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Research Highlights
STUDY 1: Marketing to Children on Social Media Applications

1 72% of participants were exposed to food marketing while using their favourite
social mediapplications.

T The companies promoted the most frequentl
Starbucks (1%), PepsiCo (9%), Mars (5%), Gs€ola (5%) and Restaurant Brand
International (5%).

1 The most frequently promoted food categories were fast food (44%), sugar
sweetened beverages (9%), candy and chocol&@®s $nacks&%) and alcohol
(5%).

1 According to the Bn American Healtlrganization Nutrient Profile Mod¢PAHO
NPM), 85% of food and beverage products were categorized aprorassed and
97%were deemedighin fat, sodium, or free sugars.

1 We estimated that children likely see food marketingocial mediapps 11times
per week on average. On a yearly basis, this means that children likely see an
average ob772instances of food marketing per yeathese applications

STUDY 2: Marketing to Children on Gaming Applications

1 A total of 10 foodadvertisementaereseen by participant3he most frequently
advertised food category was fast food (n=7).

1 According to the PAHO NPM, four of the six products (66%) advertised were
categorized as ultrprocessed andere deemedighin fat, sodium, or free sugars.

1 Weestimded that childrerlikely see on average&food ads per week playing
gaming apps. On a yearly basis, this means that childreansseerage about 54
food advertisemenis gaming apps

1 Twelve gaming app9%o) featured food themes and 66% (n=8) ohitieatured
foods thatcould be considered unhealthy including candy, chocolate, cakes, cookies,
soft drinks, icecream, and fadbod. Theseapps were played by 16% pérticipants
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Background

Childhood obesity in Canada has increasedftldsincethel 9 7006s whi |l e obesit
adolescents has tripled in the last 30 yeai®)(I'he dietary behaviors of Canadian youth

are also poor and amacterized by excessive intaddesodium and sugar, ahow

consumption ofruit and vegetableg-5). Toimproveb i | dr ends diets and c
World Health Organizatiohas urgeatountriesto adopt policies thdtmitc hi | dr en 6 s
exposure to marketing that promotes unhealthy foods and beverages that are high in fat,

sodium and sugd6). Such action has beeaaommended because an extensive body of

research has shown that food marketing contributes to childhood obesity and shapes

childrerd dietary behaviagby influencing their shofterm food intaketheir food

preferencesnd their food purchase requestsl().

In Canadaexcept for Quebec, food and beverage advertising to children-regelated by

18 large companies that participate in a voluntary initiative ctilesl Chi | drend6s Foo
Beverage Advertising Initiative (CA[L1). Eight participatingcompanies have committed

to exclusively advert i suederfizhyeaastolth school®angim oduct s
various media, including the Internet and on mobile devices, while the remaining eleven
companies have pledged to not advetisehildrenat allwhen certain conditions are met

(11). Research evaluating the CAIl has concludedithanot protecting children

sufficiently from unhealthyfood and beveragadvertisingon television(12-16) or in digital

media (7). This lack of effectivenashas been attributed to several factors including its

voluntary natureits use of high audience thresholtsdlenient nutrition criterias well as

its limited scopeg(12,1316).

Children and teens aracreasinglybeing targetetby digitalfood marketingon desktop

computers, tabletsr smartphone§l8-21). Recentresearcltonducted in Canadeas

demonstrated thalhereis alarge volume ofinhealthyfood advertisementen child and
adolescenpreferredwebsites(17,22). Very little research has examinether forms of

digital marketing such as advertising that is integrated into applications (apps) favoured by
children and teengind textand email advertisements (20Yet, the potential of marketers

to reach Canadian iitiren and youth online and on mobile devices is gasahe quarter

(24%) of fourth and fifth gradex®vn a cell phone or a smartphone ahdost a third 1%

have regul ar acces $3).tBpgrasla?, madf bR of éildereocdvisa p hone
phane andat least two third§67%6) usesocial medig23).

