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Abstract
Background and objective - With the rise of social media marketing, strategies to promote food
products and brands amongst adolescents transformed into more advanced and implicit tactics. A
substantial part of social media advertisements promotes unhealthy foods and beverages. This is
problematic, because it is important to help adolescents (and their parents) to make healthier food
choices, in order to decrease the number of children with obesity. While social media use amongst
adolescents has been growing rapidly, little is known about the awareness and appreciation of social
media food marketing, specifically with regard to adolescents. Therefore, the present study aimed to
provide more insights in adolescents’ awareness and appreciation of social media food marketing.
Methodology - In this exploratory study, 16 semi-structured online interviews with Dutch
adolescents (ages 13-16 years) were conducted. Examples of content from Instagram, Snapchat,
TikTok and Youtube were extensively discussed. Data from interviews were coded and thematically
analysed.
Results - The results showed that adolescents had specific criteria for whether they recognise social
media content as a typical food advertisement or not, such as the source of the posted content.
When the content was posted by a brand account, adolescents consider it a typical advertisement,
but when it was posted by friends they did not. When the source was an influencer, the recognition
differed. The effect of the usage of disclosures on adolescents’ awareness is found to differ. With
regard to appreciation, the participants had different perspectives on which source (brand, celebrity
or friend) is more reliable and base their preference on this perspective. Adolescents preferred
advertisements of non-core foods.
Conclusions - The outcomes of this study contribute to a relatively unexplored research area. This
study shows that adolescents’ awareness and appreciation of social media food marketing strategies
was influenced by the degree to which commercial messages are integrated in social media content,
mainly depending on the source of the content. Additionally, adolescents’ awareness was in some
cases influenced by disclosures of commercial intent. Adolescents’ appreciation was influenced by
the type of product promoted; mainly non-core foods were preferred. The present study can give
directions for future research with the ultimate goal of helping adolescents become more resilient to
commercial messages that promote unhealthy food and beverages.
Key words: adolescents, appreciation, awareness, children, food advertising, food marketing,
teenagers, social media.

iii

List of Figures
Figure 1. Examples of personal data collection strategy in advertisement.. ........................................ 10
Figure 2. Brief historical representation of research on marketing strategies. .................................... 11
Figure 3. Age in years of the participants.............................................................................................. 21
Figure 4. Level of education of the participants.................................................................................... 21
Figure 5. Province of residence of the participants. ............................................................................. 21
Figure D1. Example I1: first example shown to participants active on Instagram. ............................... 54
Figure D2. Example I2: second example shown to participants active on Instagram. .......................... 54
Figure D3. Example I3: third example shown to participants active on Instagram. ............................. 55
Figure D4. Example I4: fourth example shown participants active on Instagram. ............................... 55
Figure D5. Example I5: fifth example shown to participants active on Instagram................................ 56
Figure D6. Example S1: first example shown to participants active on Snapchat. ............................... 56
Figure D7. Example S2: second example shown to participants active on Snapchat. .......................... 57
Figure D8. Example S3: third example shown to participants active on Snapchat. .............................. 57
Figure D9. Example S4: fourth example shown to participants active on Snapchat............................. 58
Figure D10. Example S5: fifth example shown to participants active on Snapchat. ............................. 58
Figure D11. Example T1: first example shown to participants active on TikTok. .................................. 59
Figure D12. Example T2: second example shown to participants active on TikTok.............................. 59
Figure D13. Example T3: third example shown to participants active on TikTok. ................................ 60
Figure D14. Example T4: fourth example shown to participants active on TikTok. .............................. 60
Figure D15. Example T5: fifth example shown to participants active on TikTok. ................................. 61
Figure D16. Example Y1: first example shown to participants active on Youtube................................ 61
Figure D17. Example Y2: second example shown to participants active on Youtube. ......................... 62
Figure D18. Example Y3: third example shown to participants active on Youtube. ............................. 62
Figure D19. Example Y4: fourth example shown to participants active on Youtube. ........................... 63
Figure D20. Example Y5: fifth example shown to participants active on Youtube. .............................. 63

List of Tables
Table 1. Structure of interviews with adolescents. ............................................................................... 17
Table 2. Variables considered in selection procedure social media food marketing examples. .......... 19
Table 3. Demographics participants interviews. ................................................................................... 21
Table 4. Reasons mentioned for content (not) being a typical food advertisement. ........................... 23
Table 5. Argumentation of adolescents’ appreciation of food advertisements. .................................. 27
Table 6. Descriptive variables per platform and total. .......................................................................... 27
Table 7. Descriptive variables per source and total. ............................................................................. 28
Table A1. Pre-study questionnaire. ....................................................................................................... 40
Table A2. Answer options social media platform use in pre-study questionnaire. .............................. 42
Table A3. Code scheme. ........................................................................................................................ 43

iv

Table of contents
Preface......................................................................................................................................................ii
Abstract ...................................................................................................................................................iii
List of Figures........................................................................................................................................... iv
List of Tables ............................................................................................................................................ iv
1.

Introduction ..................................................................................................................................... 1

2.

Theoretical background................................................................................................................... 4
2.1.

2.1.1.

Commonly used marketing strategies ............................................................................. 4

2.1.2.

Effects of marketing strategies ........................................................................................ 5

2.2.

4.

Social media marketing strategies .......................................................................................... 7

2.2.1.

Popular social media platforms among adolescents ....................................................... 7

2.2.2.

New strategies influenced by traditional marketing strategies ...................................... 7

2.2.3.

New social media marketing strategies .......................................................................... 9

2.2.4.

Timeline research on marketing strategies ................................................................... 11

2.3.

3.

Traditional marketing strategies ............................................................................................. 4

Psychological mechanisms responsible for potential effects................................................ 12

2.3.1.

Mere exposure effect .................................................................................................... 12

2.3.2.

Strengthen Associative Networks ................................................................................. 12

2.3.3.

Emotional route ............................................................................................................. 13

2.4.

Awareness of commercial intent........................................................................................... 14

2.5.

Concluding summary ............................................................................................................. 15

Methods ........................................................................................................................................ 16
3.1.

Introduction ........................................................................................................................... 16

3.2.

Procedure and interview guide ............................................................................................. 16

3.3.

Pilots and selection stimulus set ........................................................................................... 18

3.4.

Participants ............................................................................................................................ 18

3.5.

Data analysis .......................................................................................................................... 20

Results ........................................................................................................................................... 21
4.1.

Demographical variables ....................................................................................................... 21

4.2. Adolescents’ awareness of their exposure to different social media food marketing
strategies ........................................................................................................................................... 22
4.2.1.

Definition advertisement according to participants ..................................................... 22

4.2.2.

Subtle posts are less recognisable as advertisements .................................................. 22

4.2.3.

Mixed awareness of disclosures .................................................................................... 22

4.2.4.

Reasoning behind defining a post as a typical food advertisement.............................. 23

4.2.5.

Mixed awareness of amount of exposure social media food advertisement ............... 26
v

4.2.6.
4.3.

5.

Awareness increased by interview ................................................................................ 26

Adolescents’ appreciation of different social media food marketing strategies .................. 26

4.3.1.

Appreciation in general and per platform ..................................................................... 26

4.3.2.

Video most appreciated format .................................................................................... 27

4.3.3.

Appreciation of the source differs................................................................................. 28

4.3.4.

Non-core food appreciated more than core food type of products ............................. 29

4.3.5.

Appreciation of appearance .......................................................................................... 29

Discussion ...................................................................................................................................... 30
5.1.

Discussion of the results ........................................................................................................ 30

5.2.

Limitations ............................................................................................................................. 32

5.3.

Practical implications............................................................................................................. 32

6.

References ..................................................................................................................................... 34

7.

Appendices .................................................................................................................................... 39
7.1.

Appendix A: Original study set up ......................................................................................... 39

7.2.

Appendix B: Interview protocol (in Dutch) ............................................................................ 48

7.3.

Appendix C: Information Document Participants (in Dutch) ................................................ 53

7.4.

Appendix D: Selected examples social media content .......................................................... 54

7.5.

Appendix E: Code book (codes in Dutch) .............................................................................. 64

vi

1. Introduction
One of today’s greatest challenges in worldwide society is the ongoing increase in the prevalence of
overweight (body mass index ≥25 but <30) and obesity (body mass index ≥30). While just 4% of
children and adolescents aged 5-19 were overweight in 1975, more than 18% of this age group was
overweight in 2016 (World Health Organization, 2018). Since obesity in childhood creates a wide
range of complications later in life, such as cardiovascular diseases, diabetes and musculoskeletal
disorders, it is regarded as one of the most serious health problems for children and adolescents
globally (Cara, Dorota, & David, 2002). As overweight and obesity in childhood is tracking into
adulthood, exposure to initiatives to prevent obesity should already be offered during the preadulthood stage (Evensen, Wilsgaard, Furberg, & Skeie, 2016).
Children nowadays are ‘digital natives’; they grow up surrounded by digital information and
entertainment on screens (Stiglic & Viner, 2019). In 2015, 80% of Australian adolescents aged 14-17
and 84% of American adolescents aged 13-18 had access to a smartphone (Australian
Communication and Media Authorithy, n.d.; Rideout, 2016). However, these numbers are increasing
rapidly. In 2018, already 95% of the American adolescents (aged 13-17) had access to or owned a
smartphone (Anderson & Jiang, 2018). A substantial part of the time adolescents use digital devices
is spent online on social media platforms. Canadian adolescents are reported to spend a daily
average of 90 and 139 minutes during weekdays and the weekends respectively (Potvin Kent, Pauzé,
Roy, de Billy, & Czoli, 2019). The use of mobile devices allows people to get access to social media
whenever they want, which also means that they are exposed to social media marketing at any time.
In 2018, 45% of the American teenagers reported they are online almost constantly, whereas three
years earlier the percentage was only 24% (Anderson & Jiang, 2018).
These numbers show that the media environment is changing rapidly. Consequently, the
advertisement environment for children and adolescents has changed dramatically during the past
decennium as well (Rideout, 2014). Food marketing is going through a transition from traditional
marketing to online marketing. Marketing focussed on minors started primarily on television, in the
late 1960s and early 1970s, with commercials that were mainly factual or propositional in content
(Harris, Brownell, & Bargh, 2010; Nairn & Fine, 2008). With the use of television commercials, food
advertisers try to build brand loyalty among adolescents in order to have life-long consumers (La
Ferle, Li, & Edwards, 2001).
Most studies that investigated the relation between different food marketing techniques (mainly
used in television commercials, movies, packaging and digital games) and obesity included younger
children, showing a strong link between food marketing and childhood obesity (Smith, Kelly, Yeatman
& Boyland, 2019). In order to decrease the number of children with obesity, it is important to help
children (and their parents) to make healthier food choices. Therefore, it is problematic that a
substantial part of the social media advertisements promotes foods and non-alcoholic beverages
high in saturated fat, salt and/or free sugars (HFSS) (World Health Organization, 2016). In a study
done with advertisements on websites popular with American children, it was found that 84% of the
food and beverage advertisements were for HFSS foods (Ustjanauskas, Harris, & Schwartz, 2014). A
recent study shows that adolescents on average are exposed 189 times per week to food and
beverage advertisements in social media applications (Potvin Kent et al., 2019). The current research
focuses on adolescents, for the reason that they are considered the main target for digital marketing
(Montgomery & Chester, 2009). They have spending power over their own and to some extent over
their parent’s income. Also, they represent the future market, since they will grow into mature
consumers. Besides, their ease in using technology and their role in setting and following trends
make them interesting targets for digital marketing campaigns (Vassallo et al., 2018).
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Whereas in television marketing consumers were exposed to commercials in specific timeslots,
namely during the commercial break, in social media marketing consumers are more continuously
and implicitly exposed to advertisements, i.e. the commercial intent of social media marketing
messages is often hidden by entertainment. Thus, this new form of marketing is more embedded in
the content than traditional advertisement (Eagle & Dahl, 2018). Although research on these new
forms of embedded marketing is scarce, it is suggested to have an impact on consumers. Kelly,
Vandevijvere, Freeman and Jenkin (2015) indicate that digital marketing is more persuasive than
traditional marketing due to the lack of explicit advertisement cues. Besides, it is found that children
find it difficult to recognise and understand these kinds of integrated advertising formats (Rozendaal
& Reijmersdal, 2013). If these embedded social media marketing tactics have the strong persuasive
power over adolescents as is assumed, social media marketing is an important novel research topic.
Subsequently, the question arises what is already known about marketing strategies used by social
media advertisers. A few of these new marketing strategies are known from recent literature. Firstly,
related to the implicit character of commercial messages is the concept of celebrity endorsement, in
which popular celebrities are either depicted on the product itself or are shown using and approving
the product (Calvert, 2008). Besides celebrities, also regular consumers can convey commercial
messages. Social media users can intentionally share promoted brands or products in the usergenerated content (UGC), which is for example done by influencers. However, a social media user
can also unintentionally promote a food brand and product, e.g. by sharing a picture when visiting a
restaurant (Potvin Kent et al., 2019). Another marketing strategy documented in recent research is
engagement building in social networks. Engagement in social media includes friends as endorsers
and electronic word-of-mouth (i.e. liking, sharing and commenting). Social media users can
communicate with their friends for example by tagging them in a post of the brand. This kind of
interactions can create the idea that certain brands are endorsed by friends (Montgomery & Chester,
2009). In addition, the increasing personalisation in technology also made it possible for digital
marketers to make use of personalisation in advertisements. In social media marketing, more specific
characteristics of the targeted social media user can be considered, which enables companies to
tailor the advertising to the specific needs of a customer. Ultimately this behavioural targeting leads
to a long-term relationship with that customer (Montgomery & Chester, 2009). This is in contrast
with traditional marketing strategies, which are made for a whole target group and where every
consumer is exposed to the same commercials.
In short, social media marketing strategies are suggested to be more powerful than traditional
marketing strategies, and previous research showed the importance of marketing tactics such as
engagement and personalisation in social media marketing. However, there is a large research gap in
the different types of food marketing techniques and content targeting adolescents on social media
(Smith et al., 2019). Little is known about how food advertisements are embedded in social media
content, because television food advertisement has been investigated more frequently compared to
online food advertisement (Rideout, 2014). Moreover, research on the effect of food marketing
mostly focused on children and not specifically on adolescents (Harris et al., 2010). Research suggests
that under aged consumers are unaware of the commercial intent of the implicit commercial
messages (Nairn & Fine, 2008). However, research on the awareness of social media food marketing
is lacking, specifically with regard to adolescents. Research on the effects of social media marketing
techniques is emerging. It is for instance found that highly personalised advertisements generate
more positive responses from adolescents than less personalised advertisement (Walrave, Poels,
Antheunis, Broeck, & Noort, 2018). Nevertheless, it is still unclear how adolescents appreciate social
media food marketing content. To the author’s knowledge no research to date has been conducted
with the aim of understanding how adolescents appreciate social media food advertisements. It is
important that this topic will be explored, because the appreciation of advertisements might
2

influence the effectiveness of the applied marketing strategy. Those insights taken into account, the
following research question was formulated:
Which main factors influence adolescents’ awareness and appreciation of social media food
marketing strategies?
More specifically:
-

To what extent are adolescents aware of their exposure to different social media food
marketing strategies?
To what extent do adolescents appreciate different social media food marketing strategies?

To date, restrictions of unhealthy food and beverage marketing are focused mainly on reducing
exposure to television advertisements amongst children under the age of 12 years (Freeman, Kelly,
Vandevijvere, & Baur, 2016). Due to considerable possibilities of social media marketing to influence
the dietary intake of adolescents, multiple authors agree that public health authorities need to act
with regulation or social counter-marketing campaigns as a way of combating the digital marketing of
unhealthy food and beverages (Buchanan, Kelly, Yeatman, & Kariippanon, 2018; Freeman et al.,
2016; Holmberg, Chaplin, Hillman, & Berg, 2016; Potvin Kent et al., 2019; Smith et al., 2019; Vassallo
et al., 2018; Qutteina, Backer, & Smits, 2019). By investigating adolescents’ awareness and
appreciation of social media food marketing this research can bring a valuable contribution to
acknowledging the importance of restrictions against social media food marketing. Besides being
relevant for societal purposes, this research will provide fundamental knowledge for future research.
The results of the current research are expected to contribute to future research on how consumers
can become resilient to commercial messages that promote unhealthy food and beverages.

