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2016 reports



Assumptions

Teens: “I just ignore the ads”

Parents: “They don’t pay any attention to them”

Regulators/industry: Teens have advertising literacy – can 

choose not to act, or to make ‘healthy choices’



How do teens respond 

to ads in social media?



..

https://www.mdpi.com/1660-4601/17/7/2181

https://www.mdpi.com/1660-4601/17/7/2181
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Created profiles using teen names and 

content

Integrated ads

3x3 design:

Unhealthy-, healthy- and non-food ads

From celebrities, brands and peers 

Teens, 13-17y, n=151
Study 1: n = 72; 13–14 years; M = 13.56 y, SD = 0.5 

Study 2: n = 79, 13–17 years, M = 15.37 y, SD = 1.35

Viewed fictitious peers’ FB content 
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• Impression of this person? = Evaluation of others from 
their social media content

• How likely to share? = Network effects + self-
presentation, social identity

Peer, social, 

network effects



• Free recall

• Prompted recognition, from list of 56 

• 30 brands from study + 20 distractors
Memory
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Unhealthy > non-food > healthy

• Duration of viewing

• Evaluation of peers

• Likelihood to share with peers

• Free recall

• Prompted recognition

‘Ignoring’ and ‘choosing’ ?



Global 
research

Consumption studies: Children and teens eat more after 
viewing ads for unhealthy foods, compared to non-
foods or healthy foods

• Holiday camps - TV & game ads (Norman et al 2018a, 2018b)

• YouTube influencer promotion (Coates et al 2019a, 2019b)

• Ads on websites and social media (Buchanan et al 2017 & others)

• Advergames studies (Folkvord et al – coming up next!)

Exposure and power studies Extensive advertising, many platforms

Conclusions:

• brands employ strategies to target adolescents and particularly 
encourage their engagement and increase virality 

• food brands and content reaching or aimed at children are 
dominated by unhealthy items 

• children (including adolescents) interact with food marketing in 
digital and social media

• it results in eating more food (and more unhealthy items)
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