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The Mediterranean Diet (MD) has been recognized as a dietary pattern that has multiple benefits in health and
many other sustainable development goals proposed by the United Nations. It was also recognized by UNESCO as
the Intangible Cultural Heritage of Humanity. Aware of those benefits, advertising uses the MD as a claim to

Marketi . . . L. . .
Diiioitrl:f reach consumers. This paper aims to associate the nutritional values of those food and drink products advertised
Claims between 2011 and 2020 and the use of the “Mediterranean” concept as part of its marketing discursive strategy.

To this end, a quantitative and qualitative methodology that included a content analysis of these advertisements
was used. To determine the nutritional quality of those food products, the Nutri-Score system was utilized. The
main findings concluded that most of the food products and drinks advertised under the concept “Mediterranean”
are not included in the nutritional pyramid of the MD. Although some of the MD typical foods have reached a low
nutritional food value due to their alteration with ultra-processed ingredients, it has been shown that the product
categories, which falsely claim DM, have even a lower nutritional value. The study also pointed out the need for
stricter regulation in food and beverage marketing since misleading language can damage consumers’ health.

Nutritional values

1. Introduction

The Mediterranean Diet (MD) is a plant-based dietary pattern,
characterized by the frequent intake of a high amount of vegetables,
fruits, cereals, legumes, and nuts. It also includes regular consumption of
olive oil and moderate consumption of fish and shellfish, white meat,
eggs, and dairy products. On the contrary, consumption of red meat,
processed meats, and foods rich in sugars and fats should be small in
both quantity and frequency [1]. The MD is the result of a complex and
multi-millennial interaction between the natural food resources avail-
able in the Mediterranean environment and the human element inhab-
iting the Mediterranean basin throughout history [2]. Since November
2010, the MD has been recognized by UNESCO as the Intangible Cultural
Heritage of Humanity.

The MD has been recognized as a healthy dietary pattern, capable of
preventing cardiovascular diseases (CVD) [3-5] and that, on the con-
trary, ultra-processed foods may contribute to the higher prevalence of
these deseases [6].

It is also related to a healthy lifestyle. Some authors [7,8] refer to the
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concept of the “Mediterranean way of life” to describe lifestyles that
comprise elements of frugality and moderation on food consumption,
seasonal and traditional products, personal involvement in culinary
preparation, social activities, regular physical exercise, hydration and
rest. All these elements converge in the idea of an eco-friendly, bio-
diverse and sustainable diet, based on the consumption of local foods
[°1.

Advertising and marketing have not been indifferent to the benefits
of the MD. In recent years, it is common to find many food products that
are advertised to the consumer as part of the MD Pyramid. Despite this,
these products have very little to do with the MD [10], and the impact of
their regular consumption on health is far from being positive.

Although there is some research focused on advertising discourse
and health [11-15], in general, there are not too many studies around
the mention of the concept “Mediterranean Diet” as part of advertising
claims, and the few that exist focus on the packaging of the products and
the idea of authenticity and differentiation [16,17]. There are no pre-
vious studies that associate advertising discourse and the nutritional
values of the food product advertised with the claim “Mediterranean
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Diet” or with concepts that refer to it.

It should be noted that scientific literature has revealed in recent
years the over-presence of advertisements for ultra-processed foods to
the detriment of those of natural food. Regardless of the media and the
format, the almost non-existence of natural products in advertising is a
fact confirmed in different studies [10,18-22]. In this regard, several
studies indicate that in recent years the MD has been losing adhesion
between children and young people. Over the last decade, this group has
progressively replaced the foods that characterize the MD with ultra-
processed foods [23,24].

The purpose of this study is to analyze the strategic use of the MD and
the different concepts associated with lifestyles derived from it on
Spanish advertising between 2011 and 2020. Based on the analysis of
these claims in association with the nutritional values of the advertised
food products, the research aims to highlight the discursive strategies
that use the concept of “Mediterranean Diet” to promote the purchase of
products little related to it and that are mostly unhealthy on a balanced
diet.

2. Materials and methods
2.1. Study design

This cross-sectional study was designed based on a mixed-methods
procedure, and integrated quantitative and qualitative methodology.

2.2. Procedure: Data collection

The research used a quantitative methodology that allowed it to
procure a sample integrated by all Spanish advertising from 2011 to
2020. The sample was compiled through the data collected by Infoadex,
the company that monitors all the advertising activity in Spain.