Theprimaryobjective ofthisresearclwastoexaminechi | dr ends exposure to
beverage marketingnasmartphones and tabl@tsfree social mediapplicationgstudy1)

and in freggamingapplications (study 2'he secondary objective was to examine the

healthfulness of thiBbod marketing.lt washypothesized that the frequency of food and
beverageadvertisingn free gamingandsocial mediaappswould be high and that the

healthfulnes®f the foods and beverages advertigedild be poor, asesearch has shovim

other media.
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STUDY 17 EXPOSURE TO FOODMARKETING IN SOCIAL MEDIA APPLICATIONS

Methods

A total of 101 children and adolescents (agd$) were recruited from 4 community
centres in Ottawa in various so@conomic communities. Using the smartphone or tablet
that they usually use during their leisure tinpasticipants weraskedo use twoof their
favouritesocial mediappsfor 2 periods of 5 minutes, choosing fratist of 5social
mediaapps deemed to llke most popular amongoung peopléFacebookinstagram
SnapchatTwitter andYouTubg. Participants also wore Tobii Pro Glasses 2
(https://www.tobiipro.cony/whichrecorded what they saw while using tygps. These
recordings were later reviewed to identitgtance®f food marketingIn addition, a survey
was compl eted about each childés sociodemogr
ethnicity), their useof mobile devicesandsocial media application§€hildren aged 6 to 11
yearswere asked to complete this questionnaire with their parteath child was
compensated for their participation with a $10 gift dandh a grocery store, dollar store,
toy store ocinema

Content analysis ofocial mediaapps andnstances of food marketingdvertisements
The video footage of each app used by participants was analyzed for the pre$eode of
marketingincluding: (1) food advertisements (2) ugeneratedood marketing3)
celebritygeneratedood marketingor (4) food marketing embedded in other web content
(see Table 1)

Table 1. Definitions ofytpes of food marketing
Definition

Banner and video ads meadiaeithen

Food advertisements shared by their corporate account or other social media usel

User-generatedfood A picture or video uploaded and shared by a social media ug
marketing that promoted a food brand or product

Celebrity-generated Branded foogroducts or logos that are seen in content

food marketing produced and shared by w&hown figures on social media

Food marketing
embedded in other
content

Food marketing seen in recipe videos, art and craft videos a
other entertainment content
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The instances of food marketing were categorized as promoting egheciéicproduct or
a brand (if they featured only a company logo or an unidentified branded food item). They
were also categorized by food company, and by food category.

Nutritional analysis

Thenutritioninformation ofpromotedioodswaspreferentially taken from the Canadian
company websites folllowed lifie Nutrition Facts table found in store, U.S. company
website, or the Canadian Nutrient File. Information collected inclededy (calories)

total fat (g), saturated fat (g), trans fat (g), sodium (mg), carbohydrates (g), fibre (g), sugar
(9), and protein (g) per serving size.

The healthfulness gdfromotedfoods was assessed using the Pan American Health

Organization NutrienProfile Model (PAHO NPM) 27). All product ads were classified

according to whether they weegcessivén total fat (if total fat accountedlor O 30 % o f
tot al calories), saturated fat (O0O10% of tot a
( O@mgperialorig , and free sugar @4).(eywertwalsof t ot al c.
classified agxcessiver notin one of these nutrig¢s

Statistical analysis

Data was analyzed using SPSS 24.0 (IBM, 20D@scriptive statistics were used to
describegpar t i ci pant swhichappdheyauset a@uring the studysthe time they
usually spendisng mobile deviceandapplicationsas well agheir exposure to food
marketing.

Using data from the entire sampleetveeklyexposurego food maketingwas calculated by
multiplying the averagaumber of food marketing instancgsen per participant per minute
and multiplying it by the average lengthtime children speshusingsocial mediapps over
5 typical weekdays and 2 typical weekend days.

Results

Characteristics of participants
Overall, 101 children and adolescents participated in the stixy. sociodemographic
characteristics are presented in Tdble

Media use

As shown in Table 3, on a typical weekday, participants reported spending on average 31
(SD = 53) minutes using a tablet a8l (SD = 108) minutegsing a smartphone during their
leisure time. On a typical weekend day, the average time spent using anablet

smartphone reached one hour or more (66 (SD = 108) minutes and 124 (SD =138) minutes,
respectively).

Social media apps used by participants
For this study, the most frequently used social media app was YouTube (n=65) followed by
Instagram (n=51), S&pchat (n=41), Facebook (n=12) and Twitter (n=4).

