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Background

 One of the modifiable risk factors for non-

communicable diseases (NCDs) is the 

consumption of unhealthy commodities i.e. ultra-

processed, energy-dense nutrient-poor (EDNP) 

food and beverages, tobacco and alcohol [1]

 Commercial marketing of these products 

propagates their use [2,3]

[1] GBD2016 Risk Factors Collaborators 2017 Lancet 390, 1345-1422

[2] Anderson et al. 2009 Alcohol  and Alcoholism 44, 229-243

[3] Jenkin et al. 2014 Obes Rev 15, 281-293

Research gap: 

• Most of the available evidence is on the 

effects of traditional broadcast media e.g. TV 

AND their impacts of children [4,5]

Background

[4] Cairns eta l. 2013 Appetite 63, 209-215

[5] Hastings et al. 2003 Centre for Social Marketing

Background

Less research evidence on the effects of 

digital marketing

- Any promotional activities undertaken through 

websites, social networking sites (SNS), emails, 

mobile phone texts, applications (apps), and online 

games [6]

[6] Kelly et al. 2014 Curr Obes Res 4,37-45

Background

Young people (adolescents and young adults)

 The digital natives

 Fastest weight gain rate [7]

 Consume the most amount of unhealthy food and 

beverages [8]

[7] Hayes et al. 2017 International Journal of Obesity, 41, 178-185

[8] ABS 2015 National Health Survey: First Results, 2014-15

Aim

 To systematically assess the findings from empirical 

studies that evaluate the association between digital 

marketing and young people’s attitudes and behaviours 

towards unhealthy commodities

 To collate findings to provide an overview of how digital 

marketing exerts influences on young people
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Methods

• Databases search- Proquest Central, PsycINFO, 

Scopus, Web of Science, Business Source Complete, 

Emerald Insight in June 2017 for articles published 

between 1990 and 2017

Inclusion Criteria

Population Aged 12-30 years

Study factors Marketing of unhealthy commodities through 

online platforms

Comparison None required

Outcome measures • Psychological measures e.g. perception and 

attitudes

• Purchase and consumption intentions

• Actual purchase and consumption behaviours

Study type Primary studies

Methods

Methods
Articles abstracts identified through database search 

(n= 2,295) 

Duplications removed

Records screened (n= 1,206)

Full-text screened (n= 89)

Full-text excluded (n= 65)

Studies included in the review (n=28)

• 21 quantitative studies (17 cross-sectional studies, 2 
longitudinal studies, 2 experimental studies) and 7 
qualitative studies

• Majority of the included studies were conducted in 
developed countries

• Alcohol (n=18), tobacco/e-cigarettes (n=7), EDNP food 
and beverages (n=3)

• Outcomes of interest: attitudes (n=10), intended use (n=9) 
and current use (n=17)

Results

Quantitative studies (n= 21):

• Significant detrimental effects 

(   digital marketing     attitudes and behaviours) (n=9)

• Significant beneficial effects 

(   digital marketing   attitudes and behaviours) (n=1)

• Mixed associations (n=8)

• Association cannot be determined (n=3)

Results

Increased digital marketing:

• Enhanced attitudes (n=2) (67%), supported by the included 

qualitative studies

• Enhanced intended use (n=7) (78%)

• Current use (n=11) (65%) 

Key findings
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• Different effects from various digital marketing 

approaches:

 Owned media (i.e. posts from company on their 

brand page)

 Paid media (i.e. display advertising)

 Earned media (i.e. peer endorsed)

Key findings

[9] Niland et al. 2017 Addiction Research & Theory, 4, 273-284

“Alcohol page photos and activities were also 
‘liked’ by our participants but they did not 

interpret these activities as marketing, rather 

as activities embedded within their friendship 
practices of endorsing each other” [9]

• Digital marketing exerts effects through young 

people’s social online interactions 

• Regulations are needed on digital unhealthy 

commodities marketing especially EDNP food and 

beverages [10,11]

• Potential principles- consumers data protection; 

human right to health

Conclusions & Recommendations

[10] Buchanan et al. 2017 PloS One 12(2): e0171226-1-e0171226-16

[11] Buchanan et al. 2018 JNEB (accepted for publication)
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