To configure what is the largest database in the sector, Infoadex uses
quantitative and qualitative criteria: on one hand, it considers aspects
such as insertions (number of ads per advertiser) and occupation (size or
duration of the ads). On the other hand, the database takes into
consideration qualitative data such as the creatives (different versions or
executions of the same ad).

2.3. Inclusion criteria

All types of media that Infoadex monitored during 2011 and 2020
were considered for this study: newspapers, magazines, television,
radio, outdoors, and the Internet. On this basis, a qualitative analysis
was carried to determine which of those ads that used the semantic field
“Mediterranean” in their persuasive discourse were for food or drinks.
The result showed a total of 1219 food advertisements that corre-
sponded to 103 products. Also based on Infoadex’s classification, results
showed there were a total of 21 food categories that included those that
used the studied semantic field. Regarding drinks, a total of 541 drink
advertisements were found from 109 products.

2.4. Data extraction

The researchers extracted data from each ad using a purpose-
designed content analysis data extraction form, based on food and
drink category, Nutri-score classification, and presence of celebrities on
the analyzed advertisements. Both the quantitative and qualitative an-
alyses of Nutri-Score data have been developed by the authors, using the
list of ads registered in Infoadex as a basis. To be in line with current
nutritional recommendations, the Nutri-Score system has partly adapted
the method for calculating the labels in some products based on oil,
especially olive oil.
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3. Results
3.1. Product category and nutritional analysis

The results indicated that the 1219 analyzed advertisements between
2011 and 2020 corresponded to a total of 103 products. From these
products, “fried tomato and sauces” (18), “prepared soups and ready
meals” (17), “fruits, beans, and vegetables” (12), and “charcuterie” (8)
were the food categories that most used the “Mediterranean” semantic
field in their advertising discourse.

“Milk, cheese, ice-cream and yogurt” (7), “olive 0il” and “potato
chips” (6), and “baby food” (5) followed the order of that classification.
The intermediate positions corresponded to foods such as pizza and
biscuits (3), and chocolate (2), while the lower positions regarding the
advertising presence corresponded to products such as bread, cereals,
jam, diet products, or rice, among others (Table 1).

Concerning years, the analysis showed that the products that occu-
pied the first positions maintained the proportion of advertisements
concerning the biannual periods established for the study, except for the
“soups and ready meals” category, which significantly increases the
number of advertisements in the period 2019-2020, going from a
maximum of 4 ads (21.05%) during 2013-2014 to 6 in the last year. The
same happened with the “milk, cheese, ice-cream, and yogurt” category,
which increased the advertising presence during the 2019-2020 period
(12.12%).

The results collected in Table 1 also suggested that the advertising
presence of less processed products such as cereals, nuts, bread, evolve
towards a decreasing trend.

Regarding the Nutri-score value for the different food categories
(Table 2), A label products, the highest in nutritional value concerning
this classification system, were categorized especially in “Fruits, beans,
and vegetables” (64.29%) and “Fish and shellfish”(14.29%). B label
products, corresponded mostly to “Soups and ready meals” (45.00%)
and “Baby food” (25.00%). C label products correlated to “Fried tomato
and sauces” (28.00%), “Soups and ready meals” (28.00%), and “Olive
0il” (24.00%). “Potatoe chips” (20%), “Charcuterie” (16.67%), and
“Milk, cheese, ice-cream, and yogurt” (13.33%) were the main cate-
gories for the D label. E-label products corresponded mainly to “ Fried
tomato and sauces” (50%) and “Chocolate” (14.29%).

Concerning their Nutri-score value, the results revealed that, during
the analyzed period, only 13.59% corresponded to products with a high
nutritional value (A Food Nutritional Label). A total of 19.42% of the
foods had a B label (medium-high value) and 25.27% had a medium
nutritional value (C), while the nutritional value of 29.13% of the
advertised foods was low (D) and 13.59% was very low (E) (Table 3).

Regarding years, 2014 was the year with the highest percentage of A
and B products (71.43%). This proportion decreased the following years,
reaching 40% in 2015, 33.33% in 2016, 20% in 2017, 25% in 2018,
23.08% in 2019, and 30% in 2020. Although the products of the D and E
categories have not shown a clear trend over the years, their total per-
centage has always been between 40 and 50%, but in 2014 which was
only 14.29%.