6
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Characteristics n (%)
Gender
Male 44 (44)
Female 56 (55)
Does not identify amale or female 1(2)
Age (years)
7-12 54 (53)
1316 47 (47)
Race
White 71 (70)
Black 10 (10)
Other 20(20)
Languagé
French 16 (16)
English 84 (84)
Annual household income
Less than $50,00 10 (10)
$50,000%$99,999 15 (15)
$100,000 and ove 56 (%)
Do not know 1(2)
Refuse to answer 19 (19)
Language in which the survey was completed
%Income before taxes and deductions
Table3. Participants6é use of tablets, smartphon

during their leisure time

Weekday Weekend day
Time Spent Median Mean Median Mean
(range) (SD) (range) (SD)
Using a tablel 0 min 30 min 30 min 65 min
(0-5 hr) (53 min) | (0-12hr) | (1.8 hr)
Using a smartphon| 45 min 86 min 60 min 124 min
(0-8 hr) (1.8 hr) (0-20 hr) | (2.3 hr)
Playing a gaming ap| 30 min 41 min 60 min 73 min
(0-6.5hr) | (2.0hr) (0-7 hr) (2.4 hr)
Using a social mediaag 30 min 65 min 60 min 103 min
(0-7 hr) (2.35hr) | (0-11 hr) (2 hr)
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Chi |l dr e n Otsfood marketsrg r e

Seven out of teparticipanty72%)were exposed ttbod marketingwhile using their
favouritesocial mediapplicationsCollectively, participantssiewed215 instances of food
marketing.In termsof frequency participans were exposetetweerD to 12 timesandan
average of 2.{SD=2.6)timesper10-minuteperiod.

Of the215exposures téood marketingthat weradentifiedin this study, Bout half (51%)
of theseinstancesvere food advertisements3% and 11% were useand celebrity
generategrespectively, and the remang (20%) wereembedded in other web content.
More than two thirds of food marketiegposure$72%)featured products while 28%
promoted brands'Themost promoted companies wévic Do n a | d fltowed kby5 %)
Starbucks 11%), PepsiCo (9%), Mars (5%), Co€zola (5%)and Restaurant Brand
International5%). The most frequentlpromotedfood categaeswerefast food (44%),
sugar sweetened beverages (¥owhich 63% weresoft drinks 32% wereiced tea, an&%
weresweetened milk alternativegandy and chocolate$%), snacks §%) and alcohol
(5%). Examples of the food marketisgen by participants are presentedppendixl.

Healthfulness ofpromotedfood and beverage

As for the healthfulness piromotedproductg(n=147), according to the?eAHO NPM, &%
of food and beverage products were categorized asputiciessed an@7% were deemed
excessiven eitherfat (total saturatedr tran3, sodium, or free sugars (Takle

Table4. Healthfulness of branded products seen by children when using sodialapes
according to PAHO NPM (N=215)

All sources of
exposure
n (%)
Level of processing
Minimally processeq 20 (14)
Processe( 2 (1)
Ultra-processeq 126 (85)
Nutritional analysis’
Excessiven total fat 97 (66)
Excessiven saturated fa 84 (57)
Excessiven trans fat 26 (18)
Excessiven sodium 79 (54)
Excessivan free sugarg 72 (49)
Excessiven at least one nutrier 142 (97)

based on theAHO NPM

Estimated weekly exposure to food and beverage advertisemestxial media

applications

We estimated that children see on average 0.21 instances of branded content per minute on
freesocial mediapplicationsor 111 instances of food marketing per weék a yearly
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basis, this means that children may see an averdgf @fnstances of foodharketing in
social mediapps.

STUDY 217 EXPOSURE TO FOOD ADVERTISING IN GAMING APPLICATIONS

Methods

The methodology of this study was very similar to the study on social media applications. In
the gaming app study,tatal of 93 children andadolescents (agesi®) were recruited from

5 community centres i@ttawa Each child played their two favorite free gaming apps for

five minutes each, using the smartphone or tablet they usuallWige playing these

games, they wor€obii Pro Glasse? (https://www.tobiipro.cony/and herecordingfrom

these sessionserethenreviewed to identityood marketingnstanceshat appeared during

the period of gamingpp useEachchild completed the sansociodenographicsurvey that

was previously described amés compensated for their participatesper the previous

study.

The methodology regarding thertent analysis ajamingappfootage and the
advertisementseenthe nutritionalassessmemf promotedfoods the estimation of
exposure and the statistical analyasesereplicatedas per the previous study.

Results

Characteristics of participants
Overall, 93 children and adolesus participated in the study (see Table 5).

Media use

On a typicalWweekday, participants reported spending on average 34 (SD = 55) minutes

using a tablet and 40 (SD = 100) minutes using a smartphone during their leisure time. On a
typical weekend day, the average time spent using a tablet and smartphone exceeded an hour
(74 (SD = 95) minutes and 60 (SD =137) minutes, respectively). As for the use of gaming
apps, participants reported playing them for an average of 28 (SD=35) minutes on typical
weekdays and 60 (SD=57) minutes on typical weekend days.

