An exploration of the 5-a-day campaign and its impact on fruit and vegetable consumption.
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Introduction.
It is claimed that approximately 2.7 million lives each year could be saved with an increase of fruit and vegetable consumption, and a lack of fruit and vegetables is one of the top ten risk factors associated with global mortality. This is the driving force behind the fruit and vegetable promotion initiative proposed by the World Health Organisation (WHO). The aims of this initiative are to increase the awareness and understanding of the health benefits of eating fruit and vegetables, to increase consumption of them, to support sustainable programmes aimed at increasing fruit and vegetable consumption, and to gain further research to better achieve these aims.
The aim of a health campaign is to provide a target audience with information, so that they become aware of a message and adopt any behaviours associated with it. Health campaigns can be found in several settings including schools, communities, worksites and health care settings. The campaigns can be communicated through the medium of posters, leaflets and media campaign such as tv and the internet (Glanz, Rimer, & Viswanath., 2015). Recent advances in technology, have led for the need to incorporate it’s use into health campaigns and promotions ("Digital-first public health: Public Health England's digital strategy - GOV.UK", 2018). Through the targeted communication of a health care message, it is hoped that individuals will adopt new behaviours resulting from changes in attitude, beliefs and social norms Eckler, O’Gara., (2011).
This essay aims to critically explore the impact of the 5-a-day fruit and vegetable campaign. This will be achieved by looking at theories that explore the relationship between campaigns and behaviour, and the impact of the campaign message. The benefits to a successful campaign resulting from segregating target audiences, will be discussed in relation to age and gender differences. And finally, how the message is received by an individual, alongside peers will be explored. The impact of the 5-a-day campaign will be explored through findings provided by empirical evidence.

In health campaigns aimed towards increasing awareness and behaviour change, theories such as The Theory of Planned Behaviour (TPB) and Theory of Reasoned Action (TRA) by Fishbein, & Ajzen., (2010; as cited in Montano, & Kasprzyk., 2015) look at attitudes towards objects, the behaviours aimed at them, and an individual’s intention to carry out a behaviour. These theories see attitudes, perceived control, and subjective norms as catalyst behind intention, these in turn can predict health related behaviours (Montano, & Kasprzyk., 2015).
The elaboration likelihood model looks at attitude change being governed by the route in which a message is communicated. These routes to attitude change can be either through direct thoughtful consideration of information called the central route, or it can be achieved through the peripheral route where a simple cue can affect persuasion without the need to scrutinize the merits of the information provided. The need to evaluate a message for meaning, and the likelihood that it will be processed effectively can be governed by an individual’s motivation and ability. Also shown to be relevant in changing perceptions and attitudes, is the role of an individual’s need for cognition put forward by Cohen, Stotland, & Wolfe., (1955; as cited in Petty, & Cacioppo., 1986). Research around this concept has shown that those with a high need for cognition use information more effectively to make judgements and can be more motivated to evaluate the content of a message (Petty, & Cacioppo., 1986)
The uptake in consumption of fruit and vegetables has been reported to be lower than recommended in the UK, following the 5-a-day campaign. To assess possible reasons for this Appleton et al., (2018) conducted questionnaires to gain an understanding as to the amount of details the public were aware of, and if this knowledge was related to the amount of fruit and vegetables that are consumed. Using two experiments, the first using a face-to-face opportunity sample of 507 individuals, that were asked to complete seven open-response questions that looked consumption, the participant’s own knowledge of the campaign and demographic information. The results of the first experiment showed that self-reported consumption was 3.7 portions per day, of the total sample 450 were aware of the campaign message in detail and reported greater consumption that those that were not. Of the 450 participants that were aware of the message 240 were not confused by any aspects of the message and reported higher consumption, the remaining participants reported that some aspects of the message were confusing, with portion size being the most confusing aspect. 
A second study was conducted using a 10-item postal questionnaire delivered to a representative sample across the UK with more detailed questions to not only assess the participant’s awareness of the message, but also the level of knowledge of the details that the message contained. 1750 questionnaires were sent out across the UK, only 247 complete responses were obtained, this low response rate could be indicative of people’s perceptions of fruit and vegetable consumption. In line with the findings from experiment one most people were aware of the campaign message, knowledge of the details of the campaign were found to be low in experiment two and again confusion over the portion sizes was identified alongside the need for variation in fruit and vegetable consumption, this lack of understanding was associated with low levels of consumption. The findings of this study show that although there is a strong awareness of the campaign message and that this awareness is related to the consumption of fruit and vegetables, there is a lack of knowledge regarding the details of the message. Future changes to how this information is delivered may help towards increased consumption. The researchers note that better overall general knowledge, may be more beneficial than detailed knowledge of any specific aspects. The use of self-reporting is identified as a limitation of this study as it relies on the participant answering honestly. 
