SEM to build the parental component of the programme; however, it 

did not use the full potential of this model. Future research could benefit from better 

targeting the community and the school staff. For instance, similarly to the study by 

Gentile et al. (2009) to re-enforce healthy eating future research could promote healthy 

lifestyles within the community. FV eating could be marketed not only via promotion, 

but also through cooking and tasting classes held at community events. Future research 

could also benefit from co-design of materials for the school staff, which would ensure 

better usage of the materials.  
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This study focused on 6–13-year-old children in a Finnish primary school setting. Future 

research is recommended to expand efforts to the high school age group of 13–16 year 

olds. This would be especially interesting as Finnish children take compulsory cooking 

classes at high school, which would enable better strategies to be used. In addition, the 

students would have significantly better motor skills for cutting and cooking FV dishes. 

Therefore, further research that investigates adolescents is recommended to determine 

whether similar findings are observable in older cohorts.  

 

7.8 Conclusion 
 

The majority of social marketing programs disregard the potential of the marketing mix, 

and focus on promotion dominated approaches. By testing two independent social 

marketing programs, this doctoral thesis has demonstrated how the marketing mix has 

greater power in creating more behaviour change compared to promotion only programs. 

Additionally, this thesis has shown how discount vouchers made for parents to purchase 

more FV for their children have some potential in changing the perceived behavioural 

control and subjective norms of parents for serving FV for their children. The SEM model 

also proved to be an important tool for addressing the midstream audiences surrounding 

the child. Finally, this thesis has helped future programs development by deepening the 

understanding parents barriers and benefits of serving FV (as separate categories) to their 

children. 
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Nathan Qld 4111 Australia 

 

5 March 2018 
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Appendix 3: Information sheet for Study 1 and 2 

 
 
 
Why this research is conducted 
This research is being conducted to assess the implementation and effectiveness of the Hevilapset / 5 
Per Päivä: Fruit and vegetable consumption program.  
The project is a research collaboration between the Finnish Heart Association, Griffith University, 
Metropolia University of Applied Sciences and Citymarket. It is funded by Emil Aaltonen research fund.  
 
What you and your child will be asked to do  
You and your child will be asked to participate in a study and an intervention about fruit and vegetable 
consumption. Your child will be asked to complete a survey before the Hevilapset / 5 Per Päivä program, 
during the campaign and 3 months post program completion (each survey will take about 10 minutes.  It 
is done at school during school hours and it is supervised by a teacher. ). You will also be invited to 
complete a survey (10 minutes).  
 
As a part of the study, your child may also attend a fruit and vegetable intervention (1h) at school hours. 
This 1 hour session may contain cooking fruit and vegetable dishes, tasting different fruit and vegetables 
or learning general information about fruit and vegetables. The sessions are chosen randomly for each 
school due to research purposes.  
 
Video/audio/photographic recordings may be made as part of the study. They may be used for academic 
reports and publications, presentations and promotion via the www.viisiperpaiva.com website and 
viisiperpaiva social media accounts. Students that have not given a consent to be 
photographed/recorded/filmed will not be photographed/recorded/filmed in any way. 
 
The expected benefits of the research  
The program will teach your child about the benefits fruit and vegetables and help them to make 
healthier food choices. Your child’s participation will also help to make further program improvements. 
You will be given further information in the attached campaign brochure. 
 
Risks to your child  
If your child has any allergies that your childs teacher is not aware of, please let them know with a form 
attached. 
Apart from allergy risk during the possible cooking or tasting session, you and your child’s participation 
in the Hevilapset / 5 Per Päivä program is not likely to pose risks beyond your normal day-to-day living.  
 
Your child’s confidentiality  
All your comments and responses are anonymous and confidential. All reporting of the data will be de-
identified. All data will be stored securely on the university server and will only be accessible to the 
research team. The data will be stored for five years before deletion. 
 
Your child’s participation is voluntary  
Participation is voluntary. Participation will have no impact on the services they receive from their 
school. 
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Questions / Further Information  
If you do have any further questions, or if you would like to receive a de-identified summary of the 
overall results, please contact the researchers directly. Please note, that you will not be able to request 
individual responses. 
 