Gaming-apps played byparticipants

A total of 138 unique free gaming apps were played during the study (see Appendix 2 for a
list of these games]welve gaming app®%o) featured food themdas shown in Table 6)

and 66% (n=8) ofhem featuredoodsthatcould be considerechhealthy including candy,
chocolate, cakes, cookies, soft drinks, ice cream, andoiadt Thesdood themedyaming

apps were played by 16% péarticipantgn=15).

Frequencyand healthfulness ofood advertising

A total of 10 food ads were identified ¢me 138 unique free gaming apps. Six ads featured
products and four were brand a@lee most frequently advertised food category was fast

9
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food (n=7).Four of the six products (66%) advertised were categorized asputicassed
and were deemegkcessiven fat, sodium, or free sugars according to the PAHO NPM.

Table5. Sociademographic characteristics of participants (N=93)

Characteristics n (%)"
Sex
Boy 42 (45)
Girl 51 (55)
Age (years)
6-12 85 (91)
1316 8(9)
Race
White 72 (77)
Other 21 (23)
Languagé
English 67 (72)
French 26 (28)
Annual lousehold inconme
Less than $50,00 9 (10)
$50,000-$99,999 12 (13)
$100,000and over| 58 (62)
Do not know 2 (2)
Refuse to answe 12 (13)

APercentages may not add up to 100 dueuading

Table6. Gamingapps that featured food themes

Number of
App name wr:gcgﬁ):;éz Food category

these apps
Candy CruslBaga 3 Candy and Chocolate
Fruit Ninja 2 Fruit

Mixed (Cakes, Cookies, Pretzels, Milk, Flour,

Shopkins 2 Sugar, EggsS3alt, Fruit)
Hay Day 1 Fruit and Vegetables
CookingFever 1 Fast foodBurger, hot dog, fries, soda)
Mouse Maze 1 Cheese
Ice Cream Jump 1 Ice cream
Dr. Panda Ville 1 Mixed (Cookies, Candy, Fruit, Vegetables, Breg
My Talking Angela 1 Mixed (Fruit, Chocolate, Bread/Pastry)
Cotton Candy Cooking Candy
game 1
Candy Crush Soddaga 1 Candy and Sib Drinks
Merge Farm 1 Fruit and Vegetables

10
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Estimated weekly exposure to food and beverage advertisements on gaming applications
The 10 food adglentified in this study were viewed by 6 participam®(of our sample)

on 6 different gaming apps including Flow Free, Dunk It, Kizi Dynamons, Despicable Bear,
Flappy Dunk, and BLOCK! Hexa PuzzlBbsed on the total frequency of food
advertisements iddified in the study, we estimated that children see on average 0.01075
ads per minute of free gamuagp user 2.8 food ads per weesn averageOn a yearly

basis, this means that children see on average abdnddl advertisements per year in
gaming aps.

Discussion

STUDY 117 EXPOSURE TO FOOD MARKETING IN SOCIAL MEDIA
APPLICATION S

As hypothesized, childresnd youthwere frequently exposed to food and beverage
marketing while using thefavouritesocial mediapps for 5 minutes each and most of
these instances featured produwtinsidered lessealthy and high in fat, sodium or free
sugarsThe promotion obuch productss worrisome given thathe majority ofCanadian
children andyouth consuméigher levels obodium and sugar tharationaldietary
guidelinesrecommend3, 4) and he persistence of these dietashavioursnto adulthood
alsoincreases h i | disk efdevedoping obesity and other drefatedchronicdiseases
(25-27).

This study also shows that food and beverage markistiegchingchildren and youth on

social mediappsthrough various means including advertisements, celelarity user

generated content and other web content that may not appear to be advertisingwin fact
estimated that children and adolescents begxposedo these various forms dbod

marketing on average 11iines per week based the average timg speend usingocial

mediaapps ovetypical weekdays and weekends. This represenéanal exposure®

5772food marketing instances social meliaapps.This level of exposte may greatly

influencec hi | dr ends per c d38)tas welhas ihdir foad preferencésod di et
purchases and food intake 10).

The companies participating i n tlhtatveChi |l dr enb
(CAl) are advertising isocial mediaapps used by childrdmowever, wevereunable to

determindf these adsverelinked specifically to the Canadian subsidiaries of these
companiesPledges made under ti@Al only apply tomediawhere childrermakeup 25

35% of visitorsand these thresholds would not be met on social naggiswhich appeal to

amixed audienceAlso, given thathreeof thefive social mediapps used in this study

require in theory,usersto beolder than 12 yearsld to havean accounand accestheir

pl at fcontem@Ad companiesnaylikely assumehat all user®n these platformare

at least 13 years al@ur research results show that children need protection on applications
evenwhere they are not the primary intended audience.