This evidence offers some support for theories put forward to explain behaviour change relating to campaign messages, in that participant’s awareness of the message could be due to repeated exposure in their day to day lives, and could be viewed as a relative success of the campaign in aiming to raise awareness. The lack of details and the confusion over portion size offer support for the elaboration likelihood theory, as a lack of detail may have made it difficult to evaluate the merits of adopting the new behaviour, and this may have interrupted the elaboration process. 
Previous qualitative research by Rooney et al., (2017) has also supported the lack of clarity around types of fruit and vegetables (FV) and what constitutes a portion size. In their research looking at feedback from 6 semi-structured focus groups that fell into the category of low (FV) consumers. The superordinate themes identified in the research were knowledge, education and suggestions for improving portion size knowledge. The results showed again an awareness of the message put forward by the campaign, but also confusion as to the specific details contained within it. Participants in the focus groups reported that foods such as fruit and vegetable-based sauces, and composite foods containing vegetables - for example, stews – were not believed to be part of the 5-a-day quota. This shows a lack of clear detail in the message put across and could account for the confusion reported. The issue of portion size was related to mixed messages of what a portion constitutes, with a wide variety of fruit and vegetable sizes and no clear standardised definition of a portion size participants found it difficult to decide on the correct amount of (FV) that should be eaten. The results show that there is a lack of clear knowledge surrounding what constitutes a correct 5-a-day food type and portion. The limitations of this study - that could impact the findings - are the use of an unvalidated questionnaire by the researchers and the relatively small sample size of educated individuals, this is important in that the questionnaire may not be widely accepted in generating findings. Also, the participant’s may have been exposed to previous knowledge around healthy eating and its benefits prior to the study being conducted, which could impact on the interpretation of the themes identified.
Differences in eating habits can be observed throughout childhood into early adulthood. Research by Albani, Butler, Traill, & Kennedy., (2017) has looked at the changes in intake of fruit and vegetables over time from early childhood into late adolescence, based on previous research highlighting the importance of healthy eating on development during this time. Data for the study was obtained from pooled data obtained from the UK National Diet and Nutrition Survey (NDNS) conducted in the years 2008 to 2012, resulting in a sample size of, 2131 observations. The researchers looked at changes in intake based on age as well as gender. The results indicated that intake of fruit and vegetables steadily increased up until the age of 7 and then declined by the age of 12 remaining low during adolescence and then recovering somewhat from the age of 17 into early adulthood. There was no significant difference between genders. Vegetable intake results followed the trends seen in both fruit and vegetables with a steady increase up to the age of 7 and then a decline in adolescence and some degree of recovery in the years following. Fruit intake was found to be much the same. However, the results for boy’s fruit intake suggested that further deterioration of intake was apparent during adolescence, for both genders there was no significant improvement in intake after the age of 17. Girls in early adulthood however, did show some non-significant improvement in fruit consumption. These finding do show changes to eating patterns over time, although they do not address the potential cause for declines in fruit uptake for adolescent males.
[bookmark: _Hlk510036196]For a campaign to reach its target audience careful consideration should be taken to assess the variables that mediate the successful implementation of a 5-a-day campaign. Reynolds, Bishop, Chou, Xie, Nebeling, & Perry., (2004) used results gained from two different school based 5-a-day intervention programs with 4th grade children from two schools in America. The researchers identified the potential mediating effect of knowledge of intervention, parent consumption and availability of fruit and vegetables. Analysis was conducted using data from food diaries and feedback questionnaires from the children and their parents. The results indicated that the inclusion of an intervention in both schools led to an increase in consumption, and this in turn led to increased knowledge. The effects of parent consumption and availability were not significant, as the intervention was not aimed at parents the researchers noted that future health promotion aimed at eating habits, should include these mediating variables as the relationship between parents and children can have a strong effect on behavior change. There were however some limitations to this research, including the use of diaries and questionnaires limited the accuracy of responses, also the unbalanced sample sizes across the two schools limited the statistical power of the results. This research does show that identifying the variables that influence the implementation of a promotion can lead to successful uptake of a health campaign message. The delivery of knowledge of the 5-a-day promotion in this study - and the strength of its effect - was highlighted as being an injunctive norm from an authority source, this is in line with social cognitive theory by Bandura, (1986, 2001; as cited in Eckler, & O’Gara., 2011). Social cognitive theory highlights the importance of considering how people interact, when implementing a promotional campaign. This theory states that individuals model what they observe from others and incorporate that information in their own behaviors and self-belief (Eckler, & O’Gara., 2011).
