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SECTION 1: CODEBOOK

VARIABLE DATA ENTRY OPTIONS INSTRUCTIONS, DEFINITIONS  
AND EXAMPLES

1  Unique ID Free text for 9-digit number Unique identifier for household.

2  Recording length MM:SS Total recording length in minutes and seconds. 

3  Number of minutes 
recording cannot be 
coded

______    (write in) EXAMPLES: A participant cannot use their device 
because of an internet connectivity problem for 5 
minutes. Do not count short connectivity issues that 
are less than a minute. 

4  Marketing  
exposure ID

Unique identifier for marketing exposure A marketing exposure refers to any instance where a:

1)	 Branded food/beverage product or brand,
2)	 Branded restaurant,
3)	 Branded food delivery service,
4)	 Branded meal kit/prepared meal delivery,
5)	 Branded or unbranded alcohol, tobacco, 

cannabis, or gambling products/brands/
companies

...was heard or seen on the recording.

5  Recording time stamp MM:SS Time in recording where marketing exposure was 
first observed.

6  Platform a)	 YouTube
b)	 TikTok
c)	 Instagram
d)	 Facebook
e)	 X 
f)	 Reddit

g)	 Pinterest
h)	 Twitch
i)	 Other livestream gaming: ____________ 
j)	 Snapchat

k)	 Other social media: _________________ 
l)	 Website:__________________________ 

m)	 Search engine:_____________________
n)	 Food/beverage ordering app:_________
o)	 Mobile game or drawing app or 

website: __________________________
p)	 Gambling game, app, or 

website: __________________________
q)	 Other: ____________________________

Select the platform that the participant was using 
when the marketing exposure occurred. 

EXAMPLES:

Other livestream gaming: Discord, Facebook 
Gaming, and YouTube Gaming.

Other social media: Bluesky, Truth Social, Tumblr, 
VSCO, and Threads.

Search engine: DuckDuckGo, Google,  
and Bing.

Food/beverage ordering app: Grubhub, Uber Eats, 
McDonald’s ordering app.

Mobile game or drawing app or website: Roblox, 
Block Blast, Brawl Stars, Pokémon Go.

Gambling game, app, or website: MGM Casino, 
Fanatics Sportsbook and Casino, World Series of 
Poker.

7  How many brands/
products are included in 
this exposure?

Drop down menu for number of brands/
products

Count the number of brands/products in the 
marketing exposure.
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VARIABLE DATA ENTRY OPTIONS INSTRUCTIONS, DEFINITIONS  
AND EXAMPLES

8  Marketing Exposure 
Brand/Product Category

This question through 
question 15 will be 
repeated depending on 
the number of products 
identified in question 7.

a)	 Branded food/beverage 
b)	 Branded restaurant 
c)	 Branded food delivery service
d)	 Branded meal kits/prepared meal 

delivery 
e)	 Tobacco
f)	 Alcohol

g)	 Cannabis
h)	 Gambling

Branded food or beverage: Real-world food or 
beverage product with an identifiable brand and/or 
product name. 

Branded restaurant: A real-world restaurant with 
an identifiable name. 

Branded food delivery service: A company that 
delivers food that has been prepared by a restaurant. 
(e.g., DoorDash and Uber Eats).

Branded meal kits: A business that delivers pre-
portioned ingredients and recipes to customers’ 
homes (e.g., Blue Apron and Hello Fresh).

Branded prepared meal delivery: A company that 
delivers pre-made meals to customers (e.g., Daily 
Harvest and Factor). 

Tobacco, alcohol, cannabis, and gambling can be 
branded or unbranded.

If tobacco, alcohol, cannabis 
or gambling (8e- 8h):

9  Branded or unbranded?

a)	 Branded
b)	 Unbranded

If unbranded alcohol  
(8f and 9b):

10 � Type of unbranded 
alcohol

_____________________________    (write in) For example, if someone is drinking unbranded beer, 
enter “beer”. If someone talks about taking tequila 
shots, enter “tequila”.

If tobacco (8e):

11 � Tobacco product 
category

a)	 Cigarettes
b)	 Electronic vaping products
c)	 Chewing tobacco, snuff, dip, snus, or 

dissolvable tobacco products, including 
nicotine pouches

d)	 Cigars, cigarillos, or little cigars
e)	 Other: ___________________________ 
f)	 Brand only

Cigarette: A tube-shaped tobacco product that is 
made of finely cut, cured tobacco leaves wrapped in 
thin paper. A cigarette is lit on one end and smoked.