11
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STUDY 217 EXPOSURE TO FOOD ADVERTISING IN GAMING APPLICATIONS

Contrary to what was hypothesized, children were not frequently exposed to food and

beverage advertisements while playing their favorite ggrapps for 5 minutes each.

Despite the low level of food advertising, most ads that were seen were for fast food

restaurants and were considered unhealthy and high in fat, sodium or free sugars. On a

weekly basis, we estimated that children and adolesn@aysee onwverage 2 food ads

per week based the average time they spend playing gaming apps on typical weekdays and
weekends. This repsents an annual exposure of 1@d&d ads per year which is significant

when one consi der s odure totbodamdbeverage advuenisingint ed e X
other media as welDur research results also show that the companies participating in the

CAl are not advertising to any extent in gaming apps used by children in Canada.

Few children reported using apps ofda&and beverage companies. However, 16% of our
participantused gaming apps that featured food themes, most of which (66%) were
unhealthy. The use of gaming apps with food themes likely serves to reinforce the
normalization of junk food and merits furtretudy

Limitations and Strengths

It is important to consider the limitations of these studies when interpretingebelts For

i nstance, childrendéds use of social media and
participants or their parents. The repdrtime spent using these apps may therefore be

under or over estimatedIn thecompleted surveyparticipants were alsasked about their

use offinongaming apparather than their use of social media apps. In addition, both

studies only examined thedd marketing seen by participawksring 10 minutes of app use

and mosstudyparticipants were from higher income households. Because of all the factors

cited aboveourestimateot hi | drends exposure to food mar k¢
gamingapplicatiors is subject to some error anthy notbe representative ahefood

marketing exposure @fll Canadian childrerDespite these limitationshis research is the

first to measur eunhedthfoad marketihgn agpbicationsusedor t o

mobile devicesAnothersignificant strength of the studyas that participants were asked to

usethe mobile device they typically use during their leisure time. By doing so, our measure

of food marketingexposure captured atigat could have beendtresult obehavioral

targeting (i.e. advertisements tailorept@ r t i @iieyoasromlised@ctivities

Conclusion

Our research results reinforce the importance of including digital media when crafting
regulations to limit food and beverage marketimghildren and consideringligital media

like social media applicatiortbat target the general population bernainpopular with
children.Clearly children are being exposed to unhealthy food advertising in these media

and food and beverage restricisothat consider the full breadth of digital marketing will
ensure that childrends health is protected.

12
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Appendix 1: Screen shots of food marketing seen on social media sites by study

participants

wil VIRGIN & 5:41 PM 3 100% (m==) 4

4 Photo C

torriwebster
" Paid partnership with scenecard
Cineplex Varsity Theatre

R ¥ i
@ ()7 N
torriwebster Meet my girl squad #® This weekend
@jaclynforbes @amandarachlee and | hit the movies
to see Pitch Perfect 3! }One of the best parts
about going to the movie theatre with my gals is
earning SCENE points on our favourite concession
snacks (as you can see we love our popcorn)!! yj |
save so much money when treating my friends using
my @SCENEcard because | get $5 off food and drink
at the movies with every 500 SCENE points
redeemed. ¢ Even more exciting | can
#GetMoreForFree by redeeming 1000 points for a
FREE movie! For some inspo, check out
@BellaBucchiotti who will also be sharing her fave
#mySCEMEnight snacks and girl squad soon! Who do
you like to take to the movies?! 4§ #AreYouln

View all 49 comments

n Q H O 8

Figure 1. Post published by Torri Webste
on Instagram that wasewed by a female
participant aged 15

Il VIRGIN & 1:28 PM % 100% [55) 4

< Saved

o" rosannapansino @ - Follow

Qv R

119,385 likes
rosannapansino Made a @starbucks themed Unicorn
Frappuccino Cake! ) @ “* Check out this Sour

6 QA ® o &

Figure 2. Post published by Rosanna
Pansinoon Instagram that was viewed ay
13-yearold femaleparticipant

Rosanna Pansinas an American baker
who is most known foher seriedNerdy
Nummies, one of the most popular
baking shows on YouTube. She has 3.
million followers on Instagram.

Torri Webster is a young Canadian
actress most known for her role in a
YTV teen sitcom. Shhas 297,000
followers on Instagram.
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Four easy hacks to take a chocolate cake
from underwhelming to...