The use of focus groups has shown that there can be several influences on the consumption of fruit and vegetables by Cullen, Baranowski, Rittenberry, & Olvera., (2000). In their qualitative study the researchers found through feedback that even with availability of fruit and vegetables in the home, consumption may be influenced by other factors such as preparation time and cost. Parental influence was acknowledged by both children and parents as being a factor in fruit and vegetable consumption, as was the influence of peers. Television commercials that promote unhealthy food were identified by both children and parents as having an influence. This research showed that children’s intake can be influenced by parents and peers, but also by other factors. An area of future research was identified from the participants view of salads as a separate food group from fruit and vegetables. This is important in future health promotions in targeting interventions in a focused way to achieve maximum impact. The reported negativity towards fruit and vegetables from peers, shows how individual and group perceptions can be important in consumption of fruit and vegetables and is important also when implementing a healthy eating campaign aimed at children and young adults. Research such as this has led to the development of questionnaires aimed at assessing peer influence on fruit and vegetable consumption by Cullen, et al., (2001)
The reasons for differences in consumption in relation to the influence of peer norms, have been explored by Marijn, de Ridder, de Vet, and de Wit., (2014). The researchers looked at the type of norm message, for example, descriptive norms describe what the normal thing to do is in a situation, based on others behaviour. Injunctive norms indicate what is considered normal behaviour by others, and how they believe others should behave. Marijn, et al conducted an experiment where the norm message was manipulated, the intention to consume and the actual intake of fruit and vegetables was then assessed and recorded. 96 Dutch high school children took part in the fruit consumption study, they were randomly assigned into one of three conditions and provided with a booklet containing questions and text informing them of the benefits of healthy eating. For the descriptive norm condition an extra sentence was added stating that - most students try to eat the correct amount of fruit. The injunctive norm condition had an extra sentence stating that - most students believe that other students should eat the correct amount of fruit. The researchers used questionnaires to assess participants motivation, social comparison and intention. The results for fruit consumption were obtained three days later in a follow up assessment, based on participants self-reporting. The results of the study indicated when age and motivation were controlled, that descriptive norms influenced the actual consumption of fruit but not the participants intention. The injunctive norms however were shown to negatively influence intention to consume, but not participants actual consumption. Marijn, et al believe this influence to be due to the nature of the norms, with descriptive norms requiring less cognitive processing and so being more automatically accepted, and injunctive norms being associated with pressure to make changes that may not be congruent with the participants own personal attitude towards fruit consumption. The findings of this study should be interpreted with caution however due to the self-reporting used relying on participants honesty. Also, there was a 2-day gap between measurements which allowed for discussion between participants in each condition which in turn could have influenced the honesty and accuracy of the results and so their overall validity.

[bookmark: _GoBack]This essay set out to explore the 5-a-day campaign, and its aim to increase awareness and consumption of fruit and vegetables. Theories such as the theory of planned behaviour and the theory of reasoned action have been outlined and linked to empirical evidence showing the impact of the campaigns message at an individual level. Social cognitive theory has been explored for the explanations presented, to account for group and peer influences on fruit and vegetables. It has been shown through this essay that there can be many influencing factors in the internalisation of media messages, and that many avenues must be explored to develop a cost effective targeted media campaign. Repeated exposure has been shown to be effective in increasing awareness of the 5-a-day campaign and can be viewed as a success. This awareness of knowledge had been linked to the elaboration likelihood model. The lack of significant increases in fruit and vegetables, may be due to the combined influence of multiple variables such as age, gender, message delivery and perceived and peer norms. These variables and their possible impacts can provide evidence for the need of segregating target audiences in order to communicate health messages effectively and to promote positive behaviour change across a nation and the world as a whole.
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