3

2. Theoretical background
This chapter consists of background knowledge to broaden the understanding on social media food
marketing strategies. First of all, traditional marketing strategies used in food marketing are
discussed. The chapter continues with information on how these marketing strategies transformed
with the rise of social media marketing and what new strategies have emerged since then.
Furthermore, psychological mechanisms that are influenced by food marketing are explained. Lastly,
information on advertising literacy of adolescents is provided.

2.1.

Traditional marketing strategies

2.1.1. Commonly used marketing strategies
Marketing campaigns of energy-dense, nutrient-poor (EDNP) foods and beverages primarily used
television advertisements to target children and adolescents. Producing features such as sound
effect, animations and music are used to attract the attention of children and adolescents in
television advertisements (Calvert, 2008). After the rise of television advertisement also other forms
of marketing became more popular. In 2006 already more than half of the budget spent on food
marketing targeted to youth was spent on those other forms of marketing, for example in toy
giveaways in fast-food restaurants, promotions in packaging or at the point-of-sale and in marketing
in schools (Harris et al., 2010). Since social media marketing is influenced by marketing strategies
used in offline settings, an overview of those traditional marketing strategies will be provided. The
most commonly used marketing strategies will be discussed: brand imaging, branded characters,
product placement, event sponsorship and celebrity endorsement.
Brand imaging does not have the direct goal to convince consumers to buy a certain product, but it
aims to create positive attitudes towards the brand. When positive beliefs about the brand or
associations with the brand are created, marketers hope that this leads to brand loyalty. For
instance, food marketing in television advertisements intend to make children and adolescents
associate the product with fun, happiness, and being cool. This is done by depicting highly attractive
stimuli such as fun activities, attractive models or beautiful sceneries in television commercials. Even
though these stimuli do not directly relate to the brand, it will lead to positive feelings and liking of
the brand. Consequently, a more positive brand evaluation will occur (Harris et al., 2010). Brand
images can be strengthened using branded characters. Animated characters popular with youth (e.g.
Spongebob Squarepants) are used in television advertisements targeted on children. As a result,
children and adolescents associate these characters with the promoted brand. Consequently, the
liking of the brand increases due to positive associations with the brand (Calvert, 2008).
Food companies also spend their money on more subtle forms of marketing. An example of an
integrated marketing strategy is product placement. With this marketing strategy, consumers are
exposed to a brand in the entertainment content of movies, television programs, video clips and
video games, instead of promoting the brand during the commercial breaks (Harris et al., 2010). This
marketing strategy was first recognised as a powerful tactic in 1982. After the main character in
Steven Spielberg’s movie E.T. consumed Reese’s Pieces, the amount of purchases of that product
increased with 66% in the US. By placing the product within programme content, it does not seem to
be an advertisement, but it does increase the consumers’ familiarity with the product and might lead
to a positive opinion of the consumer towards the brand. Whereas this marketing tactic was
originally mostly used in movies and television programs, after the rise of the internet it is also used
on websites and in online games (Calvert, 2008).
Another commonly used platform to promote foods and beverages are popular events. Food
companies regularly use event sponsorship, to sponsor sport or entertainment events popular with
4

adolescents. The main commercial objectives of sponsorship are creating brand awareness and
developing brand image (Smith, 2004). When adolescents are repeatedly exposed to brand logos,
which will be the case with a sponsored event, it will lead to more positive attitudes towards the
promoted brand. Food companies also tend to collaborate with other products targeted at children,
i.e. cross-promotions or licensing agreements with toys, movies or games (Harris et al., 2010).
Adolescence is a critical time during which relationships with others outside family become more
important and teenagers are in a process of identity formation. To form an identity, adolescents turn
to peers more often during this developmental phase, which results in increased peer-pressure and
self-consciousness (Freeman et al., 2016). Adolescents’ social networks have an important influence
on their dietary habits (Holmberg, 2017). Marketers anticipate on this, for example by letting peers
and celebrities endorse products. The use of celebrities as endorsers of products already started in
the late nineteenth century (Erdogan, 1999). Celebrity endorsement is the use of popular actors,
athletes, and musicians who are either depicted on the product itself or are shown using and
approving the product (Calvert, 2008). This frequently used marketing practice assumes that
consumers admire or even envy the celebrity. The advertisement persuades consumers to feel the
desire to adopt the lifestyle of the celebrity as portrayed in the media (Hirschman & Thompson,
1997). Children who like those celebrities are more likely to purchase the promoted product (Calvert,
2008). This marketing practice is commonly used for many media platforms (Mcmillan, 2012). It has
been found that the consumers perception of the likability and credibility of the celebrity decreases
when the amount of products promoted by this celebrity promotes increases (Tripp, Jensen, &
Carlson, 1994).

2.1.2. Effects of marketing strategies
It has been investigated what kind of effect these marketing strategies have on consumption,
preference and brand loyalty. A review by Story and French (2004) shows that only a few studies
measured the effect of food advertisement on the actual consumption of food. Two studies,
conducted in 1982, were the first to examine actual food intake, however they only investigated the
consumption of children and not specifically adolescents. Gorn and Goldberg (1982) randomly
assigned children aged between 5 and 8 to one of four conditions to examine the effect of television
exposure of snack food commercials on actual food consumption. During their two weeks long
summer camp, children watched 30 minutes a day of a television cartoon with about 5 minutes of
advertising embedded. Per condition the content differed, i.e. including advertisements of fruits,
advertisements of candy, public service announcements of healthy foods and no advertisements in
the control group. Afterwards children could choose a snack to eat. Children who were exposed to
candy commercials chose the most candy and the least fruit compared to children in the other
conditions. Jeffrey, Mclellarn and Fox (1982) created a behavioural eating test in which children
could try and consume as much as they wanted of tested products. They conducted an experiment in
which preschool children were exposed to a children’s programme for 12 minutes that included
three minutes of commercials prior to the behavioural eating test. In the low-nutrition group,
children saw advertisements for Pepsi and Froot Loops; children from the pro-nutrition group saw
advertisements for milk and carrots; and children from the control group saw non-food
advertisements such as advertisements for basketballs and footballs. It was found that participants
from the low-nutrition group were eating significantly more snacks after exposure to the television
advertisements than any other group.
In more recently review of Boulos, Vikre, Oppenheimer, Chang, & Kanarek (2012) suggest that a
direct link has been found between body weight and time spent watching television. Watching
television replaces physical activities and is associated with ‘mindless’ eating. A third factor that
5

contributes to the link between body weight and time spent watching television is the food
advertisement of EDNP foods and beverages. The marketing strategies used by food marketers (e.g.
cross-promotions with popular television and movie characters, celebrity endorsements and targeted
product placement), appear to influence adolescents’ consumption of those products. In this review
on the influence of television on obesity, eating the authors also suggest that especially amongst
children, adolescents, and ethnic and income-sensitive minorities exposure to food marketing leads
to an increased consumption (Boulos et al., 2012). For example, research conducted amongst 42
British school children aged 9-11 years shows that the more they are exposed to food
advertisements, the more they want to eat. There were two different conditions in which the
participants were exposed to television advertisements: non-food advertisements and food
advertisements. The children were allowed to eat as much or as little as they wanted from different
foods. The participants were divided in three groups: lean, overweight and obese. All those three
groups ate more of different foods (high and low in fats) in the condition in which food
advertisements were shown than in the condition in which non-food advertisements were shown
(Halford, Gillespie, Brown, Pontin, & Dovey, 2004). Harris, Bargh and Brownell (2009) also conducted
experiments that showed the effect of food advertisement on eating behaviour. In the first
experiment 118 children aged 7-11 years were exposed to a cartoon including either food
advertisement or advertising for other products and received a snack while watching. In their second
experiment, 98 university students watched a television programme that contained food
advertisement or no food advertisement. Afterwards they tasted different (un)healthy snacks. Both
children and adults ate more snacks when exposed to food advertisements.
More importantly, children want to eat the foods advertised. In a study conducted amongst 126
Austrian children aged between 6 and 14, participants were exposed to a movie for 7 minutes, which
includes product placements of Cheese Balls. After the movie the children were asked to pick a
snack. They could choose between Cheese Balls or two similar snacks. It was shown that frequent
exposure to the product placement had a significant effect on snack consumption of Cheese Balls
(Matthes & Naderer, 2015). Since the advertised foods are typically unhealthy foods and beverages
(Harrison & Marske, 2005), consumers create a preference for these unhealthy products.
The first systematic study on food promotion to children is done by Hastings et al. (2003). This review
on the effects of food promotion aimed at children, including adolescents, concludes that food
marketing influences children’s preferences, purchase behaviour and consumption. Research shows
that children are more likely to prefer high fat, salt or sugar foods over lower fat, salt or sugar foods
after exposure to food advertisements of unhealthy foods. This is in line with the previously
mentioned research results. Besides, when children can choose between the advertised brand and a
non-advertised brand of the same product type after exposure to food advertisements, they prefer
the advertised brand. For instance, Borzekowski and Robinson (2001) conducted an experiment in
which they exposed children aged 2-6 years to eight food advertisements that were frequently
shown on children’s television. In seven out of the eight instances, the children in the experimental
group were more likely than children in the control group to select the advertised brand, when they
could choose between the promoted and a non-promoted similar food. An interesting side note that
can be made, is that two advertisements were shown twice on the tape, and these produced the
biggest difference between groups, i.e. the experimental group was three times more likely than the
control group to prefer the advertised product. Although these results alone do not prove much
(especially because of the relatively small sample of 46 children), it does suggest an effect of mere
exposure which will be further discussed in 2.3.1.
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Although most research focused on television advertisement, one study also investigated the effects
of food marketing on brand loyalty in children magazines. Children are attracted to strategies used
by food marketers to build brand loyalty, and as a result of exposure to these commercial messages
they form brand associations (Jones, Mannino, & Green, 2010). Research on the effects of marketing
strategies on brand loyalty of adolescents specifically is lacking.
Hastings et al. (2003) also conclude that food promotion leads to an increase in purchase requests.
Although none of the reviewed studies includes adolescents in their sample, Atkin (1975) conducted
a survey amongst pre-adolescents aged 9-13 years. He found a significant association between the
amount of Saturday morning television viewed (light versus heavy viewers) and the purchase
requests made by the children. For example, the heavy viewers who were exposed more to breakfast
cereal advertisement than the light viewers, made more purchase requests with their parents than
the light viewers.
In sum, traditional marketing strategies have effects on consumption, preference and brand loyalty
of children. It is suggested that these effects also occur with adolescents, however, research on
specifically adolescents is lacking (Qutteina, Backer, & Smits, 2019). Also, in most studies it is rather
unclear which marketing strategies are used in the advertisement to which the participants are
exposed.

2.2.

Social media marketing strategies

2.2.1. Popular social media platforms among adolescents
The media environment is dynamic and rapidly changing. Social media have risen as an important
platform for digital marketing, but also the social media environment itself is changing. Whereas until
recently Facebook was the most popular social media platform among adolescents, nowadays other
social media platforms such as Youtube, Instagram and Snapchat are used more frequently by
American and Canadian adolescents than Facebook (Anderson & Jiang, 2018; Potvin Kent et al.,
2019).
Research among Dutch adolescents aged 15-19 on the use of social media platforms on a daily basis
also shows a decrease in popularity of Facebook. Whereas in 2016 69% of the Dutch adolescents
used Facebook on a daily basis, in 2019 this rate was only 30%. The number of adolescents who use
Instagram on a daily base grew from 43% in 2016, to 58% in 2019. These changes taken into
consideration, the most recent data shows that Whatsapp is the most used app among Dutch
adolescents (89%), followed by Instagram (58%), Snapchat and Youtube (51%), and Facebook (30%)
(Newcom, 2019). The food marketing strategies that are used on those social media platforms
according to the literature, will be elaborated on in the current chapter (2.2).

2.2.2. New strategies influenced by traditional marketing strategies
Nowadays, with the rise of digital marketing, adolescents are exposed to commercial messages in a
different way. Potvin Kent et al. (2019) were the first to investigate adolescents' exposure to social
media food marketing. Canadian adolescents aged 12-16 were asked to scroll through their two
favourite social media platforms for 5 minutes, while wearing glasses that recorded what was in their
field of vision. A content analysis of this food marketing content resulted in the following four
categories:
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1. Food advertisements; advertisements or companies’ posts shared by their corporate account
or other users.
2. User-generated content; content created and shared by a social media user that intentionally
or unintentionally promoted a food brand or product, regardless of whether or not it is
encouraged by the company.
3. Celebrity-generated content; content created and shared by a celebrity or social influencer in
which products or brand logos are integrated.
4. Food marketing embedded in other web content; branded food products or logos integrated
in social media content.
From the advertisements viewed by the adolescents in this study, half of it was embedded in content
(category 2-4). A quarter of the adolescents were exposed to food brands and products shared by
their online friends (category 2). These numbers show that the forms of food marketing strategies
are changing.
Many traditional marketing strategies also appear in recent literature on social media marketing,
however often in a more integrated way. In the case of celebrity endorsement, it is suggested that
due to an overload of commercial messages in entertainment content, consumers might be sceptical
about obvious commercial brand-celebrity messages, and therefore the commercial message is more
integrated in a real-life setting (Russell & Russell, 2017). When celebrity endorsement is more
embedded in the content (e.g. a celebrity posting a picture on social media of a daily life activity
while using a branded product) it has a more persuasive effect on consumers than traditional forms
of endorsement (e.g. television advertisement). When a celebrity appears in a more natural and
authentic context, they are seen as more credible, which results in more positive brand evaluations.
Celebrities can also be associated with brands through product placement. With the rise of social
media, the private lives of celebrities are more visible to the public. This exposure to real life images
of celebrities on social media channels gives the public information about products celebrities might
use or consume in their real lives (Russell & Russell, 2017).
Whereas product placement in celebrity endorsement strategies are changing, also a new
phenomenon has emerged in which product placement plays an important role: advergames.
Advergames can be defined as online games that market branded products, to expose youth to foods
and beverages. These products are typically high in calories and low in nutritional values (Staiano &
Calvert, 2012). The branded product is used as a dynamic and interactive part of the game and often
even the reward or the goal of the game. Staiano & Calvert (2012) give the following example:
An example of an advergame is Nabisco’s Race for the Stuf, in which the player must race
against the clock to collect virtual icons labeled “Twist,” “Lick,” and “Dunk” and reach the
“Double Stuf Oreo Cookie” table to win the game. Virtually acquiring the branded product of
Nabisco Double Stuf Oreos is the entire goal of this game. (pp. 56)
These advergames are in some cases also accessible through social media channels. Issues of
advergames associated with obesity are twofold. It stimulates sitting behaviour instead of physical
activity and gamers are exposed to marketing of unhealthy foods and beverages (Staiano & Calvert,
2012). While research on the effect of playing advergames on consumption of unhealthy products in
adolescents is lacking, it has been found that enjoyment of an advergame can lead to exposure to
food marketing. Consequently, this can result in more positive brand attitudes and increased
preference for the advertised brand (Svanaes & Clarke, 2014). For instance, research conducted with
girls aged 11-17 years demonstrated that exposure to brand placement in advergames resulted in
more positive attitudes toward the game, more awareness of the brand, more positive brand images,
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and more favourable behavioural intentions (Rozendaal & Reijmersdal, 2013). Due to the fact that
active participation is required in advergames, adolescents are more likely to pay attention to the
promoted brand or logo than when they are exposed to a television advertisement (Svanaes &
Clarke, 2014).