 
 
 
 
 

Phd student Ville Lahtinen (Chief Investigator) Griffith University / 040 505 45 40  
s.rundle-thiele@griffith.edu.au 

Professor Sharyn Rundle-Thiele  Griffith University / +61 42 22 395 86  
s.rundle-thiele@griffith.edu.au 

Dr. Timo Dietrich Griffith University / +61 45 22 711 79 
t.dietrich@griffith.edu.au 

 
Ethical conduct of this research  
Griffith University conducts research in accordance with the National Statement on Ethical Conduct in 
Human Research. The ethics reference number for this project is: GU Ref No: 2016/722. If you have any 
concerns or complaints about the ethical conduct of the research, please contact the Manager, Research 
Ethics to +61 7 3735 4375 or research-ethics@griffith.edu.au 
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Appendix 4: Consent form for Study 1 and 2 

 
 

 
Griffith University requests consent from parents for their children’s participation in the Hevilapset / 5 
Per Päivä: Fruit and vegetable consumption program. The ethics reference number for this project is: GU 
Ref No: 2016/722 
In giving my consent I acknowledge that:  
 

1. The research project and the time involved have been explained to me in the Information Sheet  
2. I have read the Information Sheet and have been given the opportunity to discuss the information 

and my involvement in the project with the researchers 
3. I understand that if I have any additional questions I can contact the research team 
4. I understand that that my child’s participation in the research component is voluntary. I can 

withdraw my child from the research project at any time, without explanation.  If I withdraw 
from the research it will not affect other school activities or relationships  

5. My participation in the research component is voluntary and I can withdraw from the research 
project at any time, without explanation. 

6. I understand that my child’s and my involvement in the research is strictly confidential and that 
no information about us will be used in any way that reveals my child’s or my identity 

7. I understand that I can contact the Manager, Research Ethics, at Griffith University Human 
Research Ethics Committee on +617 3735 4375 (or research-ethics@griffith.edu.au) if I have 
any concerns about the ethical conduct of the project  

8. I understand that video/audio/photographic recordings may be made as part of the study and that 
they may be used for academic reports and publications, presentations and promotion via the 
www.viisiperpaiva.com website and viisiperpaiva social media accounts. Students that have not 
given a consent to be photographed/recorded/filmed will not be photographed/recorded/filmed in 
any way.  
 

I (print name)……………………………………………………………give consent to the participation of 
myself and my child (print name)……………………………in the Hevilapset / 5 Per Päivä: Fruit and 
vegetable consumption program.  
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Signature (parent/legal 
guardian)…………………………………………………………………………….. 
Date………………………………  
Signature (child) 
……………………………………………………………………………………………….. 
Date……………………………… 
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Appendix 5: Information sheet for Study 3 

 
 
Why is the research being conducted? 
Griffith University is undertaking research to get your thoughts and opinions 
about fruit and vegetable intake     
What will you be asked to do? 
You are asked to complete an online survey that will take no longer than 15 
minutes.  
The basis by which participants will be selected or screened. 
To participate in this research you must be over the age of 18 and your 
child(ren) must be between 3-12 years old. 
The expected benefits of the research 
This research will assist Griffith University to gain a current understanding about 
what people think about fruit and vegetable intake. This research will assist 
researchers to develop a fruit and vegetable campaign that aims to improve the 
health of Finnish children through healthier eating. 
 