In the case of the analyzed drinks, it stands out that practically 89%
were alcoholic beverages. Those that have used the semantic field of
“Mediterranean” were especially wine (47.71%), beer (16.57%), and gin
(12.84%) (Table 4). Only 11% of the advertised drinks were non-
alcoholic, specifically soft drinks (4.59%), sugared juices (3.67%), and
water (2.75%).

Regarding alcoholic beverages, it highlights that the number of ad-
vertisers using “Mediterranean” as an advertising claim has grown in
recent years, reaching the peak in 2019 with 22 products (Table 5).

3.2. Presence of celebrities as a part of the advertising persuasive strategy

The presence of celebrities does not stand out as an advertising claim
for the analyzed products. Only 5 food products (Table 6) and 12 drinks
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Table 1

Classification of the advertised MD products during 2011-2020 by food category and period.
Food Category Total No. of advertisers’ A Food B Food C Food D Food E Food

Nutr. Label” Nutr. Label® Nutr. Label Nutr. Label® Nutr. Label®

Fried tomato and sauces 18 (17.48) 0 (0.00) 1 (5.00) 7 (28.00) 3 (10.00) 7 (50.00)
Soups and ready meals 17 (16.50) 1(7.14) 9 (45.00) 7 (28.00) 0 (0.00) 0 (0.00)
Fruits, beans, and vegetables 12 (11.65) 9 (64.29) 2(10.00) 1 (4.00) 0 (0.00) 0 (0.00)
Charcuterie 8(7.77) 0 (0.00) 0 (0.00) 0 (0.00) 5 (16.67) 3(21.43)
Milk, cheese, ice-cream, and yogurt 7 (6.80) 1(7.14) 2 (10.00) 0 (0.00) 4 (13.33) 0 (0.00)
Olive oil 6 (5.83) 0 (0.00) 0 (5.26) 6 (24.00) 0 (0.00) 0 (0.00)
Potato chips 6 (5.83) 0 (0.00) 0 (0.00) 0 (0.00) 6 (20.00) 0 (0.00)
Baby food 5(4.85) 0 (0.00) 5 (25.00) 0 (0.00) 0 (0.00) 0 (0.00)
Olives 4 (3.88) 0 (0.00) 0 (0.00) 1 (4.00) 3(10.00) 0 (0.00)
Fish and shellfish 4 (3.88) 2 (14.29) 0 (0.00) 2(8.00) 0 (0.00) 0 (0.00)
Pizza 3(2.91) 0 (0.00) 0 (0.00) 0 (0.00) 3(10.00) 0 (0.00)
Biscuits 3(2.91) 0 (0.00) 0 (0.00) 0 (0.00) 2(6.67) 1(7.14)
Chocolate 2(1.94) 0 (0.00) 0 (0.00) 0 (0.00) 0 (0.00) 2(14.29)
Cereals 1 (0.97) 0 (0.00) 0 (0.00) 1 (4.00) 0 (0.00) 0 (0.00)
Jam 1(0.97) 0 (0.00) 0 (0.00) 1 (4.00) 0 (0.00) 0 (0.00)
Nuts 1(0.97) 1(7.14) 0 (0.00) 0 (0.00) 0 (0.00) 0 (0.00)
Bread 1 (0.97) 0 (0.00) 0 (0.00) 0 (0.00) 1(3.33) 0 (0.00)
Diet products 1(0.97) 0 (0.00) 0(0.0) 0 (0.00) 1(3.33) 0 (0.00)
Salting 1(0.97) 0 (0.00) 0 (0.00) 0 (0.00) 1(3.33) 0 (0.00)
Nougat 1 (0.97) 0 (0.00) 0 (0.00) 0 (0.00) 0 (0.00) 1(7.14)
Rice 1(0.97) 0 (0.00) 1 (5.00) 0 (0.00) 0 (0.00) 0 (0.00)
! Total n = 103.
2 Total n = 16.
3 Total n = 19.
4 Total n = 17.
5 Total n = 18.
6 Total n = 33.