2.2.3. New social media marketing strategies
With the rise of online marketing in the current social media environment, new marketing strategies
emerged. The two main concepts that will be discussed are personalisation in advertisement and
user-generated content (UGC).
Contradictory to traditional marketing strategies (e.g. television advertisements), where every
consumer is exposed to the same commercials, social media marketing is increasingly personalised.
Innovations in technology and software created more possibilities for data collection of consumers’
personal details. According to Montgomery & Chester (2009) by collecting demographic data,
purchasing history, and responses to past advertisements, digital marketers can create and refine
advertising messages tuned precisely to the psychographic and behavioural patterns of the
individual. Thus, in social media marketing more specific characteristics of the targeted social media
user can be considered, which enables companies to tailor the advertising to the specific needs of a
customers. The goal of this behavioural targeting is to create personalised marketing and sales offers
based on a customer’s unique preferences, behaviours, and psychological profile. This can be done
by tracking the content that adolescents post, their (non)verbal behaviours and their psychological
state of mind. Personal data of adolescents is collected in various ways. Passively, for instance
through the use of cookies. Or actively, for instance when adolescents fill in personal detailed
information when they participate in an online contest or get free offers (see Figure 1). This kind of
user data is mined and stored in databases and even in behavioural targeting warehouses, and it is
used to create or supplement online targeting profiles of consumers. Often user data or targeting
profiles are sold to third parties, without the targeted consumer being aware of it. For the brand,
behavioural targeting ultimately leads to a long-term relationship with the targeted customer
(Montgomery & Chester, 2009; Montgomery, Chester, Grier, & Dorfman, 2012). Collection of
personal detailed information does not exclusively occur in advertisements with contests or free
offers, downloading and using an app can also generate interesting information from the user. Figure
1 shows an advertisement on Youtube, in which Ubereats is promoted. When adolescents download
and use this app, a variety of information is shared with Ubereats. Obviously, this contains name and
address particulars, but also consumption preferences and habits of the users can be monitored.
Another concept that influences personalised advertisements is mobile marketing. The rapid
integration of mobile phones in the lives of adolescents enable marketers to follow them throughout
their daily lives. Marketers adapt to this by showing the adolescents marketing offers that trigger
impulsive behaviour. Adolescents get triggered more easily because mobile marketers connect the
point-of-interest techniques to point-of-purchase opportunities. In this way marketers combine
specific locations that consumers may find interesting with places were the potential consumer can
make purchases, for example by creating a location-based game ‘MyTown’, which gives points for
checking in at stores (mostly fast-food chains) (Montgomery et al., 2012).
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Figure 1. Examples of personal data collection strategy in advertisement. Screenshots retrieved via personal
contacts on 26-03-2020.

The World Health Organization (2016) implies that digital marketers conduct analyses of emotions,
responses, preferences, behaviour and location of customers. The goal is not only to target specific
groups and individuals, but also to use moments of vulnerability to maximise the impact of digital
marketing. With the help of in-device cameras to record facial responses to marketing content and
software “micro-emotions”, emotions analysed millisecond-by-millisecond, can be identified. This
type of research enhances understanding on ways to trigger consumers’ emotional responses.
Marketers also use “right-time targeting” in social media, i.e. ads that are applicable to users’
thoughts or feelings at that specific moment. Thus, emotional states of consumers are considered in
personalised social media marketing of unhealthy foods and beverages.
Research on the effects of personalisation of advertisement is emerging. In a study with 40
adolescents aged 14–18 years, a fictitious Facebook page was created for three conditions: low,
medium, and high levels of personalization. A survey was used to measure the attitude towards the
advertisement, brand engagement and intention to forward the advertisement. It is found that highly
personalised advertisements generate more positive responses on the outcome variables than less
personalised advertisement (Walrave et al., 2018).
A new aspect of marketing that appeared in parallel with the rise of social media is engagement
between social media users and brands through user-generated content (UGC). Social media users
can intentionally share promoted brands or products in the UGC, which is for example done by
influencers (e.g. popular Youtube vloggers). However, a social media user can also unintentionally
promote a food brand and product, for example by posting a picture of their Starbucks drink on
Snapchat (Potvin Kent et al., 2019). Engagement in social media includes friends as endorsers and
electronic word-of-mouth (i.e. liking, sharing and commenting). For example, social media users can
communicate with their friends by tagging them in a post of the brand or by tagging brands in a post
of their own. These kinds of interactions can create the idea that certain brands are endorsed by
friends (Montgomery & Chester, 2009). Recently Qutteina et al. (2019) conducted a diary study in
which 21 Flemish adolescents took screenshots of any food related item on their social media
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accounts for one week. Almost half of those images attached food to a social context, e.g. celebrating
birthdays and holidays or going out for dinner with friends and family. Often the food images were
associated with spending time with friends, by showing friends in the image or by tagging friends to
the food image. Social online interactions of adolescents conceal the boundary between commercial
content generated by users and marketers. These interactive and integrated forms of commercial
messages are found to be more effective than more explicit online commercial messages (e.g. posts
from companies on their brand page) (Buchanan et al., 2018).
In an Australian study, a content analysis has been done on the content of 27 brand pages on
Facebook. In this content analysis 19 different marketing techniques were distinguished. All but two
brands used marketing techniques in which the consumers are engaging in the content. Information
about the most popular age group of each brand was obtained through data publicity available on
the brand page. This research found that adolescents and young adults are engaging the most in
marketing content of all users. According to that same study the most common techniques used to
engage with adolescents are competitions based on user-generated content, interactive games and
applications. In UGC competitions users can participate in the competition in a simple way, for
example by submitting a photograph, video or an idea. When no material price is offered for the
winner, he or she is often mentioned on the brand page as for instance ‘fan of the month’ (Freeman
et al., 2014).
Research on the effect of engagement through UGC of social media users in brand promotions still
has to emerge. Baldwin, Freeman and Kelly (2018) were the first to investigate the relationship
between social media behaviour in adolescents and their food and beverage consumption. In a
survey, 417 Australian children (aged 10-16 years) were asked about their engagement with social
media websites, particularly Facebook and YouTube, and interactions with food and beverage brand
content. Besides, the frequency of their consumption of unhealthy foods and beverages was
reported. This study shows that adolescents who engage to a greater extent with food brands,
particularly through online video, are more likely to consume unhealthy foods and beverages.

2.2.4. Timeline research on marketing strategies
A graphical representation is provided to give an overview of the earlier discussed researches on (the
effects of) marketing strategies.

Figure 2. Brief historical representation of research on marketing strategies.

11

2.3.

Psychological mechanisms responsible for potential effects

A wide variety of social media marketing strategies has been discussed. However, the question arises
which psychological mechanism underline the effectiveness of these strategies. This question will be
answered in this chapter (2.3) by elaborating on the psychological mechanisms responsible for
potential effects of social media food marketing strategies described above.

2.3.1. Mere exposure effect
Food marketers commonly repeat their commercial messages. This strategy is based on the mere
exposure effect, whereby preference for a stimulus increases when the exposure to the stimulus
increases (Harrison, 1977). By repeating the same commercial over and over, the consumers’
familiarity with the product increases and so does the likelihood to purchase the product (Auty &
Lewis, 2004). Not only exposure to commercials, but also repeated exposure to food product names
or logos alone, for example when seeing brand logos during a sponsored event, could automatically
lead to more positive brand evaluations. According to social cognitive theories, being exposed to
food marketing repeatedly can lead to certain beliefs and behaviour, also without actively processing
the information of the advertisement. Thus, even without being aware of advertisements,
adolescents can be influenced by them (Harris et al., 2010).

2.3.2. Strengthen Associative Networks
Human Associative Memory (HAM) theory, which is related to the mere exposure effect, is a theory
developed by Anderson and Bower (1973) that explains how associate networks can be
strengthened. According to HAM, associations are connected to each other in a network of concept
nodes. Links are strengthened when two stimuli are represented at the same time. Anderson (1983)
suggested the Spreading Activation Theory (ACT) based on HAM, in which concepts are organised in
people’s minds in terms of connected ideas. Similar to HAM, concepts are represented by nodes,
which are connected by links. Depending on how connected the nodes are, closely related ideas
might have short links and less closely related ideas might have long links. Generally, the longer it
takes a person to verify a connection between two nodes, the longer those links are, or it has to go
through more nodes to make that link. However, it can differ per individual how long or short links
are. Also, there may be direct links from higher order categories to their exemplars. This is because
according to this theory, every individual creates its own semantic network based on their
experience and knowledge. This theory is called Spreading Activation Theory, because when you
activate one concept, multiple related concepts will also be activated. According to this theory, when
two stimuli are represented at the same time and thus links are strengthened, a learning process
occurs in which specific associations are created. An example is product benefits promoted in
commercials (e.g. tasty or healthy) which are connected to brands (Van Reijmersdal, Jansz, Peters, &
Van Noort, 2010).
This theory can be associated with the Mere Exposure Theory, because Anderson (1983) states that:
The strength of a node is a function of its frequency of exposure. The strength of the
elements of focused units determines the amount of activation they can emit into the
network. Also, more activation is sent down the paths leading to the stronger nodes. Thus,
more activation will accumulate in those parts of the network that have stronger units. Note
that frequency of exposure to facts involving a concept will increase the concept's strength
and so influence the amount of activation it can emit. (pp. 139)
This means that when frequently experiencing combinations of associations, the links between those
associations are constantly being strengthened. However, when there is no repeatedly exposure
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anymore, the strength of the connections between associations in the memory also decreases
(Anderson, 1983).
The relation between brand image and memory has also been examined by Van Reijmersdal et al.
(2010). The concept of brand image can be defined as the set of associations linked to the brand that
consumers hold in memory (Keller, 1993). In two studies, a survey and an experiment, participants
were exposed to brand placement in an episode. Both studies showed that brand image was not
related to memory, which means that brand image is influenced without explicit memory of the
exposure. This is in line with earlier mentioned statement that brand image can be influenced
implicitly.

2.3.3. Emotional route
Food advertisers primarily use emotional marketing over informational marketing. Emotional
marketing can be defined as “messages designed to simply make the consumer feel good about the
product“, whereas informational marketing uses ”messages that provide rational benefits and
reasons to purchase or consume the product” (Harris et al., 2010). These two forms of messages are
processed by consumers in a different way, which can be explained by dual process theories. Dual
process theories distinguish two types of processing which are available for cognitive tasks. The first
process is characterised as fast, automatic and non-conscious, and also known as associative,
heuristic or intuitive processing. The second type of processing is characterised as slow, controlled
and conscious, and is generally known as rule-based, analytical or reflective processing (Frankish,
2010). The essence of dual process theories is that human thinking can be seen as an interplay
between an intuitive-heuristic and demanding-analytic reasoning process (De Neys & Glumicic,
2008).
Many researchers have proposed dual processing theories. The two most influential models are the
Elaboration Likelihood Model (ELM) of Petty and Cacioppo and Kahneman’s dual processing model
(Kahneman, 2011; Petty & Cacioppo, 1986). Kahneman’s theory explains that system 1 is always
active. However, when the situation demands for analytic thinking, system 2 will also engage. This
means that both systems will be running concurrently. Hence, even when a rational route is taken, it
is also guided by emotion and affect. Using system 1 thinking is often desirable because it takes less
effort than system 2 thinking. However, system 1 has biases which means that it can lead to logical
fallacies or errors in specific situations. System 2 has some ability to detect the error and overrule
these by an increased effort, but biases cannot always be avoided (Kahneman, 2011).
ELM is another well-known dual process theory, in which one route is based on thoughtful
considerations of arguments central to the issue, whereas the other route is based on the affective
associations or simple inferences related to peripheral cues. These two different forms of cues are
being processed according to the level of motivation, involvement, cognitive resources, and
elaboration likelihood (Petty & Cacioppo, 1986). ELM is used to explain different ways in which
advertisements can be processed. Attitude change can occur in two ways: (1) through active
processing of the advertisement (i.e. the central or systematic route) or (2) through characteristics of
the advertisement not related to the core message (i.e. the peripheral or heuristic route). In the
latter case, these aspects of the advertisement are not related to the product or its benefits, e.g.
rather to highly attractive stimuli such as fun activities, attractive models or beautiful sceneries. Such
advertisement features can also be persuasive when the consumer is not engaged in effortful
processing. However, it is also stated that attitudes developed through this peripheral route are not
good predictors of behaviour, because they are relatively unstable. Therefore, according to ELM,
advertisements that focus on the central route processing, for example by mentioning product
benefits, are the most persuasive. However, in practice it has been found that food marketing
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focused on consumers processing through the peripheral route is very persuasive. Accordingly, food
marketing is primarily emotional (Harris et al., 2010). Montgomery & Chester (2009) also argue that
advertisement is currently more related to the peripheral route rather than the central route: “Digital
advertising is increasingly designed to foster emotional and unconscious choices, rather than
reasoned, thoughtful decision making.” When the marketing effects occur on an emotional level, a
rational informational response will be bypassed. Binet and Field (2019) analysed 880 different
advertisement campaigns and found that campaigns with emotional messages had stronger positive
effects on sales and brand preferences than campaigns with rational messages.
In food marketing based on emotions, advertising is linked to products with positive stimuli, which
can result in implicit attitude change. Gibson (2008) showed that pairing of products, in this case
Pepsi and Coca-Cola logos, with positive images and words can result in implicit attitude change of
participants who had no strong preference for either brand. However, no explicit attitude change
was reported. Stimuli that can implicitly change attitudes towards a product are processed
subconsciously. It is argued that adolescents are even more susceptible to implicit persuasion than
younger children due to a higher self-consciousness and the need to fit in with peers (Nairn & Fine,
2008).

2.4.

Awareness of commercial intent

Harris et al. (2009) found that even most adults do not recognize the potential influence of food
advertising on their eating behaviours. They developed the Food Marketing Defence Model, to
describe what skills are required to resist food marketing, including the following:
- Awareness, including attention and comprehension.
- Understanding, including understanding the processes of how advertisements work as well
as how to resist the advertisements.
- Ability, which can be explained as the cognitive resources needed to resist the commercial
message.
- Motivation, which refers to the desire to resist the advertised message.
The authors state that increased awareness is an important step to make children more resilient
towards food marketing. Nevertheless, there are barely any studies which have investigated
adolescents’ actual awareness of social media food marketing content (Smith et al., 2019). A first
study using focus group discussions, participant observation and in-depth interviews explored the
advertising literacy of Irish girls aged 12-14 years. Results show that although the teenagers stated to
be fully aware of the hidden advertisement, they did not recognise hidden commercial messages.
Besides, the participants were unaware of the persuasive intentions of the messages (Lawlor, Dunne,
& Rowley, 2016). More recently, adolescents’ advertising literacy of video influencer marketing have
been studied amongst Dutch teenagers aged 12-16 years. Similar discrepancies between reported
and actual awareness of the commercial intent were found as described above. Initially the
teenagers claimed to be aware of the influencer marketing, but when examples of sponsored
content were shown, they had trouble identifying whether it was sponsored or not. Next to that,
their results show that adolescents accept the practice of sponsorship and show compassion toward
the influencers instead of having a critical perspective (Dam & Reijmersdal, 2019).
To elaborate on influencer marketing, research has been conducted on the effect of disclosure
language included in posts of Instagram influencers. Three different disclosures were used in
different conditions of the experiment: “SP”, “Sponsored”, and “Paid Ad”. The control group did not
have a disclosure in Instagram-based influencer advertisement. If the hashtag “Paid Ad” was added
to the Instagram post it had a positive influence on ad recognition, and it played a mediating role on
brand attitude and sharing intention (Evans, Phua, Lim, & Jun, 2017). Note that this research is
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conducted with a student sample (ages 18-28 years), thus these results cannot be generalised to
adolescents.

2.5.

Concluding summary

It has become clear that traditional marketing strategies have evolved concurrently with the
changing media environment. With the rise of social media marketing, strategies to promote food
products and brands to adolescents transformed into more advanced and implicit tactics. Theories
such as HAM and ELM explain why psychological mechanisms are responsible for potential effects of
these tactics. The transformation has brought more opportunities for marketers to tailor the
marketing to specific needs of adolescents. Besides, teenagers are more engaged with brands, for
example by participating in games or giveaways. Adolescents themselves as well as influencers can
produce content on social media which can create the idea to other social media users that certain
brands or products are endorsed by their friends or ‘role models’. Also, adolescents are not aware of
the commercial intent of advertisements, even though they often think they are. There is no doubt
that these developments created opportunities for social media marketers, but as research on social
media food marketing is still in its infancy, this is only the beginning of insights that must be gained
on adolescents’ exposure to social media food marketing.
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3. Methods
3.1.