 
Risks to you 
There are no risks beyond day-to-day living associated with your participation in 
this project. 
Your confidentiality 
All of your responses will be treated confidentially unless required by law. All of 
your responses will be anonymous unless you choose to agree to assist in 
future Griffith University research. If you agree, you will be required to supply a 
valid email address so that we can get in contact with you to help our future 
studies.  
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The data collected will be analysed and digitally stored in Social Marketing @ 
Griffith’s password protected server in accordance with the university’s 
standards.  
Your participation is voluntary 
Submitting the online questionnaire is accepted as your consent to participate in 
this project. You are free to withdraw at any time without penalty, up until you 
submit the online survey. Once you have submitted your survey there is no way 
to retrieve your particular survey unless you have provided an email address.  
Confidentiality 
Data and results will be stored electronically in the Marketing Department of 
Griffith University. Data will be retained for a minimum of 5 years following the 
release of findings in the dissertation. Retention will be extended to 5 years 
after the end of publication of the last refereed publication that is based on the 
data. Data will be destroyed at the end of the retention period.  
Questions/further information 
Please contact one of the research team members if you have any questions or 
if you require any further information. Their contact details are at the top of this 
page. 
The ethical conduct of this research 
Griffith University conducts research in accordance with the National Statement 
on Ethical Conduct in Human Research. If you have any concerns or complaints 
about the ethical conduct of the research project you should contact The 
Manager Research Ethics on +61 7 3735 4375.or research-
ethics@griffith.edu.au. 
Feedback to you 
You will not be able to obtain a copy of your responses once you have 
submitted the survey.  The combined research results may also be published in 
peer reviewed academic journals and conferences. Participants can request a 
copy of the findings should they be published from the research team. An 
overall summary of results will be emailed to respondents that have ticked the 
box saying “Would you like to get a summary of the results of this survey?” 
when completing the survey. 
 
Thank you for your time. Keep this sheet for your information. 
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Appendix 6: Study 1 survey 
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Appendix 7: Study 2 survey 

  
 
 
2. Does your child eat fruits and vegetables every day  Yes/No  
 
 
 
3. If you answered yes, how many portions (50 g) of fruits and vegetables he/she eats 
every day? 

 1-2 
portions a 
day 

 3-4 
portions a 
day 

 More than 4 
portions a day 

 
 
 
4.  If you answered no, how many portions (50 g) of fruits and vegetables he/she eats a 
week? 
 

Never 
One per two 
weeks 

 Less than 1 
portion a week 

 1-2 
portions 
a week 

3-4 
portions 
a week 

More than 4 
portions a 
week 
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5. Circle your opinion on the scale 

I expect to serve fruit 
and vegetables to my 
children each day 1 2 3 4 5 6 7 
I plan to serve fruit 
and vegetables to my 
children each day  1 2 3 4 5 6 7 
I intend to serve fruit 
and vegetables to my 
children each day 1 2 3 4 5 6 7 

  
Strongly 
agree      

Strongly 
disagree 

 
6. Circle your opinion on the scale 
 

Eating fruits causes 
constipation    1 2 3 4 5 6 7 
 Grapes contain too 
much sugar    1 2 3 4 5 6 7 
 Grapes contain too 
much preservatives   1 2 3 4 5 6 7 
 Grapes contain too 
much pesticides    1 2 3 4 5 6 7 
Potatoes contain too 
many carbs 1 2 3 4 5 6 7 
Potatoes contain too 
much starch 1 2 3 4 5 6 7 

  
Strongl
y agree      

Strongly 
disagree 

 
 
 
7. Circle your opinion on the scale 
 
-To me, fruits and vegetables are: 
 
 

  1 2 3 4 5 6 7 
 Healthy      Unhealthy 

 
  1 2 3 4 5 6 7 
 Important      Unimportant 

 
  1 2 3 4 5 6 7 
 Interesting      Boring 
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  1 2 3 4 5 6 7 
 Enjoyable      Unpleasant 

 
  1 2 3 4 5 6 7 
 Easy to eat      Hard to eat 

 
 

  1 2 3 4 5 6 7 
 Beneficial      Harmful 

 
  1 2 3 4 5 6 7 
 Good      Bad 

 
  1 2 3 4 5 6 7 
 Inexpensive      Expensive 

 
 
 
8. Most people who are important to me think that I should serve fruit and vegetables to 
my children each day 

  1 2 3 4 5 6 7 
 Should not      Should 

 
9. Many people like me serve fruit and vegetables to their children each day. 

  1 2 3 4 5 6 7 
 Should not      Should 

 
 