B So Yummy Follow
@ 3bout 3 months ago - @

Four easy hacks to take a chocolate cake from underwhelming to

uttimate! 4 & @

Get the So Yummy cookbook today for more sweet recipes!
http://snip.ly/2nj7i

OO0 438k 284K Shares 30M View:
Y Like () Comment /> Share
Comments Up Next

Love means never having to
say I'm sorry for getting
seconds of dessert! & ...
So Yummy @

343K Views

Pie oh my, check out these
A\ delicious tricks you can do
with everyday kitchen item...

So Yummy @
8.1M Views

4

N . . Winner winner chicken
s ke g8 Comment 4 Share 3 Write a comment (ONG] @

Figure 3. Screenshotsf a recipe video posted by So Yummich wasviewedby a
female participanagedl2 on Facebook
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Matt Stonie @

4 147 099 abonnés

ACCUEIL VIDEOS PLAYLISTS COMMUNAUTE CHAINES A PROPOS Q

Big Smoke's Order (Food Challenge)
Big Smake's Order (Food Challenge)

10 658 867 vues + ily a 10 mois

Al

Good Video? Like/Fav & Share!!

If it didn't convey in the video, | was so psyched to finally get to
do this challenge. I've always wondered what Cluckin' Bell would
taste like...

E e How Big Was Big Smoke's Order Really? —

P 24271002 LIRE LA SUITE

Vidéos populaires  TOUT REGARDER

L ‘P, \
7290Cal 5.

g

Eating 25 Big Macs in One World's Largest/Dumbest Big Smoke's Order (Food 203 Chips Ahoy Challenge

Sitting (World Record) Filet-O-Fish Challenge) (12,800 Calories)

Figure 4. Sample of content posted by Matt Stonie on YouTube, a channel that a male
participant aged5 scrolled through for a prolonged period seeing several thumbnails fea
branded foods (e. g. M Subioy iseldctdHongyMatiStoigiedsra  a
competitive eater. His YouTube channel has more than 4 million subscribers.
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[ M.\ LT —
WHICH LOGO ACTUALLY EXISTS? , ANSWER

his Test Will Show How Good Your Memory Is

‘his Test Will Show How Good Your Memory Is

864,656 views e 22k & 16K A SHARE = ... 64,656 views e 22k & 16K A SHARE =

1
| BRIGHT SIDE &
¥ BRIGHT SIDE & \Q,‘ ) : A SUBSCRIBE 8.4M
N Published on Nov 18, 201
Q Published on Nov 18,2017 SUBSCRIBE 8.4M ublished on Nov 18,2017

Which logo is correct? Do you have a photographic memory? Bright Side offers you an

; : 5 3 i 2
Which logo is correct? Do you have a photographic memory? Bright Side offers you an Ritsrmeting test:chooss lgo;and check yourself

interesting test: choose a logo, and check yourself!

SHOW MORE
SHOW MORE

Figure 5. Screenshots of a YouTube video published by Bright Side watched iniitfyeht/a male participant agell. This video
featuredogos and branded products of numerous companies sBirger King, NutellaPepsi, Nestlé, Estrella, Nescafé, Danone,
Knorr, Nestea and Snickers
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I VIRGIN & 9:28 PM 3 24%0E )4
W« VIRGIN & 1:29 PM % 100% @) 4 =0 VIRGIN LTE 12:13 PM $61%m) °

< S a Photo ¢

% starbucks # - Following

122 likes

‘ ‘ :. lonestartexasgrilHAPPY MONDAY Y'ALL! i) &
) We're kicking off a week of enormously Texas-Sized )
@ Q 7 l news, and a BRAND NEW feature menu, ft. the Q Q V
BURRITO! & Check our story v/ Check the link in
155.868 likes bio for the full menu 4/ And get ready to journey 2,343 likes
: back to our Southern Roots this winter!

starbucks #BlondeEspresso is naturally subtly sweet, G D
so our flavored Blonde drinks come with one less View all 8 comments
pump of syrup. #BlondeVanillaLatte JANUARY 22

skittles Everyone will be clapping at their TV screens
and I'm over here nailing these #Skittles flavors. It's
okay, you can applaud me with a like. #SBLII #football

x Qa H © & » a =#€#H O &2 o Qa BH O f

Figure 6. Various advertisements seen by participants while ukimbpstagramapp
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Figure 7. Variousadvertisements seen by participants while uiegnstagramapp
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