Introduction

The original plan was to conduct a study to gain better insight into adolescents’ exposure to social
media food marketing, but due to Corona virus restrictions, conducting face-to-face studies was no
longer possible. Information about the original study set up can be found in Appendix A.
Alternatively, considering the explorative nature of this study, it was decided to conduct in depth
online interviews. This form of qualitative research was done to get better insight into adolescents’
awareness and appreciation of social media food marketing.

3.2.

Procedure and interview guide

A semi-structured interview protocol was prepared in advance and tested to ensure that the
questions were clear to the participants. These two pilot interviews, first with a young adult and
thereafter with an adolescent, also gave the researcher the opportunity to test the procedure
technically.
A total of 16 in depth semi-structured interviews were conducted via Skype, between the 2nd and 24th
of April 2020. Each interview lasted between 30 and 50 minutes. The study protocol was approved by
Sociaal Ethische Commissie (SEC) of Wageningen University & Research (WUR). All the interviews
were done by the same researcher. The interviews were conducted in Dutch, the native language of
all participants.
After a short introduction, in which it was emphasised that the study is voluntary and that the data is
anonymized, informed consent of the parents as well as the child was obtained orally. After the
parental consent was given, the parent or participant left to another room. This would enable the
participant to speak without being concerned about parents listening. After a few questions about
demographic characteristics, the participants were asked about their engagement on four social
media: Instagram, Snapchat, TikTok and Youtube. If the participant was using the social media
platform at least once a week, five examples of social media food marketing on this platform were
shown. This was done by the screen sharing function of Skype.
The researcher asked questions in relation to the participators’ awareness and appreciation of the
social media food advertisements that were shown. After the examples were discussed, questions
regarding their experiences of social media food marketing in general were asked. During the
interview, the researcher frequently took the opportunity to ask the respondent about why they
think or feel a certain way. The interview was finished when all the questions from the interview
guide were covered. An overview of the structure of the interview can be found in Table 1. The full
interview guide can be found in Appendix B.
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Table 1. Structure of interviews with adolescents.

Topic
Sample question
Part 1: Introduction, oral consent and demographical questions
Part 2: Questions regarding stimulus set
- Use of social media platforms
- How often do you use Platform X approximately?
- Appreciation regarding example
shown of stimulus set

- How much do you like this image? (Likert scale 1-5)
- Why do you like this image (not) so much?

- Awareness commercial intent
regarding example shown of stimulus
set

- Do you think this image is a typical food or beverage
advertisement?
- Why do you think this image is a typical food or beverage
advertisement?
Part 3: Appreciation of social media food marketing
- Appreciation social media food
- How much do you like social media posts that promote foods and
marketing in general
beverages? (Likert scale 1-5)
- Preferences way of advertising
- Format
- Source
- Type of product

- Think about the food promotions you have seen during the
interview, but also about your experiences with food promotions on
social media in general. What makes you like certain ways of
advertising food more than others?
- Do you like it more when a certain type of food is advertised?

- Preference of food marketing on
specific platform

- On what platform did you find the food promotions most
appealing or attractive?
- Why did you find the food promotions on Platform X the most
appealing or attractive?
Part 4: Awareness of social media food marketing
- Definition advertising by participant
- What is the difference between when you consider social media
content as advertising and when you don’t consider it as
advertising?
- Amount of advertising on social media

- Do you think there is a lot of advertising for food and drinks on
social media?

- Remembering of advertisement

- Are there any food or beverage advertisement that you remember
in particular from the past few days?

- Awareness due to interview

- To what extent does this interview make you think more about
food and drink advertisements on social media?

Part 5: Closure
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3.3.

Pilots and selection stimulus set

Before the two pilot interviews for this study, two other pilot interviews, first with a young adult and
thereafter with an adolescent, were conducted. Those pilots had as original purpose to test the
procedure for the initial research sessions, in which content of adolescents’ social media accounts
would be collected. The social media food content collected from those two pilots was used in the
stimulus set that was shown to the participants during the interview. However, not enough varied
content was collected out of these pilots. To complement the social media food marketing examples,
the researcher collected examples via her own social media channels and by asking her personal
network to forward examples of food advertisements they came across on their (and if applicable
their adolescent children’s) social media accounts. Four frequently used social media platforms
amongst Dutch adolescents are taken into consideration: Instagram, Snapchat, Youtube and TikTok.
Although WhatsApp is used by more Dutch adolescents on a daily base than those four (Newcom,
2019), it is not included in the study because the platform does not contain paid advertisement. Also,
it is decided to include TikTok instead of Facebook due to the reduced interest in Facebook and the
growing interest in TikTok amongst Dutch adolescents (Newcom, 2020). A total of 20 examples were
selected carefully as a stimulus set (Appendix C), including food marketing content with different
characteristics, based on relevant variables adjusted from literature (Table 2). Normally content is
only seen as advertisement when a (financial) compensation is involved for the promoting party
(“Advertisement”, 2020). For this study, a wider scope is used to define the concept of food
marketing. Content from users and influencers in which a brand name or logo is depicted are
selected in the stimulus set as well. For some of those cases it is unclear if the senders got paid,
and/or it is highly unlikely that they got a financial compensation for the post.

3.4.

Participants

To investigate adolescents’ awareness and appreciation of social media food marketing, semistructured interviews were conducted with a convenience sample of 16 Dutch adolescents. The
participants were recruited via personal contacts of the researcher, via email or WhatsApp. A
document with information regarding the research was sent (Appendix D) and the adolescents were
asked to read it themselves and to ask (one of) their parents to read it. The participants were
selected carefully. First, a requirement for participation was that the adolescent used social media at
least once a week. Second, age, gender, place of residence and level of education were taken into
account as much as possible for an accurate representation of this target group in society. After
verifying that the interviewees met the requirements, an appointment for an online Skype meeting
was made. The number of interviews that were held, depended on the concept of saturation.
Saturation is the point at which no new information or themes are observed in the data (Guest,
Bunce, & Johnson, 2006). Informed consent of the parents as well as the child was obtained orally at
the start of the interview. Their participation was voluntary and anonymous, i.e. the data collected
could not be linked to the adolescents individually. No information of the purpose of the study was
given. To compensate their participation, the participants received a digital €7,50 voucher.
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Table 2. Variables considered in selection procedure social media food marketing examples.
Variables
Source of variable
Options
(sometimes adjusted)
1.

Social media platform

Qutteina et al. (2019)

2.

Qutteina et al. (2019)
Potvin Kent et al. (2019)

Variety of brands

4.

Food
mentioned/shown
Food brand or company
promoted
Type of post

1. Instagram
2. Snapchat
3. TikTok
4. Youtube
Variety of foods

Potvin Kent et al. (2019)

5.

Format of post

-

6.

Purpose

Qutteina et al. (2019)

7.

Type of content

Potvin Kent et al. (2019)

1.
2.
3.
1.
2.
3.
4.
5.
1.
2.
3.
4.
5.
6.
7.
8.
1.

3.

2.

3.

4.

8.

Following or sponsored

9.

Direct source

10. Core or non-core

Variable ‘obvious
marketing’ adjusted from
Qutteina et al. (2019)
-

Qutteina et al. (2019)

1.
2.
1.
2.
3.
4.
5.
6.
1.
2.

11. Engagement required

-

1.
2.
3.
4.
5.
6.
7.
8.
9.

Food + brand
Brand only
Food only
Text + photo
Text + video
Photo only
Video only
Game
Promotion (advertising a food product/brand)
Promoting something other than food product/brand
Sharing life moments (e.g. holiday photos, celebrations)
Artistic (e.g. photography)
Entertainment (e.g. recipes, movies, news messages)
Informative or educational (e.g. explanation on how to eat healthy)
(Critical) opinion of social media user
Other
Food/brand advertisement or companies’ posts shared by their
corporate account or other users
User-generated content created and shared by a social media user,
intentionally or unintentionally promoting a food brand or product,
whether or not it is encouraged by the company
Celebrity-generated content; content created and shared by a
celebrity or professional social influencer (>20,000 followers) in
which foods or brand logos are integrated
Food marketing embedded in other web content; (branded) food
products or logos integrated in social media content, such as recipe
videos, art and craft videos, videos of streamed television content
Following
Sponsored
Food manufacturer or brand
Retailer/supermarket
Restaurant/cafe
Celebrity/ influencer (>20,000 followers)
Peer/friend
Other
Core (Main food groups: fruits, vegetables, cereals, meat and
alternatives, and milk and alternatives).
Non-core (High in energy yet low in nutrients: e.g. candy, fried
chicken, soft drinks, and cakes)
None
Sharing
Liking
Commenting/providing opinion
Click for more information
Click to join a contest
Click to play a game
Download an app
Tag a friend
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3.5.

Data analysis

The semi-structured interviews were recorded and the collected data was transcribed in a standard
verbatim style. To ensure anonymity the interviews were given a number. Due to technical problems
during two interviews, two participants could not see the shared screen of the researcher. As a
solution, the document with examples was sent by mail to the participant so that the participant
could still see the examples on his/her screen during the interview.
To find consistency in the data, a content analysis was done using ATLAS.Ti8. Since the nature of the
study is explorative, only a few deductive codes were selected beforehand, and mostly inductive
codes were used. Deductive codes were selected after literature research and before the data
collection. The inductive codes were induced from the interviews in three different phases: open
coding, axial coding and selective coding (Boeije, 2005). Open coding involved reading the data and
dividing the data into corresponding fragments. The fragments were labelled with a code name,
which resulted in a list of codes. By means of axial coding, related codes were combined into
categories. In the last phase, selective coding, relationships and connections between the categories
were established. The open coding resulted in 1.647 fragments and a list of 348 codes. In order to
make this list comprehensible, the codes were divided into 13 code groups. After the code list was
completed, all data was read once more to ensure all data was coded accurately. The used codes can
be found in the code tree (Appendix E). All data per code was investigated to evaluate which codes
relate to each other. The relating or overlapping codes were bundled together and the relations
between the codes were assessed.
Excel was used to calculate sums, averages and standard deviations from demographical and
background variables, such as gender, age, province of residency, level of education and usage of
social media platforms.
The participants’ ratings of the stimulus set were categorised by labelling. These labels, together with
the frequency each label was used, were exported to Excel. This export was used to calculate
weighted means and standard deviation for the examples individually, examples per platform,
examples per source and ratings of their appreciation of social media advertisement in general.
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4. Results
The results of the semi-structured interviews will be described per sub research question. First the
demographical and background variables of the participants will be presented, then sub-question 1
and 2 will be answered based on the results of the interviews. The interviews were conducted in
Dutch, so the quotes in this chapter are translated into English.

4.1.

Demographical variables

From this sample 50% (N=8) was female and 50% (N=8) was male. The average age was 14,5 years
(SD=0,97), ranging from 13 to 16 years old. The participants had different level of education: VMBO,
HAVO, and VWO/Gymnasium. In international terms this relates to respectively pre-vocational
education, senior general secondary education and pre-university education. An overview of the
demographics from the participants and social media usage of the participants can be found in Table
3 (illustrated by Figure 3-5).

Age in years
8

Table 3. Demographics participants interviews.

Variables
Gender
Male
Female
Age (years)
13
14
15
16
Level of Education
VMBO
HAVO
VWO/Gymnasium
Province of Residency
Gelderland
Groningen
Noord-Brabant
Noord-Holland
Overijssel
Utrecht
Zeeland
Zuid-Holland
Social Media Platform Usage
Instagram
Snapchat
TikTok
Youtube

Participants
(n=16)
8
8
2
7
4
3
4
5
7
4
1
2
2
2
3
1
1
14
13
10
16

6
4
2
0
13

14

15

16

Figure 3. Age in years of the participants.

Level of Education
8
6
4
2
0
VMBO

HAVO

VWO/Gymnasium

Figure 4. Level of education of the participants.

Province of Residence
5
4
3
2
1
0
Gelderland

Groningen

Noord-Brabant

Noord-Holland

Overijssel

Utrecht

Zeeland

Zuid-Holland

Figure 5. Province of residence of the participants.
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4.2.

Adolescents’ awareness of their exposure to different social media food
marketing strategies

4.2.1. Definition advertisement according to participants
To investigate to what extent adolescents are aware of their exposure to different social media food
marketing strategies, the adolescents were asked to define the difference between what is and what
is not a food advertisement. Half of the participants would define something as an advertisement
when it is clear which brand and product is promoted. For example, when the logo or product is
obviously depicted or when a link refers to their website. Five participants argued that a post from a
brand itself can be defined as advertisement, but user-generated content cannot be defined as
advertisement, because they assume the purpose of the user is not to sell a product. Only one
respondent mentioned payment by the promoted brand to the person who does the promotion as a
criterion to define advertisement.

4.2.2. Subtle posts are less recognisable as advertisements
In all of the example advertisements at least one food product and/or brand was depicted. However,
half of the participants expressed that it was unclear what could be promoted in one specific
example where a can was placed on the floor inconspicuously (see Appendix C, Figure C2).
“I don't see anything from a brand or any food or drinks. So, then I don't know what kind of
advertisement it would be.” - Participant 15 (I2)
Two participants were also unaware of the product depicted in examples Y1 and Y2 in which two
different influencers hold a packaging (Appendix C).

4.2.3. Mixed awareness of disclosures
In seven of the examples an explicit disclosure is mentioned, which shows the commercial intention
of the image. Examples were ‘Sponsored’, ‘Ad’ and ‘Paid Partnership’. The later disclosure was also
present in the example of I2. However, this was not observed by many participants since already half
of the participants did not even notice a product, and thus did not think it was an advertisement.
However, one participant did mention the disclosure in this example:
“At first sight I would not think it is an advertisement. I would only think so because of the
‘Paid partnership with Nocco’ on top.” - Participant 2 (I2)
9 out of the 16 participants mentioned once or twice during the interview that the image was like a
typical advertisement, because of the disclosure. Some participants explicitly expressed his or her
opinion on celebrities using disclosures.
“Celebrities are often used as a cover … If they really advertise something it would be decent
to write that down. Then people also know: ‘Okay, now he is advertising.’ or ‘Okay, that is
really his or her opinion.’” - Participant 5
“Well, for example, if it's from a company itself, I immediately know that it's advertising when
they show the product. And with some influencers it usually says "Ad" and then I know it. But
if it is not there, I’m usually not able to distinguish it easily.” - Participant 8
Thus, for those two participants the use of disclosures clarified the difference between a
recommendation based on the celebrities opinion and marketing purposes.
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4.2.4. Reasoning behind defining a post as a typical food advertisement
Table 4 shows an overview of adolescents’ reasoning of why something is or is not a typical
advertisement. The most commonly mentioned reasons are elaborated on, i.e. reasons for content
being typical advertising are compared to reasons for content not being typical advertising. How
often and by how many participants each of these reasons are mentioned is taken into account: only
the most frequently, by multiple participants, mentioned arguments are included.
Table 4. Reasons mentioned for content (not) being a typical food advertisement.