Electronic vaping products: Vaping devices are 
battery-operated devices that people use to inhale 
an aerosol, which contains nicotine flavorings, and 
other chemicals. 

Chewing tobacco, snuff, dip, snus, or dissolvable 
tobacco products, including nicotine pouches: 
Most smokeless tobacco use involves placing the 
product between the gum and the cheek or lip. 

Cigars, Cigarillos, or little cigars: A cigar is a roll of 
tobacco wrapped in leaf tobacco or in a substance 
that contains tobacco. 

Other category examples: Nicotine gum, hookah.

Brand only: Brand name and/or logo without 
showing a tobacco product.
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VARIABLE DATA ENTRY OPTIONS INSTRUCTIONS, DEFINITIONS  
AND EXAMPLES

If cannabis (8g):

12 � Cannabis product 
category

a)	 Flower
b)	 Pre-rolls
c)	 Vaporizer pens 
d)	 Edibles
e)	 Concentrates
f)	 Delta-8 THC product

g)	 Other:___________________________ 
h)	 Brand only
i)	 Dispensary

Do not include products that cannot be consumed 
(e.g., lotion, hemp) or are advertised as not 
containing tetrahydrocannabinol (THC). 

Flower: Dried cannabis flower that is rolled like a 
cigarette or smoked using a pipe.

Pre-rolls: Pre-rolled joints or cannabis cigarettes.

Vape Pen/cartridge: Portable battery-powered 
devices that heat flower or cannabis concentrates to 
aerosolize cannabinoids.

Edibles: Food and beverage products that have 
been infused with cannabis. 

Concentrates: Created by extracting cannabinoids 
(primarily THC) from the cannabis plant. 
Concentrates are used in edibles and vaporizer 
pens, but they are also sold independently. Only code 
under concentrate if not coded under vape pen or 
edibles. 

Delta-8 THC product: Any consumable cannabis 
product that is advertised as containing Delta-8-THC. 

Other examples: Capsule, tablet, transdermal patch. 

Brand only: Name and/or logo of cannabis brand or 
company without any product. 

Dispensary: Logo or name of dispensary.

If gambling (8h):

13 � Gambling type 

a)	 Sports betting
b)	 Esports betting
c)	 Popular casino table games 
d)	 Slots
e)	 Bingo
f)	 Not specified 

g)	 Lottery 
h)	 Multiple:__________________________ 
i)	 Other:____________________________

Sports betting: Broadly defined, sports betting is 
the placing of a bet on a sporting event or contest. 

Esports betting: Esports is a term for competitive 
gaming that is similar to traditional sports betting. 

Popular casino table games: Baccarat, blackjack, 
poker, craps, and roulette. 

Slots: Slot machines are a type of casino game 
where players spin a number of reels to win money. 

Bingo: In this game players mark off numbers on 
cards as the numbers are drawn randomly by a caller.

Not specified: Should be selected if this exposure 
is for a gambling establishment (e.g., Casino) with no 
specific type of gambling shown. 

Lottery: Refers to a game, often organized by the 
state, in which tickets with numbers are sold to 
people who then have a chance of winning a prize if 
their number is chosen.

If branded (8a-8d or 8e-h 
and 9a together):

14 � Brand name

Free text for brand name Brand examples: McDonald’s, Coca-Cola, Cresco 
Labs, ZYN.

Write the name of the restaurant branded restaurant 
was selected.

Write name of the application, game, company, or 
website if gambling was selected.
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VARIABLE DATA ENTRY OPTIONS INSTRUCTIONS, DEFINITIONS  
AND EXAMPLES

If branded food/beverage, 
restaurant, or alcohol (8a, 
8b, or 8f and 9a together):

15  Product Detail

a)	 ________________________________ 
b)	 N/A Brand only 
c)	 Image of product but cannot determine 

product detail

Enter the exact name of the branded product for 
option (a) (e.g., Flaming Hot Cheetos, Coca-Cola 
Classic, Bud Light Lime, Big Mac, Happy Meal) or 
select option (b) or (c). 

Select N/A Brand only if the exposure only includes a 
brand name or logo 

Option c should be selected if there is an image of a 
branded product, but you can’t determine the exact 
product name.

16 � Is this marketing 
exposure from a brand/
company’s own website, 
application, or social 
media account that is 
not paid/sponsored?

a)	 Yes
b)	 No

EXAMPLE: McDonald’s posts on their Instagram, 
which is liked or shared by friends of the study 
participant, and they see it in their feed.