Table 2

Nutri-score classification of the advertised products during 2011-2020 by food category.
Food Category Total No. of advertisers’ A Food B Food C Food D Food E Food

Nutr. Label” Nutr. Label® Nutr. Label* Nutr. Label® Nutr. Label®

Fried tomato and sauces 18 (17.48) 0 (0.00) 1 (5.00) 7 (28.00) 3(10.00) 7 (50.00)
Soups and ready meals 17 (16.50) 1(7.14) 9 (45.00) 7 (28.00) 0 (0.00) 0 (0.00)
Fruits, beans, and vegetables 12 (11.65) 9 (64.29) 2 (10.00) 1 (4.00) 0 (0.00) 0 (0.00)
Charcuterie 8(7.77) 0 (0.00) 0 (0.00) 0 (0.00) 5(16.67) 3(21.43)
Milk, cheese, ice-cream, and yogurt 7 (6.80) 1(7.14) 2 (10.00) 0 (0.00) 4 (13.33) 0 (0.00)
Olive oil 6 (5.83) 0 (0.00) 0 (5.26) 6 (24.00) 0 (0.00) 0 (0.00)
Potato chips 6 (5.83) 0 (0.00) 0 (0.00) 0 (0.00) 6 (20.00) 0 (0.00)
Baby food 5 (4.85) 0 (0.00) 5 (25.00) 0 (0.00) 0 (0.00) 0 (0.00)
Olives 4 (3.88) 0 (0.00) 0 (0.00) 1 (4.00) 3(10.00) 0 (0.00)
Fish and shellfish 4 (3.88) 2 (14.29) 0 (0.00) 2(8.00) 0 (0.00) 0 (0.00)
Pizza 3(2.91) 0 (0.00) 0 (0.00) 0 (0.00) 3(10.00) 0 (0.00)
Biscuits 3 (291 0 (0.00) 0 (0.00) 0 (0.00) 2 (6.67) 1(7.14)
Chocolate 2(1.94) 0 (0.00) 0 (0.00) 0 (0.00) 0 (0.00) 2 (14.29)
Cereals 1(0.97) 0 (0.00) 0 (0.00) 1 (4.00) 0 (0.00) 0 (0.00)
Jam 1(0.97) 0 (0.00) 0 (0.00) 1 (4.00) 0 (0.00) 0 (0.00)
Nuts 1(0.97) 1(7.149) 0 (0.00) 0 (0.00) 0 (0.00) 0 (0.00)
Bread 1(0.97) 0 (0.00) 0 (0.00) 0 (0.00) 1(3.33) 0 (0.00)
Diet products 1(0.97) 0 (0.00) 0(0.0) 0 (0.00) 1(3.33) 0 (0.00)
Salting 1(0.97) 0 (0.00) 0 (0.00) 0 (0.00) 1(3.33) 0 (0.00)
Nougat 1(0.97) 0 (0.00) 0 (0.00) 0 (0.00) 0 (0.00) 1(7.14)
Rice 1(0.97) 0 (0.00) 1 (5.00) 0 (0.00) 0 (0.00) 0 (0.00)
! Total n = 103.
2 Total n = 14.
3 Total n = 20.
4 Total n = 25.
5 Total n = 30.
S Total n = 14.

(Table 7) have used them. Regarding the nutritional food categories,
only products from the C and E nutritional labels have used them. The
celebrities that appeared in these advertisements were 3 TV hosts and 2
actors. Taking into account the drinks products, 12 of the advertised
drinks used celebrities. All of them, 11 actors and actresses, and one TV
host were used for promoting alcoholic drinks (beer).

4. Discussion

The MD is a dietary pattern that has olive oil as the main source of
added fat. MD is also rich in vegetables, fruits, cereals, legumes, seeds,
and tree nuts. It advocates a moderate consumption of poultry, seafood,
eggs, and dairy products. This nutritional pattern recommends a small
consumption, both in quantity and frequency, of red meat, processed
meats, and foods rich in sugars and fats. Alcohol consumption should be
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Table 3
Nutri-score classification of the MD advertised products by the year 2011-2020.
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Year A Food Nutritional Label B Food Nutritional Label C Food Nutritional Label D Food Nutritional Label E Food Nutritional Label
2011" 0 (0.0) 2(33.33) 1 (16.67) 3(50.00) 0(0.0)
20127 2 (20.00) 1 (10.00) 2 (20.00) 4 (40.00) 1 (10.00)
2013° 0 (0.0) 5 (41.67) 2(16.67) 3(25.00) 2(16.67)
2014" 2 (28.57) 3 (42.86) 1(14.29) 1(14.29) 0(0.0)
2015° 1 (20.00) 1 (20.00) 1 (20.00) 1 (20.00) 1 (20.00)
2016° 2(16.67) 2(16.67) 3(25.00) 3(25.00) 2(16.67)
20177 1(10.00) 1 (10.00) 3(30.00) 3(30.00) 2 (20.00)
2018° 1 (12.50) 1 (12.50) 2(25.00) 4 (50.00) 0(0.0)
20197 3(23.08) 0 (0.0) 4 (30.77) 3(23.08) 3(23.08)
2020'° 2(10.00) 4 (20.00) 6 (30.00) 5 (28.00) 3(15.00)
Total period 14 (13.59) 20 (19.42) 25 (25.27) 30 (29.13) 14 (13.59)
! Total n = 6.