Reasoning
(Un)clear what promoted

Statement

Brand (not) pictured clearly

Brand clearly pictured is the most commonly mentioned reason for
participants to describe an example as a typical advertisement

Multiple brands*

If multiple brands are depicted it is not seen as a typical
advertisement by six participants, because participants assume that
brands do not collaborate

Product (not) pictured clearly

All but two participants find it a typical food advertisement when
the product is pictured

Does (not) stimulate consumption
Promotional text**

Nine of the participants mentioned promotional texts as a typical
characteristic for advertisements

Food (not) presented appealing

Six participants gave food (not) presented appealing as a reasoning
behind defining a post as a (non-)typical food advertisement

Animated product displayed without
brand*

All but one participant did not see examples in which animated
products without a brand were depicted as a typical food
advertisement

(Not) mentioned where available

Half of the participants find an example in which it is mentioned
clearly where the promoted product is available for purchase a
typical food advertisement

Type of content
Brand**

The majority of the participants considered an example as a typical
food advertisement if the content was posted by a brand

Friends*

Half of the participants expressed that if the content was posted by
a friend, it is not a typical food advertisement

Influencers
- Presumptions commercial intention
of influencers**
- Purpose different than promoting
product*
Disclosures**

The most frequently given reason for content not being a typical
food advertisement was that instead of promoting a product the
goal was to amuse the viewers

Nine participants mentioned once or twice during the interview that
the image was like a typical advertisement, because of the
disclosure

* Reason only mentioned for content not being a typical food advertisement
**Reason only mentioned for content being a typical food advertisement
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(Un)clear what promoted
The interviews showed that when it is clear which product is promoted in the content, adolescents
referred to it as a typical advertisement. When this is unclear, it was not seen as a typical
advertisement. Two factors contribute to making clear what is promoted, namely picturing the brand
and product in the advertisement.
Brand (not) pictured clearly
The most commonly mentioned reason for adolescents to describe an example as a typical
advertisement is that a brand is clearly pictured. Most times the brand being depicted in the image
or video was mentioned by the adolescents. Four adolescents also explicitly mentioned once that the
brand name in the title or supporting text made the example a typical advertisement.
“It says Ubereats 5 times, no that is exaggerated: 3 times. So, I would say it is an
advertisement. I know that for sure.” - Participant 6 (Y3)
The opposite reason, a brand not clearly or not at all being pictured, is also mentioned frequently for
an image not being a typical advertisement.
“Well, because usually if it’s an advertisement the brand is shown and a text is attached. In
this case I know what it is, but otherwise I might not have known. And if you don't know, you
can't advertise it.”- Participant 15 (S3)
This quote shows that the adolescents argue that if the brand is not (clearly) depicted, you cannot
advertise it, even if the adolescent him/herself recognised the brand.
Six participants were also influenced when more than one brand was shown.
“I think it looks less like an advertisement because there are two brands. I wouldn’t think that
two brands would work together to advertise.” - Participant 2 (Y3)
Thus, when multiple brands were depicted, it can be a reason for adolescents to not perceive the
example as a typical advertisement. Abovementioned quote is the only time a participant used this
reasoning for an example posted by a brand account. The other nine times this came across in the
interviews, it concerned user- or celebrity generated content. The underlying consideration of this
reasoning was the assumption that brands do not collaborate.
Product (not) pictured clearly
Related to the brand (not) being depicted clearly, whether the product is pictured (clearly) or not
also influences to what extent adolescents viewed the examples as a typical advertisement or not.
“Well, in my opinion a standard advertisement is: the product is pictured in a big way and a
text is included that stimulates you to buy it.” - Participant 13
Besides showing that adolescents evaluate social media content as more typical advertisement when
the product is pictured, the quote above relates to another motive for adolescents, explained in the
following paragraph.
Does (not) stimulate consumption
Promotional text and food presented appealing
As the previous quote showed, text stimulated adolescents to buy the promoted product, for
example Pepsi Max’ slogan ‘Maximum Taste, Zero Sugar’ displayed in example S1. Nine of the
participants mentioned promotional texts as typical characteristic for advertisements. The interviews
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showed that other factors can also make adolescents feel hungry or crave for the food displayed,
such as food presented in an appealing way.
Food not presented appealing and animated product displayed without brand
When adolescents expressed not being stimulated to consume the product, reasons for that were
that the product did not look appealing or only a product without a brand was displayed. The latter
was the case in two examples (S2 and Y4) in which a game was promoted that displayed an
animation of a food without a brand. All but one participant did not see these two examples as
typical food advertisement. The fact that primarily a game was promoted instead of a food product,
was a commonly mentioned reason why the participants did not encounter those examples as a
typical food advertisement. Only an animated product was shown without a brand. Four participants
found it odd if a product without a brand would be promoted, because multiple companies sell that
product. Besides, the product was not real but animated, which was explicitly mentioned by three of
the participants. This can be seen as underlying argument for the product not being appealing.
(Not) mentioned where available
Another aspect possibly influencing the stimulation of consumption that was mentioned in half of
the interviews, is to what extent it is mentioned clearly where the promoted product is available for
purchase.
“Well, because it says: ‘Luxury dates available at ...’. And then it says clearly where you can
buy those luxury dates.” - Participant 11 (S4)
“The brand is shown, but she didn’t tag the shop. If she would have tagged it, you would
know where to get it.” - Participant 7 (T4)
These quotes as a result of observing respectively S4 and T4, show that if a company is tagged in the
image, adolescents viewed it more as a typical advertisement than if a company is not tagged,
because it communicates where the promoted product can be purchased.
Type of content
Brand vs. Friend
To what extent participants found the social media content a typical food advertisement was
dependent on the type of content. The majority of the participants considered an example as a
typical food advertisement if the content was posted by a brand. If it was posted by a friend, it was
not encountered a typical advertisement, which is illustrated by the participant’s answer to the
question if example I3 can be seen as a typical food advertisement.
“No, I could have done something like that, and I also don't advertise it, so no.” - Participant
15 (I3)
If the picture was obviously taken by a user, i.e. in a daily setting and with less quality, it was seen as
unprofessional. Half of the participants expressed at least once that how professional it looked was
the reason for the example (not) being a typical advertisement.
Influencer
Apart from the beforementioned reasons, some other reasons were given as to why content created
by influencers was (not) seen as a typical advertisement. For instance, the examples showed in the
interviews existed of pictures and screenshots of videos. Five participants thought that, if they could
see the full video and description, the influencers would recommend the product displayed.
“If he says in the video: ‘It is super tasty’, other people will also buy it.” - Participant 3 (Y2)
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Thus, this quote shows how adolescents have presumptions about the commercial intention of
influencers. However, reasons for influencer content not being a typical advertisement were also
given. The most frequently given reason was that promoting a certain product was not the purpose,
i.e. in most cases instead of promoting a product the goal was to amuse the viewers, according to the
participants. This was not only the case with user-generated content from influencers, but also with
user-generated from friends.

4.2.5. Mixed awareness of amount of exposure social media food advertisement
The participants were asked if they thought food and beverages are advertised often on social media.
Nine participants thought that the amount of food marketing on social media is (very) high, whereas
five participants encountered it as not so much. Two participants even stated that they never see any
advertisements related to food on social media. Although the participants’ opinions were a bit
divided concerning which platform contains the most food and beverage advertisements, the
majority though that most food advertisement can be found on Instagram and Youtube.
When being asked if they specifically remembered a food advertisement they had seen on social
media in recent days, half of the participants could not remember any advertisement. When they did
remember an advertisement, it was sometimes from a longer time ago. Besides, it mostly had a
specific reason, e.g. because they bought the product themselves, or it was an advertisement similar
or equal to one of the examples shown during the interview.

4.2.6. Awareness increased by interview
Two participants expressed being aware of the unconscious effects of advertisement.
“I think most of the time you don’t realize it yourself. For example, in a movie they eat
something and then you don't really realize that it is about the food. But when you stop, you
think: ‘Oh, I am craving for this, or I would like to have a cookie or a drink’” - Participant 9
All but one participant said that they would think (to different extents) more about food and
beverage advertisements on social media because of the interview.
“I think quite a lot actually. Because some things, for example photos, don't really look like
advertisements to me. And now I actually noticed that many things are advertisements on
social media.” - Participant 8
One of the participants expressed that he did not think more about food and beverage
advertisements on social media after the interview than he did before. The reason for this was that
he always skips advertisements, and therefore still will not think about food advertisements at all.

4.3.

Adolescents’ appreciation of different social media food marketing
strategies

4.3.1. Appreciation in general and per platform
In the last part of the interview the participants were asked to what extent they like social media
food advertisements in general, on a scale from 1 to 5. This question was answered with an average
rating of 3.25, which is largely in line with the total mean of the participants’ ratings of the stimulus
set: 3.16. Thus, the participants rated their general impression of social media advertisement
neutrally. It was also investigated on which platform they found the food advertisements shown the
most appealing. Half of the participants found the advertisements on Instagram the most appealing,
four participants found advertisements on Youtube the most appealing, and two participants found
that Snapchat and TikTok showed the most appealing advertisements. Those answers were based on
various arguments, which are illustrated in Table 5 and will be elaborated on in the following
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subchapters. The preference for the content shown on Instagram is not reflected in the average
rating scores. The participants were asked to rate the examples of the different social media
platforms on a scale from 1 to 5.
The weighted means of the examples of Instagram, Snapchat and Youtube did not differ much,
respectively: 3.29, 3.32 and 3.24. Only the examples shown on TikTok were rated a bit lower on
average: 2.8 (Table 6).
Table 5. Argumentation of adolescents’ appreciation of food advertisements.

Concept

Response category

Format

- Video
- Photo
- No preference
- Game

Source

- Brand
- Friend
- Celebrity
- Core
- Non-core
- No preference
- Amount of stimuli
- Design
- Product appealing

Type of product

Appearance

Preference of
the majority
Video

Key factors determining evaluation

Mixed

Trustworthiness: the participants had different
perspectives on which source is more reliable
and base their preference on this perspective
Six participants expressed their preference for
candy and five participants expressed their
preference for fast food
Appreciation of design was determined by the
usage of bright versus dark colours and the
amount of effort invested by the makers

Non-core
foods
Mixed

The majority argues that videos give
possibilities to inform and entertain
Condition: video has to be of short length

Table 6. Descriptive variables per platform and total.

Means for rating stimulus set
Std. Deviation
Participants active (out of 16)
Number of examples
N

Instagram

Platform
Snapchat

3.29

3.32

0.27
14
5
70

0.45
13
5
65

TikTok
2.8
0.5
10
5
50

Youtube
3.24
0.59
16
5
80

Total
3.16
0.48
20
265

Note. For means, 1= Dislike very much, 2= Dislike moderately, 3= Neither like nor dislike, 4= Like moderately,
5= Like very much

4.3.2. Video most appreciated format
Two of the respondents did not express a preference for a certain format. The majority (11 out of 16)
from the participants expressed that they prefer a video as a format for advertisements. However, a
restriction that was mentioned regularly is that the video should not be too long. Their preference
for videos is based on the fact that a video gives more possibilities to inform and entertain than a
picture.
“It takes the longest, of course, but it can be explained clearly how something works.” Participant 4
Two participants preferred a photo, because it takes the least effort and time to watch. One
adolescent distinguished typical advertisement from indirect advertisement which influenced his
preferences.
“Well, with a typical advertisement, I think a photo is the best. Because for a typical
advertisement I wouldn't take the time to watch a whole video. If I can skip a video on
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Youtube, I always do so. And for indirect advertisements for example with StukTV or Dylan
Haegens or something, it is nice in a video. Because I am not going to watch that video to see
what they advertise in it. I watch it because I like Dylan Haegens for example, and then I am
actually told indirectly that I should buy it or that it is tasty or whatever.” - Participant 13
Thus, this adolescent only takes the time to watch a video when commercial information is
integrated in the entertaining content of the video.

4.3.3. Appreciation of the source differs
Opinions about preferences in the source of the advertisement were very divided amongst
participants. One participant had a practical explanation for why she preferred an influencer as a
source, namely that they mostly share a discount code with their followers. All the other answers
corresponded in a way that all preferences were based on their feelings. The main overarching
concept is trustworthiness, as illustrated by the following quotes.
“I prefer an advertisement from a brand that I know, because then I know it is a good brand.”
- Participant 1
“I think from friends or acquaintances. Because they would only advertise it if they think it’s
good. If the brand promotes a product itself, I wonder if it really is good. You have to
experience the product first before you can say if it is good.” - Participant 4
“I think it’s always nice when its’s from my friends, because then you know that they really
like the product. Because with some vloggers, or famous people who promote the product,
they get paid for it. Of course, you can bribe people with money. And maybe they will only do
it for the money: that they say it’s tasty, while they actually don't like it at all. Or they haven't
used it at all.” - Participant 7
“I think my best friends are more reliable, but friends of friends I would not trust very quickly
... And famous people, are also followed by the NOS for example. Then it is really reliable,
then you just know: ‘This guy is a reliable person.’” - Participant 16
These quotes show that this feeling of (lack of) trustworthiness results in different preferences
amongst the adolescents, i.e. the adolescents had different perspectives on which source is more
reliable and base their preference on this perspective.
Table 7. Descriptive variables per source and total.

Means for rating stimulus set
Std. Deviation
Number of examples
Examples per platforma (participants
active on platform b)
Instagram (14)
Snapchat (13)
TikTok (10)
Youtube (16)
N*

Brand
3.1
0.49
7

Source
User Influencer
3.01 3.25
0.56 0.49
3
10

Total
3.16
0.48
20

3
2
0
2
100

1
1
1
0
37

5
5
5
5
265

1
2
4
3
128

Note. For means, 1= Dislike very much, 2= Dislike moderately, 3= Neither like nor dislike, 4=
Like moderately, 5= Like very much
*N= sum of a × b
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10 of the participants expressed that they encountered involvement of influencers in social media
content as something positive. This is also reflected in the ratings given by the participants. The
weighted means of the content post by influencers is higher than the weighted means of the content
posted by companies or by regular users (Table 7).

4.3.4. Non-core food appreciated more than core food type of products
The participants were asked if they liked advertisement in a greater extent when a certain type of
food products is being advertised. From the 12 participants who had an opinion on this matter, one
adolescent did not appreciate advertisements for fast food. The others preferred advertisements for
non-core food products over advertisements for core food product. Six participants expressed their
preference for candy and five participants expressed their preference for fast food.

4.3.5. Appreciation of appearance
Adolescents’ appreciation of social media content strongly depended on the appearance of the
content. The most frequently mentioned reason for positive appreciation of the advertisement, was
that the promoted product was displayed in an appealing way.
“It is often just a bit tastier and more perfect. The strawberries are just a bit redder and the
burgers are just a bit juicier… It does works, you get more excited for it.” - Participant 15
The amount of stimuli that is shown in the content can be a reason for adolescents to evaluate an
advertisement either negatively or positively. The majority of the participants appreciated content
with a lot of different stimuli. When the example was boring, thus without many stimuli, it was a
reason to dislike the content. However, four respondents also mentioned that content should not
contain too many elements, because then it would become chaotic.
The design was also a frequently mentioned reason to like or dislike the social media food content.
The usage of bright colours was appreciated more than dark colours, at least by the 12 participants
who expressed their opinion on colours in the content. Besides, the amount of effort invested by the
makers of the advertising content influenced the appreciation of the content among five adolescents.
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5. Discussion
5.1.