If yes (16a): 

17 � Website, application, or 
social media account?

a)	 Website
b)	 Application
c)	 Social media account

If website or application 
(17a or 17b): 

18 � Was this exposure an 
advergame?

a)	 Yes
b)	 No

Advergame: The game itself is an advertisement. For 
example, KFC may have their own app that includes 
a game.

If no (16b): 

19  Exposure source

a)	 Paid and came directly from the company
b)	 From third party but content is sponsored 
c)	 From third party with no indication of 

sponsorship

Paid and came directly from the company: These 
are advertisements that companies pay for that 
they created or paid a marketing firm to create (e.g., 
display ad, promoted/sponsored social media posts). 

From third party but content is sponsored: This is 
when a company pays a content creator to endorse 
their product on their own platform, either actively or 
through product placement. 

From third party with no indication of 
sponsorship: Same definition as above but there is 
no indication of sponsorship. 
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VARIABLE DATA ENTRY OPTIONS INSTRUCTIONS, DEFINITIONS  
AND EXAMPLES

If paid (19a): 

20  Paid ad type

a)	 Display ad
b)	 Pop-up ad
c)	 Search ad
d)	 Promoted/sponsored social media post
e)	 In-stream ad
f)	 Advergame

g)	 Intrinsic in-game ads
h)	 Reward or opt-in video ads
i)	 Physical ad embedded in sporting event 

that is viewed
j)	 Physical ad embedded in other content 

being viewed
k)	 Other:_______

Display ad: Advertisements that are static images, 
moving displays, or video located at the top, bottom, 
or sides of a website, game, or other media.

Pop-up ad: Full or partial screen ad that overlays a 
webpage or app that someone is trying to access. 

Search ad: Ad that appears when you conduct 
searches on platforms (e.g., Amazon, Google, or Yelp 
sponsored results). 

Promoted/sponsored social media post: Paid ad on 
a social media platform that is designed to look and 
feel like organic content within the platform’s feed. 

In-stream ads: Video ad seen within a video (e.g., 
video on YouTube or Facebook). 

Intrinsic in-game ad: Ad that is organically 
embedded in the game and does not interrupt play 
(e.g., billboard ad for Doritos in racing game). 

Reward or opt-in video ads: Users can choose to 
watch an ad to get rewards in a game, such as coins. 

Physical ad embedded in sporting event that 
is viewed: Physical advertisements seen while 
watching live sporting events that are located in 
places such as an arena, field, or court. 

Physical ad embedded in other content being 
viewed: Ads seen in the physical environment of 
an image or video. For example, an influencer is in 
Times Square and there is a digital screen with an  
ad for Coca-Cola.

If third party (19b or 19c):

21 � Is there a person (or 
persons) present whom 
you can identify?

a)	 Yes______________________________
b)	 No

If a third party is promoting a product/brand, write 
their name, “stage name” or username/handle if you 
can identify this person and verify their identity. 

If this is a group of people, write the name of the 
group. If there is more than one person who you can 
identify, write each of their names separated by a 
comma.

If third party (19b or 19c):

22 � Did this person actively 
endorse the product/
brand or was this 
product placement?

a)	 Active endorsement
b)	 Product placement

Active endorsement: A third party actively promotes 
the product. For example, recommending the 
product or highlighting positive features of the 
product. 

Product placement: The product is clearly featured 
in content generated by a third party. 

23 � Does this exposure 
include a price 
promotion or incentive

a)	 Yes
b)	 No

Exposure includes a price promotion (product is 
offered for a reduced price per unit, e.g., discount, 
buy-one-get-one) or incentive (any type of 
inducement to participate or purchase, e.g., reward 
programs, contests, or giveaways). 

For gambling, the incentive must be more than the 
regular odds of winning or possible winnings in a 
game (e.g., free chips to start playing).
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VARIABLE DATA ENTRY OPTIONS INSTRUCTIONS, DEFINITIONS  
AND EXAMPLES

If 6a-6h, 6j, or 6k are 
selected:

24 � Can you see the number 
of likes?

a)	 Yes______________________________
b)	 No

If 6a-6h, 6j, or 6k are 
selected:

25 � Can you see number of 
views?

a)	 Yes______________________________
b)	 No

If 6a-6h, 6j, or 6k are 
selected:

26 � Can you see number of 
comments?

a)	 Yes______________________________
b)	 No

If 6a-6h, 6j, or 6k are 
selected:

27 � Can you see number of 
shares?

a)	 Yes______________________________
b)	 No

28 � Did the marketing 
exposure use spokes 
characters?

a)	 Yes
b)	 No

Spokes character: A fictional/cartoon character 
that is defined by a set of human attributes and 
characteristics to give the brand a unique personality. 
E.g., Tony the Tiger, Pillsbury Doughboy, etc.