2 Total n = 10.

3 Totaln = 12.

4 Totaln = 7.

5 Total n = 5.

6 Totaln = 12.

7 Total n = 10.

8 Total n = 8.

° Total n = 13.

10 Total n = 20.

Table 4
Classification of the MD advertised products during 2011-2020 by drink
category.

Drink Category Number of products’

Alcoholic drinks 97 (88.99)
Wine 52 (47.71)
Beer 18 (16.51)
Gin 14 (12.84)
Cava (sparkling wine) 7 (6.42)
Other liquors 3(2.75)
Rum 2(1.83)
Vermouth 1(0.92)

Non-alcoholic drinks 12 (11.01)
Soft drinks 5(4.59)
Sugared juices 4 (3.67)
Water 3(2.75)

! Total n = 109.

Table 5
Classification of the MD advertised products by type and by the year 2011-2020.

Year Total drinks Alcoholic drinks Non-alcoholic drinks
2011 8(7.34) 6 (75.00) 2 (25.00)
2012 8(7.34) 6 (75.00) 2 (25.00)
2013 5 (4.59) 4 (80.00) 1 (20.00)
2014 6 (5.50) 6 (100.00) 0(0.0)
2015 6 (5.50) 6 (100.00) 0(0.0)
2016 9 (8.26) 8 (88.89) 1(11.11)
2017 18 (16.51) 16 (88.89) 2(11.11)
2018 11 (10.09) 9 (81.82) 2(18.18)
2019 22 (20.18) 22 (100.00) 0(0.0)
2020 16 (14.68) 14 (87.50) 2 (12.50)
Table 6

in moderation, and preferably wine during meals.

Within the scientific community, there is a consensus on what con-
stitutes the traditional MD, but issues have been raised about the need to
update the present recommendations considering the new lifestyle, di-
etary, sociocultural, environmental, and health challenges the current
generations of different countries and sectors of the population are
facing [25]. Recent studies have highlighted multiple concerns about the
sustainability and the environmental impact of the MD pattern [26-28];
concerns that have led to a reformulation of the traditional nutritional
pyramid linked to the MD. The new MD pyramid situates plant-origin
food at the base of the graphic. At the upper levels, this representation
locates all those foods that should be eaten in moderate amounts such as
meat or fish. A daily intake of 1-5-2 1 of water (equivalent to six to eight
glasses) should be guaranteed. Furthermore, moderate consumption of
wine during meals is present in this update. Following the pyramid,
sugar and fats should be eaten only on special occasions. The pyramid
establishes dietary daily, weekly and occasional guidelines to follow a
healthy and balanced diet [25].

A total of 103 products of the 1219 advertisements analyzed, cor-
responding to the period 2011-2020, used the semantic field “Medi-
terranean” on their claims. In this sense, it was observed that most of the
time that the “Mediterranean” semantic field is used, it adopts a
rhetorical form. In this case, the analyzed ads use the rhetorical figure of
synecdoche; that is, the whole is mentioned for the part.

Table 7
Presence of popular characters in the analyzed drinks products by type.

Presence and type of popular characters  Alcoholic drinks ~ Non-alcoholic drinks
Non-presence 85 (87.63) 12 (100.00)
Presence 12 (12.37) 0 (0.0)

TV host 1(1.03) 0 (0.0)

Actor 11 (11.34) 0 (0.0)

Presence of popular characters in the analyzed food products by Nutri-score category.