Discussion of the results

The current study aimed to investigate adolescents’ awareness and appreciation of social media food
marketing strategies. A qualitative approach gave in-depth insights from an adolescents’ point of
view, which resulted in criteria by adolescents on whether social media content is appealing and
recognised as an advertisement. These criteria are mainly influenced by the degree to which
commercial messages are integrated in social media content.
With regard to awareness of the food marketing content on social media, the most interesting
finding of this study is that the extent to which adolescents recognise social media content as a
typical food advertisement, is determined by the degree to which the commercial message is
integrated in this content. It was found that subtle posts are less recognisable as advertisements for
adolescents than explicit commercial posts. This is in line with previous research which shows that
children find it difficult to recognise and understand integrated advertising formats (Rozendaal &
Reijmersdal, 2013). The degree to which adolescents recognise social media content as a typical food
advertisement depended on various reasons. The recognition of the content as a typical food
advertisement is enhanced if the content stimulates consumption. According to adolescents this
stimulation can be done by (1) promotional text, (2) the presentation of food in an appealing way
and/or (3) the mention of where the product is available for purchase.
The source of content mainly influenced if social media content was considered a typical food
advertisement or not. When the content is posted by a brand account, adolescents are fully aware of
the commercial intent. The most important determinant for adolescents for distinguishing typical
food advertisements from non-typical food advertisements, is the degree to which a brand and/or
product is depicted clearly. Interestingly, when multiple brands are depicted in a food advertisement,
it can result in a deviant perception. Namely, multiple brands being depicted can cause some
adolescents to perceive social media content as a non-typical food advertisement, because of the
assumption that brands do not collaborate. Generally, this reasoning only occurs with more subtle
posts, i.e. user- or celebrity generated content without a disclosure, but does not occur with explicit
commercial posts.
When adolescents are exposed to user-generated content, they assume that the purpose of the user
is not to sell a product. This is a valid point when this user is a friend or acquaintance, but usergenerated content can also come from influencers who might have commercial intentions. Brands
are interested in collaborating with influencers for promoting products, because influencers’ reach
and trust that followers have in them influences brand attitudes (De Veirman, Cauberghe, &
Hudders, 2017). Previous research showed that exposure to influencer content in which unhealthy
snacks are depicted, leads to an increased intake of unhealthy snacks (Coates, Hardman, Halford,
Christiansen, & Boyland, 2019b).
There was no consensus on recognition of content posted by influencers as a typical food
advertisement. This shows that when commercial messages are more integrated in social media
content, adolescents struggle determining to what extent they are exposed to food marketing. This is
not in line with a recent research in which it was found that adolescents’ recognition of the
sponsored posts as advertising did not differ between content posted by brands or influencers (De
Jans, Van de Sompel, De Veirman, & Hudders, 2020). In this study all the posts contained disclosures,
whereas in the current study none of the influencer posts contained disclosures. This might explain
the deviating results found regarding recognition of influencer posts.
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It can be difficult for adolescents to distinguish social media content with integrated advertisement
from social media content without integrated advertisement. This point of view is supported by the
findings that the use of disclosures clearifies the difference between marketing purposes and a
recommendation based on the celebrities opinion. However, the effect of the usage of disclosures on
adolescents’ awareness is found to differ, because disclosures are not always noticed by adolescents.
This implies that even if it is tried to express the commercial intent more explicitly, it does not always
increase adolescents’ awareness of social media food marketing. This is not in line with a previous
study by Evans et al. (2017) in which the disclosure “Paid Ad” had a significantly positive influence on
ad recognition amongst students aged 18-28 years.
Another interesting finding is that there is a mixed awareness on the amount of exposure to social
media food marketing. Some adolescents encounter their exposure to social media food marketing
as not so much or even state that they are never exposed to advertisements related to food on social
media. However, a recent study by Potvin Kent et al. (2019) shows that adolescents on average are
exposed 189 times per week to food and beverage advertisements in social media applications. This
indicates that adolescents are partly unaware of their large exposure to social media food marketing.
With regard to appreciation of social media food marketing content, adolescents’ general impression
of social media food advertisements is neutral, and their appreciation of social media platforms does
not differ largely. Adolescents’ preferences for the source of the content differs and depends on the
concept of trustworthiness. The participants had different perspectives on which source (brand,
celebrity or friend) is more reliable and base their preference on this perspective. Mixed preferences
based on trustworthiness is not in line with a recent study in which Instagram posts from brands and
influencers were compared. De Jans, Van de Sompel, De Veirman & Hudders (2020) found that brand
posts were perceived as more credible than influencer posts, also resulting in a greater brand liking.
However, this was only found amongst adolescents who were averagely and highly capable of
recognising that a post is an advertisement.
Adolescents’ appreciation of social media food advertisements is influenced by the appearance of
the content, based on the design, the amount of stimuli involved in the advertisement, and whether
the product is displayed in an appealing way. Preferences in characteristics of advertisements were
observed, such as the preference for a short video as format. Besides, adolescents prefer non-core
foods (candy and fast food) over core foods. This preference for unhealthy food is also found in a
recent study in which adolescents responded significantly more positively to unhealthy food
advertising compared to healthy food and non-food advertising. Non-food advertising was also
significantly more positively received than healthy food advertisements (Murphy, Corcoran, TatlowGolden, Boyland, & Rooney, 2020). Previous research showed that non-core foods are more often
being promoted than core foods on social media. Vassallo et al. (2018) found that non-core brands
mostly promote their non-core food menus on social media, neglecting alternatives of core foods.
Further research could investigate to what extent adolescents are exposed more to social media
advertisements of non-core foods than core-foods. These findings could be used for a more
representative sample of food advertisements used in future studies.
To the author’s knowledge no research to date has been conducted which investigated criteria from
an adolescents’ point of view on whether a post was regarded (less) appealing and regarded as (non)typical advertisement. The results of the current study provide interesting preliminary evidence on
adolescents’ different criteria for awareness and appreciation of social media food marketing. The
results do not reflect adolescents’ awareness and appreciation in an actual setting. Therefore, future
research could focus on investigating the effects of these different criteria on their actual
consumption in a real-life setting.
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5.2.

Limitations

In this study, also mainly examples of advertisements including non-core foods are used, because the
researcher came across non-core food advertisements substantially more than core food
advertisements. This may have resulted in examples of non-core food being on the top of the
participants’ minds, which might have influenced their expressed preference for fast food and candy.
An additional limitation involving the selected examples of food advertisements shown, is that
screenshots were used, also when examples of videos were shown. Therefore, the participants were
not fully informed about content of the video, which might have affected the results on their
awareness and appreciation of social media food marketing concerning videos.
Another limitation of this study is that results can be biased by socially desirable responses from the
adolescents. All but one participant said they would think (to different extents) more about food and
beverage advertisements on social media because of the interview. By asking a question about their
awareness resulting from the interview, the participants might have gotten the idea that the purpose
of the interview was to increase their awareness. Therefore, this might be an example in which
socially desirability influenced the responses, which limits the generalisation of the finding that
adolescents’ awareness is increased by the interview.
Considering the fact that barely any research about adolescents’ awareness and appreciation of
social media food marketing has been published, a qualitative research approach was chosen, as it
allows for more in-depth exploration of underlying motivations and considerations on the part of the
adolescents. However, a downside of this explorative research approach is its restrictions on the
number of participants. Although within the small sample it is tried to build a representative sample
of Dutch adolescents, the sample size limits the generalisation of the findings towards the target
group and is, for this reason, a key limitation of this study. Future research would be required to take
a quantitative approach with a more representative sample in order to substantiate the explorative
findings of this study. Such quantitative approach provides opportunities to explore demographical
differences in awareness and appreciation of social media food marketing strategies.

5.3.

Practical implications

In the Food Marketing Defence Model by Harris et al. (2010) it is postulated that an increased
awareness of the commercial intent is the first step for children to resist food marketing. This study
shows that the degree to which the commercial message is integrated in social media content
influences adolescents’ awareness of social media food marketing. This means that the first step in
the Food Marketing Defence Model, increasing awareness, is hindered by integrated advertising
formats in social media food marketing.
The results further suggest that the type of food product promoted influences adolescents’
appreciation of social media food marketing. Adolescents prefer non-core foods (candy and fast
food) over core foods displayed in social media food advertisements. Adolescents appreciating
unhealthy food marketing shows that adolescents lack the ability to resist unhealthy food products.
This underlines that there is still a long way to go towards the ultimate goal of making adolescents
become more resilient to commercial messages that promote unhealthy food and beverages. At the
same time, this emphasises the importance of steps that have to be taken to reach this ultimate goal.
These results support the statement made by several authors that social media marketing has
considerable possibilities to influence the dietary intake of adolescents. Therefore, public health
authorities need to act with regulation or social counter-marketing campaigns as a way of combating
the digital marketing of unhealthy food and beverages (Buchanan et al., 2018; Freeman et al., 2016;
Holmberg et al., 2016; Potvin Kent et al., 2019; Qutteina, Backer, et al., 2019; R. Smith et al., 2019;
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Vassallo et al., 2018). Although disclosures were not always noticed by adolescents, they seem to
increase awareness of the commercial intent, and thus could be useful for further application.
In sum, this explorative research showed that adolescents’ awareness and appreciation of social
media food marketing strategies is influenced by the degree to which commercial messages are
integrated in social media content, mainly depending on the source of the content. Additionally,
adolescents’ awareness is in some cases influenced by disclosures of commercial intent. Adolescents’
appreciation is influenced by the type of product promoted; mainly non-core foods are preferred. By
investigating adolescents’ awareness and appreciation of social media food marketing this research
has attempted to contribute to the ongoing debate on how adolescents can become resilient to
commercial messages that promote unhealthy food and beverages. Adolescents represent the future
consumers in the market. In order to protect them, this study concludes that the effects of
integrated social media advertising formats promoting non-core foods should be further revealed.
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7. Appendices
7.1.

Appendix A: Original study set up

In this appendix it is explain what the original study set up was, and why this had to be changed.
Change of plan
Companies manage to tailor advertising to the specific needs of customers, but there is only limited
evidence on the characteristics of personalised food marketing content on social media. Explorative
research can fill this research gap by giving insights into the characteristics of marketing strategies
used to promote food products. Therefore, the following sub research question was formulated:
Which key characteristics of social media food marketing strategies for adolescents can be
distinguished?
To gain a better insight into adolescents’ exposure to social media food marketing, the original plan
was to conduct social media scrolling sessions with a convenience sample of 15 Dutch and 15
Australian adolescents. This recorded social media marketing content would have been analysed on
different variables, to distinguish different key characteristics of social media food marketing
strategies for adolescents. After the scrolling activity, a semi-structured interview was supposed to
be held, in which the researcher would ask questions in relation to engagement with the social media
platforms viewed. Also, the participators’ awareness and appreciation of the social media food
advertisements encountered would be questioned. In the week the data collection was supposed to
start, it was decided by the research team that this research would be postponed. Due to regulations
on account of the corona virus, face-to-face interviews were no longer possible. Therefore,
unfortunately, content of adolescents’ social media accounts could not yet be collected.
Original method
Participants
To get better insight into adolescents’ exposure to social media food marketing, social media content
scrolling sessions would be conducted with a convenient sample of 15 Dutch and 15 Australian
adolescents (n=30). The participants would range from 13 to 16 years old. The participants were
recruited via email and via personal contacts of the research team. Also, with approval of the two
high schools Pantarijn in Wageningen and Helicon in Kesteren, the researcher visited two classes to
present the study set up and distribute information and informed consent forms to recruit
participants. Informed consent of the parents as well as the child was obtained prior to participation.
Their participation was voluntary and anonymous, i.e. the data collected could not be linked to the
adolescents individually. No information of the purpose of the study was given. To compensate their
participation, Australian participants would receive a $30 voucher and Dutch participants would
receive a €10 voucher.
Procedure
The study protocol was approved by Human Research Ethics Committee (HREC) in Australia.
Informed consent of the parents as well as the adolescent was obtained prior to participation by
sending Informed Consent forms via e-mail. After the signed Informed Consent forms were received,
the researcher sent the participants a link to a short online questionnaire covering key demographics
and social media use. The online questionnaire is implemented with the online survey software
Qualtrics. Based on the completed questionnaires, the research team determined adolescents’
eligibility for the study. A requirement for participation was that the adolescent uses social media at
least once a week. The researcher contacted all eligible the adolescents and their parents to schedule
an appointment for a session at the university. Participants were asked to bring along details of their
favourite social media platforms.
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Participants were supposed to visit the university with or without a parent. During the study, parents
would be asked to wait outside the room where the study was conducted. During the study, the
participants would be asked to log in on their three favourite social media platforms and scroll
through the content for 15 minutes per social media platform, on a tablet provided by the research
team. If the adolescent would only be active on one or two social media sites, the total session would
take 20 or 30 minutes, respectively. After the scrolling activity, a semi-structured interview was
supposed to be held of maximum 15 minutes. During this interview, the researcher would ask
questions in relation to engagement with the social media platforms viewed, and the participators’
awareness and appreciation of the social media food advertisements encountered.
Questionnaire
Table A1. Pre-study questionnaire.

1.

Question
Are you a boy or a girl?

2.

How old are you?

3.

What is your postcode?

1.

2.
3.

Question
In the past month, how often
have you used the social media
platforms in the table? (Select
one answer per row, by means of
an ‘X’). If your social media
platform(s) is/are not listed in the
table, add to the empty rows.
What is your favourite social
media platform?
How much time do you spend on
this social media platform on a
typical day?

A. Socio-demographics
Source
Answer
Baldwin et al (2018)
0= Boy
1= Girl
Added category 2.
2= Other
Baldwin et al (2018)
0=13
1=14
2=15
3=16
Baldwin et al (2018)
<open question>
B. Social media use
Source
Answer
Question and frequency
See Table A2.
categories from ACMA (2013),
social media sites from Social
Media Statistics June 2019.

Media and Technology Usage
and Attitudes Scale (MTUAS)
(Rosen et al, 2013)

4.

What device(s) do you use to
access this social media
platform? (Several options
possible)

Baldwin et al (2018)

5.

What do you primarily use this
social media account for?
(Choose one option)

ACMA (2013)

<social media platforms used, based on
question 1>
0= Not at all
1= 1-30 min
2= 31 min – 1 hour
3= 1-2 h
4= 3 h
5= 4-5 h
6= 6-8 h
7= More than 8 h
0= Computer (desktop or laptop) at home
1= Computer (desktop or laptop) at school
2= Computer (desktop or laptop) at work
3= Mobile phone
4= Tablet (e.g. IPad)
5= Other, please specify:
0= Messaging, talking with friends
1= Creating and sharing photos or videos
2= Viewing posts/updates of friends
3= Connecting with (new) people
4= Joining groups
5= Following the news or latest trends
6= Playing games
7= Organising meetings, parties or events
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6.
7.

What is your 2nd favourite social
media platform?
How much time do you spend on
this social media platform on a
typical day?

Media and Technology Usage
and Attitudes Scale (MTUAS)
(Rosen et al, 2013)

8.

What device(s) do you use to
access this social media
platform?

Baldwin et al (2018)

9.

What do you primarily use this
social media account for?
(Choose one option)

ACMA (2013)

10. What is your 3rd favourite social
media platform?
11. How much time do you spend on
this social media platform on a
typical day?

Media and Technology Usage
and Attitudes Scale (MTUAS)
(Rosen et al, 2013)

12. What device(s) do you use to
access this social media
platform?

Baldwin et al (2018)

13. What do you primarily use this
social media account for?
(Choose one option)

ACMA (2013)

8= Listening to music
9= Other, please specify:
<social media platforms used, based on
question 1>
0= not at all
1= 1-30 min
2= 31 min – 1 hour
3= 1-2 h
4= 3 h
5= 4-5 h
6= 6-8 h
7= more than 8 h
0= Computer (desktop or laptop) at home
1= Computer (desktop or laptop) at school
2= Computer (desktop or laptop) at work
3= Mobile phone
4= Tablet (e.g. IPad)
5= Other, please specify:
0= Messaging, talking with friends
1= Creating and sharing photos or videos
2= Viewing posts/updates of friends
3= Connecting with (new) people
4= Joining groups
5= Following the news or latest trends
6= Playing games
7= Organising meetings, parties or events
8= Listening to music
9= Other, please specify:
<social media platforms used, based on
question 1>
0= not at all
1= 1-30 min
2= 31 min – 1 hour
3= 1-2 h
4= 3 h
5= 4-5 h
6= 6-8 h
7= more than 8 h
0= Computer (desktop or laptop) at home
1= Computer (desktop or laptop) at school
2= Computer (desktop or laptop) at work
3= Mobile phone
4= Tablet (e.g. IPad)
5= Other, please specify:
0= Messaging, talking with friends
1= Creating and sharing photos or videos
2= Viewing posts/updates of friends
3= Connecting with (new) people
4= Joining groups
5= Following the news or latest trends
6= Playing games
7= Organising meetings, parties or events
8= Listening to music
9= Other, please specify:
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Table A2. Answer options social media platform use in pre-study questionnaire.

Social media platform

Never

Once
a
month

Several Once
times a a
month week

Several Once
times a a day
week

Several Once
times a an
day
hour

Several
times
an hour

1. Facebook
2. YouTube
3. Instagram
4. Snapchat
5. Twitter
6. Tumblr
7. Flickr
8. Pinterest
9. MySpace
10. Foursquare/Swarm
11. Periscope
12. TikTok
13. ………………….
14. ………………….
15. ………………….
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Code scheme
Table A3. Code scheme.
Source of variable

Response options

Variables to code

(possible slightly adjusted)

1.

Social media platform

Qutteina, et al., 2019

<name>

2.

Screens shot/recording number

-

<number>

3.

Sub number (in case several foods are shown
within one social media post)
Food mentioned/shown (if applicable)

-

<number>

Qutteina, et al., 2019

<description>

-

<name>

Potvin Kent, et al., 2019

<name>

7.

Source (both direct and indirect, i.e. posted
and/or shared by)
Food brand or company promoted (if
applicable)
Type of post

8.

Format of post

4.
5.
6.

Amount shown/mentioned (per person)1 (if
applicable)
10. Quantity
9.

11. Purpose

Potvin Kent, et al., 2019
-

Qutteina, et al., 2019
Qutteina, et al., 2019 defined
regular as equivalent to one
food serving per person and
excessive as any other portion
size exceeding that.
Adjusted from Qutteina, et
al., 2019

1. Food + brand
2. Brand only
3. Food only
1. Text only
2. Text + photo
3. Text + video
4. Photo only
5. Video only
6. Game
<e.g. 1 glass, 1 plate, handful of
nuts, basket with bananas>
1. Regular
2. Excessive

1.
2.
3.
4.
5.
6.