29 � Did the marketing 
exposure use licensed 
characters?

a)	 Yes
b)	 No

A licensed character involves licensing the rights 
from the owner of the cartoon character to place 
images on a product. E.g., using Spiderman on a 
Lunchables package.

30 � Did the marketing 
exposure use other 
cartoon characters?

a)	 Yes
b)	 No

Cartoon characters other than spokes or licensed 
characters are depicted in marketing exposure (e.g., 
cartoon characters featured in Red Bull commercial).

31 � Did the marketing 
exposure include viral 
marketing?

a)	 Yes
b)	 No

Prompts viewers to engage with the brand by 
commenting, replying, sharing information with their 
peers (peer-to-peer marketing), re-posting content 
to their own feeds, tagging friends or brand, or using 
specific hashtags.

32 � Did marketing exposure 
include reference to or 
presence of children?

a)	 Yes
b)	 No

Features someone who appears to be a child (12 
yrs or younger) or references a child not physically 
present in the ad.
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VARIABLE DATA ENTRY OPTIONS INSTRUCTIONS, DEFINITIONS  
AND EXAMPLES

33 � Did marketing exposure 
include reference 
to or presence of 
adolescents?

a)	 Yes
b)	 No

Features someone who appears to be an adolescent 
(13-17 yrs) or references an adolescent not 
physically present in the ad.

34 � Did the marketing 
exposure include 
reference to or presence 
of young adults?

a)	 Yes
b)	 No

Features someone who appears to be a young 
adult (18-24 yrs) or references young adult(s) not 
physically present in the ad.

35 � Did the marketing 
exposure appeal to 
health or nutrition or 
provide any nutrition 
information?

a)	 Yes
b)	 No

To qualify, marketing exposures must appeal to the 
healthfulness or nutritional quality of a product and 
can do this either explicitly or implicitly or show or 
mention any nutritional information.

If 35 is Yes: 

36 � Appealing to health or 
nutrition category

Select all that apply.

	■ Promotes health/wellbeing and/or  
healthy diet

	■ Promotes physical fitness
	■ Promotes ingredient/agricultural/product 
indicator 

	■ Highlights specific nutrient(s) or calories

EXAMPLES:

Promotes health/wellbeing and/or healthy diet: 
Oatmeal helps reduce cholesterol, cannabis reduces 
anxiety, energy drink improves focus. 

Promotes physical fitness: Image of someone 
exercising that shows a bottle of Coke, protein shake 
helps you build muscle, kids’ cereal that shows 
someone kicking a soccer ball.

Promotes ingredient/agricultural/product 
indicator: Organic, no artificial dyes/colors/ flavors, 
non-GMO, contains “natural” ingredients or flavors, no 
seed oils.

Highlights specific nutrient(s): 20 grams of 
protein, low salt, zero sugar, good source of calcium. 

If 36 last option is selected: 

37 � Nutrient(s) specified or 
calories

Select all that apply.

	■ Protein (e.g., numeric amount, high): 
_______

	■ Fiber (e.g., numeric amount, high): _______
	■ (Added) sugar (e.g., numeric amount, no, 
low/reduced): _______

	■ Sodium (e.g., numeric amount, no, low/
reduced): _______

	■ Saturated Fat (e.g., numeric amount, no,  
low/reduced): _______

	■ Trans Fat (e.g., numeric amount, no, low/
reduced): _______

	■ General fat, not specified (e.g., numeric,  
no, low/reduced): _______

	■ Calories (e.g., numeric, no, low/reduced): 
_______

	■ Other (e.g., vitamins, minerals): _______

OTHER EXAMPLES: Omega-3 fatty acids, 
antioxidants, probiotics.
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SECTION 2: STUDY OVERVIEW

Background, Objective, and Methods

Background

Food and beverage marketing plays a significant role in shaping consumption patterns among children and 
adolescents (Boyland et al., 2022). Thus, unhealthy food and beverage marketing has become a major public 
health concern. While food marketing exposure on traditional television has declined (Powell et al., 2024; 
Powell et al., 2025); there is concern that marketing efforts may have shifted to digital media which may offer 
food and beverage companies an inexpensive avenue for marketing with a broader, even global, reach. At the 
same time, children and adolescents spend a significant amount of time on their smart devices, averaging more 
than 4 hours per day (Common Sense Media, 2022).