Presence and type of popular
characters

A Food Nutritional Label

B Food Nutritional Label

C Food Nutritional Label

D Food Nutritional Label

E Food Nutritional Label

Non-presence
Presence

TV host
Actor

14 (100.00)
0 (0.0)
0 (0.0)
0 (0.0)

20 (100.00)
0(0.0)
0 (0.0)
0 (0.0)

23 (92.00)
2(8.00)
1 (4.00)
1 (4.00)

30 (100.00)
0(0.0)
0 (0.0)
0 (0.0)

11 (78.57)
3(21.43)
2(14.29)
1(7.14)
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“Mediterranean” is used to include everything related, both with the
word and with everything that refers to its imaginary. The advertising
discursive strategy refers to the concept “Mediterranean” in food prod-
ucts with the intention that the consumer understands that the product is
part of the MD. The synecdochical use of the semantic field “Mediter-
ranean”, in this case, could be considered a misleading claim since only a
small proportion of the 103 advertised products are part of the MD
nutritional pyramid.

Regarding the analyzed product categories that should be present on
the three main meals, according to the MD pyramid [7], cereals, bread,
rice, and vegetables and fruits have been published by 15 advertisers.
Their nutritional value is mostly high or medium-high (9 A and 3 B
labeled products). However, there are also 2C and 1 D labeled products.

Dairy products are also recommended for a daily intake, preferably
in the form of low fat. The advertised products of this category, however,
were mostly fatty (1 A labeled product, 2 B labeled products, and 4 D
labeled products). Olive oil, olives, and nuts are in the center of the MD
pyramid. In this case, most of the products had medium or low nutri-
tional value. Finally, fish and any kind of meat are recommended for a
weekly intake or less. For this category, most of the analyzed products
were D and E labeled. The rest of the products occupy the upper ranks of
the pyramid, which is crowned by sugary products and industrial bakery
products, also advertised under the “Mediterranean” concept.

Although some of the MD typical foods have reached a low nutri-
tional food value due to their alteration with ultra-processed in-
gredients, it has been shown that the product categories, which falsely
claim DM, have even a lower nutritional value.

The time spent carrying out culinary activities is one of the
outstanding cultural and lifestyle features linked to MD. In this sense,
various studies show that the little time that nowadays is devoted to
cooking is one of the factors that hinder healthy dietary patterns
[25,29,30].

Regarding the results, we can see that most of the products that use
the semantic field “Mediterranean” as a claim on their ads correspond to
processed and ultra-processed foods; all proposals, in short, completely
away from the idea of devoting time to cook, something that is part of
the lifestyle proposed by the MD. Nonetheless, sauces, ready-to-eat
foods, chips, or pizza, among others, are advertised under a concept
linked to the essence of the MD.

The association between the products advertised under the “Medi-
terranean” semantic field and their Nutri-score value, revealed that only
13.59% of these products had a high nutritional value (A Food Nutri-
tional value). Of the same percentage of products, 13.59% had a very
low nutritional value (E). A 29.13% corresponded to a low nutritional
value (D), while 25.27% had a medium nutritional value (C), and
19.42% had a B medium-high nutritional value (B).

Far from being reduced over the years, the amount of foods with low
nutritional value that is advertised under the premise of “Mediterra-
nean” has maintained an upward trend. In this sense, 2014 was the year
with the highest percentage of A and B products (71.43%), decreasing
the following years. In 2015 it reached 40%, 33.33% in 2016, 20% in
2017, 25% in 2018, 23.08% in 2019, and 30% in 2020.

It should be noted that even though the products of the D and E
categories have not shown a clear trend over the years, their total per-
centage has always been between 40 and 50%, a considerably higher
percentage than in 2014, which was only 14.29%.

Regarding beverages, the MD indicates water as the healthiest non-
alcoholic drink. Wine in moderate consumption and always coinciding
with meals is the only alcoholic drink included in the MD. Previous
research defines “moderate consumption™ as one to two glasses of wine
for men and one glass a day for women [31].

The study showed that 89% of the drinks that used the “Mediterra-
nean” semantic field as a part of its discursive strategy were alcoholic
beverages. A 47.71% corresponded to wine and a 16.57% to beer. Other
alcoholic drinks were gin (12.84%), cava (sparkling wine) (6.42%), rum
(1.83%), and other liquors (2.75%). Remarkably, the number of ads
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using “Mediterranean” as a claim in alcoholic beverages has grown in
recent years, reaching the peak in 2019, with 22 products. As
mentioned, only wine would be part of the MD [31]. Despite this, all the
alcoholic beverages analyzed ads apply the “Mediterranean” semantic
field as the basis of their discursive strategy.