7.

12. Type of content

Potvin Kent, et al., 2019

8.
1.

2.

Promotion (advertising a
food product/brand)
Promoting something other
than food product/brand
Sharing life moments (e.g.
holiday photos, celebrations)
Artistic (e.g. photography)
Entertainment (e.g. recipes,
movies, news messages)
Informative or educational
(e.g. explanation on how to
eat healthy)
(Critical) opinion of social
media user
Other (add in comments)
Food/brand advertisement
or companies’ posts shared
by their corporate account
or other users
User-generated content
created and shared by a
social media user,
intentionally or
unintentionally promoting a
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3.

4.

13. Following or sponsored

14. Tone of voice

Is similar to the ‘Obvious
Marketing’ variable applied by
Qutteina, et al., 2019
Coates, Hardman, Halford,
Christiansen, & Boyland, 2019

1.
2.
1.

2.

3.

15. Setting

Coates, et al., 2019

1.

2.
3.
4.
16. Social context2

Qutteina, et al., 2019

17. Direct source

-

18. Influencer level

Mentioned by Qutteina, et al.,
2019,
who
used
this
classification as a basis.

1.
2.
1.
2.
3.
4.
5.
6.
1.

2.

food brand or product,
whether or not it is
encouraged by the company.
Celebrity-generated content;
content created and shared
by a celebrity or professional
social influencer (>20,000
followers) in which foods or
brand logos are integrated.
Food marketing embedded
in other web content;
(branded) food products or
logos integrated in social
media content, such as
recipe videos, art and craft
videos, videos of streamed
television content.
Following
Sponsored
Positive adjectives or tone
used to describe product,
happy faces or emoticons
Negative adjectives or tone
used to describe product,
sad/angry faces or
emoticons
Neutral adjectives or tone
used to describe product,
i.e. both positive and
negative or no adjectives
Eating out meal (e.g. fast
food restaurant, coffee
shop, café)
Supermarket (including
market, convenience store)
Home
Other (e.g. park, car, beach;
add to comments)
No
Yes
Food manufacturer or brand
Retailer/supermarket
Restaurant/cafe
Celebrity/ influencer
(>20,000 followers)
Peer/friend
Other (add in comments)
Everyday influencer, with 11,000 followers, that mainly
constitute of family and
friends
Brand advocates who are
satisfied consumers with
one or more followers and
share their positive
experiences with audiences
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3.

4.

5.

6.
19. Product category3 (if applicable)

Potvin Kent, et al., 2019

1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.
17.
18.
19.

20. Core or non-core (if applicable)

Qutteina, et al., 2019 included
this in their analysis: if food
was part of one of the five
main food groups under the
dietary food guidelines. This
included fruits, vegetables,
cereals,
meat
and
alternatives, as well as milk
and alternatives. Food not
belonging to any of these
groups and that is high in
energy yet low in nutrients
such as candy, fried chicken,

20.
21.
1.
2.

Micro-influencers, with
1,000–20,000 followers, who
typically monetize their
accounts
Professional (meso-)
influencers who have
20,000–100,000 followers
Macro-influencers are
represented by talent
agencies and have 100,000–
300,000 followers
Celebrity influencers have
more than 300,000 followers
Chocolate and sugar
confectionery
Cakes, sweet biscuits and
pastries
Savoury snacks
Juices 100%
Milk drinks
Energy drinks
Other beverages
Edible ices
Breakfast cereals
Yoghurt and fermented milk
Cheese
Ready-made and
convenience foods
Butter and other fats and
oils
Bread, bread products and
crisp breads
Fresh or dried pasta, rice
and grains
Fresh and frozen meat,
poultry, fish and similar
Processed meat, poultry, fish
and similar
Fresh and frozen fruit,
vegetables and legumes
Processed fruit, vegetables
and legumes
Sauces, dips and dressings
Other
Core
Non-core
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21. Engagement required

soft drinks, and cakes was
classified as non-core food.
-

22. Comments

-

1.
2.
3.
4.

None
Sharing
Liking
Commenting / provide
opinion
5. Click for more information
6. Click to join a contest
7. Click to play a game
8. Other (add in comments)
<open text>

1

Regular amount when corresponding to the serving sizes recommended per person per meal or excessive if the portion presented
exceeds that amount.
2 Showing food/brand in association with a social context including hanging around friends, celebrating events, spending time with
family, hanging with a gathering of people, shopping, and eating at a restaurant.
3 According to the WHO Europe NP model

Post study questions (in Dutch)
Interviewvragen bewustzijn
1. Denk terug aan de scroll sessies die we hebben gedaan. Wanneer ik je wees op een voedsel
advertentie, hoe vaak had je zelf door dat het om een voedsel advertentie ging?
1: Nooit
2: Zelden
3: Soms
4: Vaak
5: Altijd
[Extra vragen, behalve als bovenstaande antwoord Altijd is]
- Twijfelde je soms of je een voedsel advertentie zag of niet?
- Kan je een voorbeeld geven van een advertentie waarbij je niet zeker wist of het een voedsel
advertentie was?
- Waarom denk je dat je twijfelde of het een voedsel advertentie was?
2. In hoeverre denk je dat je meer bewust bent geworden over voedsel advertenties op social media
tijdens deze scrolling sessie?
1: Niet bewust
2: Een klein beetje bewust
3: Enigszins bewust
4: Redelijk bewust
5: Heel erg bewust
Interviewvragen waardering
Denk terug aan de advertenties die we hebben gezien tijdens de scrolling sessies.
1. Hoe leuk vind je de reclames voor eten en drinken?
1: Helemaal niet leuk
2: Niet zo leuk
3: Neutraal
4: Een beetje leuk
5: Heel erg leuk
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2.
[Als er meerdere social media platforms zijn bekeken]: Op welk social media platform vond je
de voedsel advertenties het meest aantrekkelijk?
- Waarom vond je de voedsel advertenties op {genoemd platform} het meest aantrekkelijk?
3.
Zijn er bepaalde advertenties over eten of drinken die je je met name herinnert?
- [Indien ja]: kan je je herinneren van welk(e) merk(en) de advertentie(s) was/waren?
- Kan je je herinneren welk product werd gepromoot?
- Waarom kan je je deze advertentie(s) met name herinneren?
Ik ga een aantal verschillende vormen van advertenties noemen en dan mag je aangeven of je
bepaalde vormen leuker vindt dan anderen.
4.
De manier waarop advertenties worden getoond of genoemd, dus bijvoorbeeld in een video
of vlog, in foto’s of in een online spelletje.
a.
Welke vorm vind je het leukst?
b. Waarom vind je die leuker dan de anderen?
c. Welke vorm vind je het minst leuk?
d. Waarom vind je die minder leuk dan de anderen?
5.
De bron van advertenties, dus bijvoorbeeld of het is gepost door een influencer, door een
vriend of door een merk zelf.
a.
Welke vorm vind je het leukst?
b. Waarom vind je die leuker dan de anderen?
c. Welke vorm vind je het minst leuk?
d. Waarom vind je die minder leuk dan de anderen?
6.
Advertenties van een bepaalde type eten of drinken, denk bijvoorbeeld aan koekjes,
frisdrank of groente.
a.
Advertenties van welk type voedsel vind je het leukst?
b. Waarom vind je die leuker dan de anderen?
c. Advertenties van welk type voedsel vind je het minst leuk?
a.
Waarom vind je die minder leuk dan de anderen?
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7.2.

Appendix B: Interview protocol (in Dutch)

Introductie (3 minuten)
o
o
o
o

o
o
o

o

Voorstellen: Hallo, ik ben Tjamke Beunke en ik studeer consumentenwetenschappen aan de
Wageningen Universiteit.
Doel: Voor mijn masterscriptie doe ik onderzoek naar wat jongeren vinden van advertenties
op social media over eten en drinken.
Vertrouwelijkheid: Het interview is strikt vertrouwelijk en de gegevens zullen niet voor
andere doeleinden dan voor onderzoek worden gebruikt.
Vrijwillig: Je deelname is geheel vrijwillig. Mocht je tijdens of na afloop van het interview van
gedachte veranderen is het altijd nog mogelijk om met het interview te stoppen of om de
opnames te wissen.
Opnemen: Ik zou het interview graag willen opnemen, zodat ik het later kan terugluisteren.
Ga je hiermee akkoord?
[Opname aanzetten]
Toestemming ouders: Ik heb gevraagd of één van je ouders bij het begin van het interview
aanwezig kon zijn, zodat ik mondeling toestemming kan vragen.
[Vraag gericht aan ouder] De resultaten uit dit interview worden anoniem verwerkt en uw
kind kan zich ten alle tijden terugtrekken uit het onderzoek. Geeft u toestemming dat uw
kind meedoet aan dit onderzoek?
Geruststellen: Voordat we gaan beginnen, wil ik nog zeggen dat dit interview over jouw
mening gaat. Verkeerde antwoorden zijn niet mogelijk.

Algemene vragen (1 minuut)
Wat is je geslacht?
o Jongen
o Meisje
o Anders
Wat is je leeftijd?
o 13
o 14
o 15
o 16
In welke provincie woon je?
o Drenthe
o Flevoland
o Friesland
o Gelderland
o Groningen
o Limburg
o Noord-Brabant
o Noord-Holland
o Overijssel
o Utrecht
o Zeeland
o Zuid-Holland
Wat is je opleidingsniveau?
o VMBO (praktijk, basis, kader, theoretische leerweg)
o HAVO
o VWO/Gymnasium
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Instagram (0-5 minuten)
Heb je een Instagram account?
[Indien nee] Door naar vragen Snapchat.
[Indien ja] Hoe vaak gebruik je Instagram ongeveer?
o Nooit
o 1 keer per maand of minder
o Meerdere keren per maand
o 1 keer per week
o Meerdere keren per week
o 1 keer per dag
o Meerdere keren per dag
o 1 keer per uur
o Meerdere keren per uur
Ik ga je vijf afbeeldingen van Instagram laten zien en ik stel daar een aantal vragen over:
Hoe leuk vind je deze afbeelding? (Appreciation):
o Helemaal niet leuk
o Niet zo leuk
o Neutraal
o Een beetje leuk
o Heel erg leuk
Waarom vind je deze afbeelding {genoemd antwoord}?
Is deze afbeeldingen volgens jou een typische reclame voor eten of drinken? (Awareness)
o Waarom vind je dat?
Snapchat (0-5 minuten)
Heb je een Snapchat account?
[Indien nee] Door naar vragen TikTok.
[Indien ja] Hoe vaak gebruik je Snapchat ongeveer?
o Nooit
o 1 keer per maand of minder
o Meerdere keren per maand
o 1 keer per week
o Meerdere keren per week
o 1 keer per dag
o Meerdere keren per dag
o 1 keer per uur
o Meerdere keren per uur
Ik ga je vijf afbeeldingen van Snapchat laten zien en ik stel daar een aantal vragen over:
Hoe leuk vind je deze afbeelding? (Appreciation):
o Helemaal niet leuk
o Niet zo leuk
o Neutraal
o Een beetje leuk
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o Heel erg leuk
Waarom vind je deze afbeelding {genoemd antwoord}?

Is deze afbeeldingen volgens jou een typische reclame voor eten of drinken? (Awareness)
o Waarom vind je dat?
TikTok (0-5 minuten)
Heb je een TikTok account?
[Indien nee] Door naar vragen Youtube.
[Indien ja] Hoe vaak gebruik je TikTok ongeveer?
o Nooit
o 1 keer per maand of minder
o Meerdere keren per maand
o 1 keer per week
o Meerdere keren per week
o 1 keer per dag
o Meerdere keren per dag
o 1 keer per uur
o Meerdere keren per uur
Ik ga je vijf afbeeldingen van Tiktok laten zien en ik stel daar een aantal vragen over:
Hoe leuk vind je deze afbeelding? (Appreciation):
o Helemaal niet leuk
o Niet zo leuk
o Neutraal
o Een beetje leuk
o Heel erg leuk
Waarom vind je deze afbeelding {genoemd antwoord}?
Is deze afbeeldingen volgens jou een typische reclame voor eten of drinken? (Awareness)
o Waarom vind je dat?
Youtube (0-5 minuten)
Heb je een Youtube account?
Hoe vaak gebruik je Youtube ongeveer?
o Nooit
o 1 keer per maand of minder
o Meerdere keren per maand
o 1 keer per week
o Meerdere keren per week
o 1 keer per dag
o Meerdere keren per dag
o 1 keer per uur
o Meerdere keren per uur
[Indien nooit] Door naar ‘algemene vragen waardering’.
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Ik ga je vijf afbeeldingen van Youtube laten zien en ik stel daar een aantal vragen over:
Hoe leuk vind je deze afbeelding? (Appreciation):
o Helemaal niet leuk
o Niet zo leuk
o Neutraal
o Een beetje leuk
o Heel erg leuk
Waarom vind je deze afbeelding {genoemd antwoord}?
Is deze afbeeldingen volgens jou een typische reclame voor eten of drinken? (Awareness)
o Waarom vind je dat?
Algemene vragen waardering (5 minuten)
Wanneer er reclame wordt gemaakt voor eten en drinken, hoe leuk vind je dat?
o
o
o
o
o

Helemaal niet leuk
Niet zo leuk
Neutraal
Een beetje leuk
Heel erg leuk

Denk terug aan de afbeeldingen die je tot nu toe hebt gezien, maar ook aan je ervaring met social
media in het algemeen. Wat maakt dat je bepaalde manieren van voedsel adverteren LEUKER vindt
dan anderen?
o Format: Zijn ze leuker als ze worden getoond in een video of vlog, in foto's,
animaties, of in een online spelletje? Of als ze worden getoond op een
andere manier?
o Bron: Zijn ze leuker als ze komen van een het merk zelf? Of van bekende
mensen met veel volgers? Of van vrienden/kennissen? Of van andere
organisaties of mensen die ik nu niet heb genoemd?
o Type voedsel: Zijn ze leuker als ze een bepaald soort eten of drinken
promoten, zoals frisdrank, cake/taart, groente of fruit, of snoep? Of een
ander soort voedsel of drank?
Wat maakt dat je bepaalde manieren van voedsel adverteren MINDER LEUK vindt dan anderen?
o Format: Zijn ze leuker als ze worden getoond in een video of vlog, in foto's,
animaties, of in een online spelletje? Of als ze worden getoond op een
andere manier?
o Bron: Zijn ze leuker als ze komen van een het merk of voedingsbedrijf zelf?
Of van bekende mensen met veel volgers? Of van vrienden/kennissen? Of
van andere organisaties of mensen die ik nu niet heb genoemd?
o Type voedsel: Zijn ze leuker als ze een bepaald soort eten of drinken
promoten, zoals frisdrank, cake/taart, groente of fruit, of snoep? Of een
ander soort voedsel of drank?
Op welk social media platform vond je de voedsel advertenties het meest aantrekkelijk?
o Waarom vond je de voedsel advertenties op {genoemd platform} het meest aantrekkelijk?
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Algemene vragen bewustzijn (3 minuten)
o

Wat is volgens jou het verschil tussen wanneer iets reclame is en wanneer iets geen reclame
is op social media?

o

Wordt er volgens jou veel reclame voor eten en drinken gemaakt op social media?
o Waarom vind je dat?

o

Wordt er denk je op bepaalde social media platforms meer reclame gemaakt voor eten en
drinken dan op andere platforms?
o Waarom denk je dat?

o

Is er een reclame voor eten of drinken die je de afgelopen dagen op social media voorbij hebt
zien komen en nog specifiek herinnert?
o Wat voor een product/merk was dit?
o Weet je nog wie de advertentie had geplaatst?
o Waarom denk je dat je deze reclame specifiek onthouden hebt?

o In hoeverre denk je door dit interview meer na over advertenties van eten en drinken op
social media?
o Niet veranderd
o Een beetje meer
o Veel meer

Afsluiting (3 minuten)
o Bedanken: Bedankt voor het meewerken aan dit interview!
o Samenvatting: Samenvatting geven wat aan bod is gekomen in het interview.
o Opmerkingen en vragen: Zijn er nog dingen die je graag wilt vermelden? Heb je nog vragen?
o Verwerking: De informatie die ik heb gekregen uit dit interview ga ik verwerken in mijn
scriptie.
o Contact: Mag ik eventueel nog achteraf contact opnemen als er onduidelijkheden zijn?
o [Opname uitzetten]
o Presentje geven: Nogmaals bedanken en vermelden dat ik een cadeaubon van €7,50
(digitaal) opstuur.
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7.3.