 
 
 
 
10. I feel under social pressure to serve fruit and vegetables to my children each day. 

  1 2 3 4 5 6 7 
 Should not      Should 

 
11. It is expected of me that I serve fruit and vegetables to my children each day. 

  1 2 3 4 5 6 7 
 Should not      Should 

 
12. I m confident that I can serve fruit and vegetables to my children each day 

  1 2 3 4 5 6 7 

 
Strongly 
disagree      

Strongly 
agree 

 
13. Serving fruit and vegetables to my children each day is 

  1 2 3 4 5 6 7 
 Difficult      Easy 
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14. The decision to serve fruit and vegetables to my children each day is beyond my 
control 

  1 2 3 4 5 6 7 

 
Strongly 
disagree      

Strongly 
agree 

 
15. It is mostly up to me whether or not I serve fruit and vegetables to my children each 
day 

  1 2 3 4 5 6 7 

 
Strongly 
disagree      

Strongly 
agree 

 
16. How many people live in your household?____ 
 
17. Are you 

 Never 
married 

Married or de-
facto Divorced Widoved 

 
18. Your education 

Basic 
schooling 
(classes  
1-9) Tafe 

University of 
Applied 
Sciences 
degree 

University 
degree 

 
19. Age ____ years 
 
20. Your partners age _____ year 
 
21. Zip code _______ 
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Appendix 8: Study 3 survey 

 
 
 
 
 
Question group 1: Current behaviour 
 
-Which of the following fruits your child likes to eat? (List of fruits) 
 
Check any that apply 
 
-Which of the following fruits your child does not like to eat? (List of fruits) 
 
Check any that apply 
 
-Which of the following vegetables your child likes to eat? (List of vegetables) 
 
Check any that apply 
 
-Which of the following vegetables your child does not like to eat? (List of vegetables) 
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Check any that apply 
 
-Which of the following berries your child likes to eat? (List of berries) 
 
Check any that apply 
 
-Which of the following berries your child does not like to eat? (List of berries) 
 
Check any that apply 
 
 
-Which of the following fruits you would like your child to eat? (List of fruits) 
 

-Why? (Open ended question) 
 
- Which of the following fruits you would like your child not to eat (List of fruits) 
 

-Why (Open ended question) 
 
 

 
-Which of the following vegetables you would like your child to eat? (List of 
vegetables) 
 

-Why? (Open ended question) 
 
- Which of the following vegetables you would like your child not to eat (List of 
vegetables) 
 

-Why (Open ended question) 
 
 

-Which of the following berries you would like your child to eat? (List of berries) 
 

-Why? (Open ended question) 
 
- Which of the following berries you would like your child not to eat (List of berries) 
 

-Why (Open ended question) 
 
 
Indicate what kind of fruit dishes you prepare for your children at home? 
(Fruit salads, juices, smoothies, snack bites) 
 
Which one is your childs favourite dish? 
 
Indicate what kind of vegetable dishes you prepare for your children at home? 
(salads) 
 
Which one is your childs favourite dish? 
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Indicate what kind of berry dishes you prepare for your children at home? 
(salads) 
 
Which one is your childs favourite dish? 
 
Question group 2: Food consumption behaviour 
 
How often does your child eat the following items: 
 
[ Dairy foods including milk or milk products (ice-cream, yoghurt, cheese)] 
[ Cooking oil (olive, canola, sunflower, vegetable, etc)] 
[ Pasta, rice, bread, potato, chips, cereal or noodles] 
[ Sugar, sweets, sweeteners, spreads or dressings] 
[ Wine, beer, spirits or other alcoholic drinks] 
[ Deli, processed foods or ready-to-eat foods] 
[ Soft, flavoured, sports or energy drinks] 
[ Baked foods or pastries] 
[ Fruit juice or cordial] 
[ Fruits or vegetables] 
[ Meat, fish or eggs] 
[ Fast-food] 
[ Extra salt] 
 
The categories for each of these questions are: 
 