In the case of non-alcoholic beverages, water, the drink that is
considered essential in the MD nutritional pyramid, is the least adver-
tised. Like the rest of the products analyzed, water uses the “Mediter-
ranean” semantic field in its discourse as part of its marketing strategy;
however, its advertising presence is very low (2,75%) concerning the
rest of non-alcoholic drinks. Similar to that of foods corresponding to a
high nutritional value, the presence of water -also categorized as A Food
Nutritional Label- in the ads for the period corresponding to 2011-2020
is practically non-existent.

On the contrary, those products discouraged by the MD due to their
high proportion of sugar, are advertised under the concept “Mediterra-
nean”, in greater quantity. This is the case with soft drinks (4.59%), and
sugared juices (3.67%, products that should be consumed in small
amounts and left for special occasions [7].

In the context of this analysis of the presence and strategic use of the
MD in food marketing, the research highlighted the presence of celeb-
rities and popular characters in some of the campaigns. The appearance
of these celebrities, pointing out in their discourse the “Mediterranean”
nature of the advertised product, contributes to reinforcing the adver-
tising message around the supposed healthy attributes of these foods.

The study pointed out that among the analyzed ads, 5 food products,
and 12 drinks used the presence of celebrities and popular characters as
a claim. Regarding the nutritional food categories, only food products
from the C and E nutritional labels have used them. The celebrities that
appeared in these advertisements were mostly TV hosts and actors.

Considering beverages, 12 of the advertised drinks used celebrities.
All of them, 11 actors and actresses, and one TV host were used for
promoting alcoholic drinks.

This study concluded that between 2011 and 2020, a total of 1219
food advertisements used the semantic field “Mediterranean” as a part of
its discursive strategy. These ads corresponded to.

103 food products. A total of 541 drink advertisements from 109
products used the concept “Mediterranean” as a part of their claim. The
research indicated that the presence of MD foods and beverages that use
the “Mediterranean” semantic field as part of their advertising strategy is
minimal compared to other products whose consumption is not even
included in the nutritional pyramid that summarizes the nutritional
pattern of that diet.

This data was significant in both food products and beverages.
Although some studies delve into certain bad practices that marketing
uses to hide certain nuances of the product [32-35], none of them
specifically addresses the use of the “Mediterranean diet” concept in the
form of an advertising claim that is misleading.

The results also indicated that although some of the ingredients of
the products advertised under the semantic field “Mediterranean” are
part of the nutritional pyramid of the MD, the product itself, as it is
marketed, clearly differs from the nutritional parameters of the diet,
since it is mostly processed or ultra-processed. In this sense, the re-
searchers concluded that the synecdochic use of a semantic field that
designs the whole -Mediterranean- for a part -Mediterranean Diet- as the
advertising discursive strategy, can lead consumers to confusion,
thinking that the allusion to the term “Mediterranean” necessarily im-
plies, “being part of the Mediterranean Diet”.

The lack of previous research that associates the MD, marketing
discourse, and the nutritional composition of the advertised products
were a limitation for this research. At the same time, the absence of
studies focused on aspects such as the use of celebrities as agents of
influence in the consumption of certain products advertised under the
allusion “Mediterranean”, or the rhetorical aspects of advertising asso-
ciated with the Mediterranean Diet about the legal and regulatory
framework, were also limitations to consider in the present research.
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At the same time, these limitations open a door to further research, to
delve into the impact and the effects that the use and strategic presence
of the MD in the advertising discourse has on the nutritional patterns of
consumers. Moreover, the research itself has a practical application in
line with knowledge transfer: the Mediterranean Diet is an intangible
cultural heritage of Humanity (UNESCO) that must be protected for its
conservation and transmission, in addition to favoring the maintenance
of a healthy eating pattern. In this sense, the results of this research may
contribute to this.

5. Conclusion

Although the use of synecdoche is common in advertising rhetoric, it
is necessary to note that in food marketing, certain forms of discourse
can have negative consequences on the health of individuals. In this
sense, the inclusion of the “Mediterranean” semantic field in most of the
advertisements analyzed can mislead consumers, affecting their health
over time. Concerning this fact, the study highlights the need to review
the implications and assumptions contained in the definition of
“misleading advertising” contemplated in the regulatory framework in
Spain.
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