Appendix C: Information Document Participants (in Dutch)

Dr. Ellen van Kleef
Marktkunde en Consumentengedrag
Departement Maatschappijwetenschappen
Wageningen University & Research
Telefoonnummer: +31 317482205
Email: Ellen.vankleef@wur.nl

Onderzoeksproject ‘Voedingsmiddelen marketing op social media’
Beste lezer,
Voor ons onderzoek naar voedseladvertenties op social media zijn we op zoek naar deelnemers van 13 tot en
met 16 jaar oud, die regelmatig actief zijn op social media sites. Val jij hieronder en heb je interesse om mee te
doen aan een interview over voedseladvertenties op social media? Lees dan onderstaande informatie.
Deelname aan dit onderzoek houdt het volgende in:
-

-

Tijdens het onderzoek zal je via Skype met de onderzoeker (Tjamke Beunke) videobellen;
Aan het begin van het interview zal een ouder/voogd ook kort aanwezig zijn om mondeling
toestemming te geven voor jouw deelname;
Tijdens het interview laat de onderzoeker voorbeelden zien van social media advertenties van social
media pagina’s waarop jij actief bent. Dit zal de onderzoeker doen door het scherm met je te delen.
De onderzoeker vraagt je vervolgens naar je mening over deze advertenties;
Het interview zal 30-45 minuten duren;
Na deelname aan dit onderzoek ontvang je een digitale waardebon ter waarde van 7,50 euro per mail
opgestuurd;
Na het interview zal ik het gesprek analyseren en de resultaten gebruiken voor mijn scriptie;
Het interview is strikt vertrouwelijk en de gegevens zullen niet voor andere doeleinden dan voor
onderzoek worden gebruikt;
Je deelname is geheel vrijwillig. Mocht je tijdens of na afloop van het interview van gedachte
veranderen is het altijd nog mogelijk om met het interview te stoppen of om de opnames te wissen;
Het is mogelijk om een samenvatting aan te vragen van de uitkomsten van het onderzoek.

In het geval dat je vragen hebt, kan je deze stellen via tjamke.beunke@wur.nl.
Als je mee wilt doen en je ouders ook bereid zijn om toestemming te geven, kunnen we per mail een afspraak
inplannen voor het interview.
Met vriendelijke groet,
Tjamke Beunke

Dit project is goedgekeurd door de Sociaal Ethische Commissie (SEC) van Wageningen University & Research (WUR). Mocht
je vragen of opmerkingen hebben over je rechten als deelnemer, of je hebt een klacht over de manier waarop dit onderzoek
wordt uitgevoerd, kun je dit bespreken met dr. Ellen van Kleef, telefoonnummer: 0317-482205, email:
ellen.vankleef@wur.nl.
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7.4.

Appendix D: Selected examples social media content

Figure D1. Example I1: first example shown to participants active on Instagram.

Figure D2. Example I2: second example shown to participants active on Instagram.
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Figure D3. Example I3: third example shown to participants active on Instagram.

Figure D4. Example I4: fourth example shown participants active on Instagram.
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Figure D5. Example I5: fifth example shown to participants active on Instagram.

Figure D6. Example S1: first example shown to participants active on Snapchat.
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Figure D7. Example S2: second example shown to participants active on Snapchat.

Figure D8. Example S3: third example shown to participants active on Snapchat.
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Figure D9. Example S4: fourth example shown to participants active on Snapchat.

Figure D10. Example S5: fifth example shown to participants active on Snapchat.
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Figure D11. Example T1: first example shown to participants active on TikTok.

Figure D12. Example T2: second example shown to participants active on TikTok.
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Figure D13. Example T3: third example shown to participants active on TikTok.

Figure D14. Example T4: fourth example shown to participants active on TikTok.
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Figure D15. Example T5: fifth example shown to participants active on TikTok.

Figure D16. Example Y1: first example shown to participants active on Youtube.
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Figure D17. Example Y2: second example shown to participants active on Youtube.

Figure D18. Example Y3: third example shown to participants active on Youtube.
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Figure D19. Example Y4: fourth example shown to participants active on Youtube.

Figure D20. Example Y5: fifth example shown to participants active on Youtube.
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7.5.

Appendix E: Code book (codes in Dutch)

Deductive codes
Inductive codes
Selected codes: 346
Code groups: 13
Bewustzijn - 9 codes
Bewust commerciële intentie influencer
Bewustzijn door interview: Een beetje meer
Bewustzijn door interview: Meer
Bewustzijn door interview: Niet meer
Bewustzijn door interview: Veel meer
Geen reclame onthouden
Niet bewust van product
Onbewust over reclame
Wel reclame onthouden
Gebruik platform - 18 codes
Gebruik Instagram: 1 keer per uur
Gebruik Instagram: Meerdere keren per dag
Gebruik Instagram: Meerdere keren per uur
Gebruik Instagram: Nooit
Gebruik Snapchat: 1 keer per dag
Gebruik Snapchat: 1 keer per uur
Gebruik Snapchat: Meerdere keren per dag
Gebruik Snapchat: Meerdere keren per uur
Gebruik Snapchat: Meerdere keren per week
Gebruik Snapchat: Nooit
Gebruik TikTok: 1 keer per dag
Gebruik TikTok: Meerdere keren per dag
Gebruik TikTok: Meerdere keren per week
Gebruik TikTok: Nooit
Gebruik Youtube: 1 keer per dag
Gebruik Youtube: Meerdere keren per dag
Gebruik Youtube: Meerdere keren per week
Hoeveelheid reclame - 11 codes
Heel veel reclame
Hoeveelheid reclame gelijk
Meeste reclame Instagram
Meeste reclame Snapchat
Meeste reclame TikTok
Meeste reclame Youtube
Minste reclame Snapchat
Minste reclame TikTok
Nooit reclame
Veel reclame
Weinig reclame
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Platform meest aantrekkelijk - 5 codes
Instagram meest aantrekkelijk
Reden platform meest aantrekkelijk
Snapchat meest aantrekkelijk
TikTok meest aantrekkelijk
Youtube meest aantrekkelijk
Reden geen typische reclame - 40 codes
Aandacht niet bij product
Doel is anders
Door gebruiker geplaatst
Gaat over product ipv merk
Geen informatie
Geen link
Geen positieve eigenschappen vermeld
Geen prijs
Geen prijs
Geen toestemming McDonalds
Geen vermelding commerciële intentie
In video verwerkt
Indirecte reclame
Influencer doet vergelijkbare opdrachten
Kleding niet bewust gekozen
Meerdere merken
Merk niet duidelijk in beeld
Merk niet onherkenbaar gemaakt
Nepproduct
Niet aantrekkelijk
Niet bewust van reclame
Niet gemaakt
Onbedoelde reclame
Onduidelijk waar verkrijgbaar
Onduidelijk waarvoor reclame
Onopvallend niet typisch
Onprofessioneel
Opdrachten door kijkers bedacht
Product niet aan geprijsd
Product niet duidelijk in beeld
Product niet genuttigd
Reclame voor spelletje ipv voedsel
Spel niet goed genoeg voor sponsoring
Spoort niet aan tot consumptie
Tekst niet typisch
Toevallig logo in beeld
Verwerkt in spelletje
Vorm niet typisch
Weinig over nagedacht
Ziet geen vergelijkbare reclames
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Reden negatieve waardering - 37 codes
Achtergrond negatief
Commerciële intentie duidelijk negatief
Dagelijks leven negatief
Doel onduidelijk
Drukke afbeelding
Effect reclames
Eten bezorgd negatief
Gedoe downloaden app
Geen aandacht voor advertentie
Geen leuk spelletje
Geen mooie vormgeving
Gemaakt
In scene gezet
Influencer negatief
Inhoud niet interessant
Kleur negatief
Koopt zelf weinig eten
Lettertype negatief
Locatie winkel
Niet van plan te kopen
Niet vrolijk
Onopvallend negatief
Onorigineel
Onoverzichtelijk
Overdreven
Product niet duidelijk negatief
Saai
Simpel negatief
Slechte kwaliteit
Snapcode
Spreekt niet aan
Standaard spelletje
Tekst onduidelijk
Voedselverspilling
Weinig te zien
Werking onduidelijk
Zomaar genomen
Reden positieve waardering - 51 codes
Aanbeveling positief
Achtergrond positief
Alsof je hebt gewinkeld
Bekend persoon
Commerciële intentie duidelijk positief
Dagelijks leven positief
Duidelijk waar het over gaat
Duidelijk waar verkrijgbaar positief
Duidelijk waarvoor reclame positief
Duidelijk welke actie ondernemen
Eten bezorgd positief
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Gezond
Goede reviews
Goedkoop
Grappig om te zien
Gratis product positief
Houdt van spelletjes
In eerste instantie geen reclame
Influencer positief
Klein bedrijf
Kleur positief
Leuk spelletje
Merk positief
Mobiel in beeld
Modern
Mooie vormgeving
Onopvallend positief
Opvallend
Origineel
Overzichtelijk
Product aantrekkelijk weergegeven
Product duidelijk positief
Simpel positief
Sportief
Subtiele reclame
Tekst positief
Tijd in gestopt
Veel downloads
Veel likes
Veel te zien
Veel views
Veel volgers
Verder willen kijken
Vergelijkbaar met Pinterest
Verpakking positief
Verzoek tot reactie
Vrolijk
Werking duidelijk
Winactie positief
Zin in product
Zou zelf vergelijkbare foto maken
Reden wel typische reclame - 39 codes
Aanbeveling typisch
Aantrekkelijk
Bewust met voeding
Bron wel typisch
Door merk geplaatst
Downloaden app
Duidelijk waar verkrijgbaar typisch
Duidelijk waarvoor reclame typisch
Duidelijk wat je met app kunt
Goed over nagedacht
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Gratis product typisch
Groot bereik
Influencer gesponsord
Link
Magazine
Merk duidelijk in beeld
Merk duidelijk in beeld: extra vermeld in afbeelding
Merk duidelijk in beeld: in tekst
Overdreven typisch
Positieve eigenschappen vermeld
Prijs
Product duidelijk in beeld
Product duidelijk in beeld: Influencer laat product duidelijk zien
Producten in thema van merk
Professioneel
Simpel typisch
Spoort aan tot consumptie
Tags
Tekst wel typisch
Vergelijkbaar met tijdschrift reclame
Vergelijkbaar met tv-reclame
Vermeld luxeproduct
Vermelding commerciële intentie
Vermoeden dat influencer product aanprijst
Vormgeving typisch
Werking uitgelegd
Winactie typisch
Ziet vaker vergelijkbare spelletjes
Ziet vergelijkbare reclames
Voorkeur bron - 11 codes
Geen voorkeur bron
Reden geen voorkeur influencers
Reden geen voorkeur merk
Reden voorkeur influencer
Reden voorkeur merk
Reden voorkeur vrienden
Voorkeur bron negatief: Bekend persoon
Voorkeur bron negatief: Merk
Voorkeur bron positief: Bekend persoon
Voorkeur bron positief: Merk
Voorkeur bron positief: Vriend/kennis
Voorkeur type product - 6 codes
Type product negatief
Type product negatief: Core
Type product negatief: Non-Core
Type product positief
Type product positief: Core
Type product positief: Non-Core
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Voorkeur vorm - 13 codes
Geen voorkeur vorm
Reden geen voorkeur foto
Reden geen voorkeur spelletje
Reden geen voorkeur video
Reden voorkeur foto
Reden voorkeur spelletje
Reden voorkeur video
Vorm negatief: Foto
Vorm negatief: Spelletje
Vorm negatief: Video
Vorm positief: Foto
Vorm positief: Spelletje
Vorm positief: Video
Waarderingscijfers - 76 codes
Waarderingscijfer algemeen: 2
Waarderingscijfer algemeen: 3
Waarderingscijfer algemeen: 4
Waarderingscijfer I1: 2
Waarderingscijfer I1: 3
Waarderingscijfer I1: 4
Waarderingscijfer I2: 1
Waarderingscijfer I2: 2
Waarderingscijfer I2: 3
Waarderingscijfer I2: 4
Waarderingscijfer I3: 1
Waarderingscijfer I3: 2
Waarderingscijfer I3: 3
Waarderingscijfer I3: 4
Waarderingscijfer I3: 5
Waarderingscijfer I4: 2
Waarderingscijfer I4: 3
Waarderingscijfer I4: 4
Waarderingscijfer I4: 5
Waarderingscijfer I5: 2
Waarderingscijfer I5: 3
Waarderingscijfer I5: 4
Waarderingscijfer S1: 2
Waarderingscijfer S1: 3
Waarderingscijfer S1: 4
Waarderingscijfer S1: 5
Waarderingscijfer S2: 1
Waarderingscijfer S2: 2
Waarderingscijfer S2: 3
Waarderingscijfer S2: 4
Waarderingscijfer S3: 2
Waarderingscijfer S3: 3
Waarderingscijfer S3: 4
Waarderingscijfer S4: 2
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Waarderingscijfer S4: 3
Waarderingscijfer S4: 4
Waarderingscijfer S4: 5
Waarderingscijfer S5: 2
Waarderingscijfer S5: 3
Waarderingscijfer S5: 4
Waarderingscijfer S5: 5
Waarderingscijfer T1: 2
Waarderingscijfer T1: 4
Waarderingscijfer T2: 2
Waarderingscijfer T2: 3
Waarderingscijfer T3: 1
Waarderingscijfer T3: 2
Waarderingscijfer T3: 3
Waarderingscijfer T4: 2
Waarderingscijfer T4: 3
Waarderingscijfer T4: 4
Waarderingscijfer T4: 5
Waarderingscijfer T5: 2
Waarderingscijfer T5: 3
Waarderingscijfer T5: 4
Waarderingscijfer T5: 5
Waarderingscijfer Y1: 2
Waarderingscijfer Y1: 3
Waarderingscijfer Y1: 4
Waarderingscijfer Y1: 5
Waarderingscijfer Y2: 2
Waarderingscijfer Y2: 3
Waarderingscijfer Y2: 4
Waarderingscijfer Y2: 5
Waarderingscijfer Y3: 1
Waarderingscijfer Y3: 2
Waarderingscijfer Y3: 3
Waarderingscijfer Y3: 4
Waarderingscijfer Y3: 5
Waarderingscijfer Y4: 1
Waarderingscijfer Y4: 2
Waarderingscijfer Y4: 3
Waarderingscijfer Y4: 4
Waarderingscijfer Y5: 3
Waarderingscijfer Y5: 4
Waarderingscijfer Y5: 5
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Wel/Geen reclame - 28 codes
I1 Wel/Geen Typische reclame
I2 Wel/Geen typische reclame
I3 Wel/Geen typische reclame
I4 Wel/Geen typische reclame
I5 Wel/Geen typische reclame
S1 Wel/Geen typische reclame
S2 Wel/Geen typische reclame
S3 Wel/Geen typische reclame
S4 Wel/Geen typische reclame
S5 Wel/Geen typische reclame
T1 Wel/Geen typische reclame
T2 Wel/Geen typische reclame
T3 Wel/Geen typische reclame
T4 Wel/Geen typische reclame
T5 Wel/Geen typische reclame
Verschil wel/geen reclame: (On)Bewust
Verschil wel/geen reclame: Aansporen consumptie
Verschil wel/geen reclame: Betaald
Verschil wel/geen reclame: Doel verkopen
Verschil wel/geen reclame: Duidelijk welk merk
Verschil wel/geen reclame: Focus op product
Verschil wel/geen reclame: Merk vs. UGC
Verschil wel/geen reclame: Promotietekst
Y1 Wel/Geen typische reclame
Y2 Wel/Geen typische reclame
Y3 Wel/Geen typische reclame
Y4 Wel/Geen typische reclame
Y5 Wel/Geen typische reclame
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