1 = Every Day 
2 = Most Days 
3 = Few Days 
4 = Never 
 
 
Question group 3:  Attitude towards fruit and vegetables 
 
 
-To me, fruits and vegetables are: (scale) 
 
Unhealthy – Healthy 
Unimportant – Important 
Boring – Interesting 
Unpleasant – Pleasant 
Unenjoyable – Enjoyable 
Harmful – Beneficial 
Bad – Good 
Expensive – Inexpensive 
 
-When purchasing fruit for your children, how important you would rate the following 
options: 
 
Nutritional value 
Energy value (calories) 
Cost 
Convenience (is this how easy the fruit/vegetable is to eat) 
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Child preference 
Likelihood of being eaten 
Remains fresh  
Food safety 
 
-When purchasing vegetables for your children, how important you would rate the 
following options: 
 
Nutritional value 
Energy value (calories) 
Cost 
Convenience (is this how easy the fruit/vegetable is to eat) 
Child preference 
Likelihood of being eaten 
Remains fresh  
Food safety 
 
Question group 4: behavioural control and subjective norms  
 
When considering the occasion of eating at home on weekdays: 
 
-Ensuring that my child eats a healthy dinner is a simple task 
 

Strongly disagree – Strongly agree 
 
-There are many quick and healthy options available from the supermarket I can 
purchase for my childrens dinner 
 

Strongly disagree – Strongly agree 
 
 
When considering the occasion of eating on weekends: 
 
-Ensuring that my child eats a healthy dinner is a simple task 
 

Strongly disagree – Strongly agree 
 
-There are many quick and healthy options available from the supermarket I can 
purchase for my childrens dinner 
 

Strongly disagree – Strongly agree 
 
What others think and how do I think in general: 
 
-Most people who are important to me think that I should provide a healthy dinner for 
my child 
 

Strongly disagree – Strongly agree 
 
 
-I want my child to eat the same food his/her friends eat 
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Strongly disagree – Strongly agree 
 
-My child's friends belittle him/her for eating healthy food such as fruit and vegetables 
 

Strongly disagree – Strongly agree 
 
-My child's school/class actively promotes healthy eating 
 

Strongly disagree – Strongly agree 
 
 
 
 
 
Question group 5: intentions to increase fruit and vegetable intake 
 
 
I intend to increase the number of times my child eats fruit during the next week. 
Extrem
ely 
unlikely 

-3 -2 -1 Neutr
al 0 

1 2 3 Extremel
y likely 

 
I will increase the number of times my child eats fruit and vegetable during the next 
week. 
Extrem
ely 
unlikely 

-3 -2 -1 Neutr
al 0 

1 2 3 Extremel
y likely 

 
I plan to increase the number of times my child eats fruit and vegetable during the next 
week.  
Strongl
y 
disagre
e 

-3 -2 -1 Neutr
al 0 

1 2 3 Strongl
y agree 

 
Question group 6: Behaviour while consuming food 
 
-What best describes your household's dinner arrangement during the week? 
 
Check any that apply 
 
 

• There is a regular routine for dinner time (for example, before or after bath) 

•   We aim to have dinner at the same time every night 

•   Children eat separately from adults 

•   Children eat together with adults 

•   Individual members eat separately 

•   Children eat at a table 

•   Children eat on the couch 
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•   Children eat where they like 

•   Children watch television while eating 

•   Children play video games (includes iPads and laptops) while eating 

•   None of the above 
 
 
-Thinking about last week, how frequently did you buy take-away food to eat at home? 
 

For children only – For the whole household – For adults only 
 
Demographics 
 
How many people live in your household? 
Are you (Married, in a domestic relationship, separated, widowed)  
Indicate your age 
Indicate your partners age (if applicable) 
What is the postcode you live in? 
 
Would you like to be involved in the next stage of this research project which aims to 
design a program to increase fruit and vegetable eating? 
 (yes/no) 

 
 
Would you like to get a summary of the results of this survey? 
 (yes/no) 
 
If yes, please write your email below. 
 
 
 