Objective

The primary purpose of this study is to assess youth (aged 8-17 ) exposure to food and beverage marketing on 
digital media; secondary outcomes include exposure to alcohol, tobacco, cannabis, and gambling. 

The methods described below were developed for the University of Illinois Chicago’s (UIC) Study of Youth 
Exposure to Marketing on Digital Media.

Methods

Data Collection
To collect screen capture data, invite English and Spanish-speaking participants to a web-based 
recording conference or session (e.g., Zoom, Webex, Microsoft Teams). Have the participant share 
their smartphone or tablet screen and use their device as they usually would outside of school/
homework activities. Explain to the participant that they are prohibited from accessing personal or 
sensitive information which includes, but is not limited to, private communications including messaging 
applications as well as applications used for photograph storage and health and financial records and 
transactions. Record 30 minutes of their device use. 

Coding
To identify marketing exposures, code by watching screen capture recordings and enter data for all 
instances of food and beverage marketing and exposures to alcohol, tobacco, cannabis, and gambling. 
These data include the platform where the marketing exposure occurred (e.g., TikTok, YouTube, 
Instagram, mobile game), characteristics of the marketing exposure (e.g., display ad, sponsored third 
party), and marketing techniques (e.g., price promotion, use of cartoons). 
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Inter-rater reliability of the Study of Youth Exposure to Marketing on Digital Media tool was assessed 
based on coding of 84 marketing exposures from 5 screen capture recordings by two trained coders. 
Reliability was assessed based on percent agreement, i.e., the proportion of responses where both 
raters agreed on a given measure, and kappa statistics, a more robust measure of inter-rater reliability 
for dichotomous and categorical variables that takes into account of the expected level of agreement 
by chance (Cohen, 1960). Kappa statistics in the range of 0.81–1.00 are considered “almost perfect” 
agreement, 0.61–0.80 are considered “substantial” agreement, 0.41-0.60 are considered “moderate” 
agreement, 0.21–0.40 are considered “fair” agreement, 0.00-0.20 are considered “slight” agreement, 
and anything less than 0.00 is considered “poor” agreement (Landis & Koch, 1977). Because kappa 
statistics may be low due to high levels of expected agreement due to chance alone for skewed 
variables (Viera & Garrett, 2005), kappa statistics were only computed for variables that did not have a 
highly skewed distribution (>80% prevalence for any response category). Analyses were performed in 
Stata/MP 18.

For the key variables of identification of marketing exposures and products within those exposures, 
platform, exposure source, brand/product category, brand name, product detail including write-in, owned 
marketing, paid ad type, and other key characteristics, percent agreement was 95%, on average, and 
kappa statistics were 0.92, on average, with a range of “substantial” to “almost perfect” reliability.

Technical Needs

Data Storage

When selecting a storage solution for housing and working with the data, several considerations are important. 
First, these data involve participants, meaning this is human subjects’ research and it is necessary to identify 
secure and encrypted electronic data storage options. Second, collecting screen-captured data generates large 
video files; therefore, the chosen storage solution must be capable of accommodating substantial data volumes.

Recording Editing Software

It is critical to use recording-editing software with specific features including: 

	■ Portion editing – allowing the removal of recording sections while preserving the remaining recording.
	■ Slow-speed watching – allowing team members to view marketing instances that appear for only 

seconds. 

Tracking Study Participants

Master Participant List – Because this study involves human subjects research, care must be taken to  
de-identify participant data. It is recommended that the study team create a Master Participant List containing 
a unique ID for each parent/guardian-youth pair, along with other identifiable participant information. This ID 
is then used for all other data collected throughout the study to ensure participants remain non-identifiable. 
Additionally, identifiable data should only be accessible to IRB-approved team members who need to work with 
these data.
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Participant Tracking Sheet – It is helpful to have a tracking sheet that logs the completion of each task that is 
part of the data collection process. For example, the date the screen capture session took place and the date the 
recording was reviewed. It is also recommended for each team member to have their own tracking sheet that is 
regularly added to a shared master tracking sheet on a regular basis to streamline any data quality checks.

Data Entry Database

For consistency and accuracy, use a data entry database to provide a structured environment for capturing and 
managing data. It is recommended that the database includes data validation and quality control features (e.g., 
required fields, predefined response options, and numeric limits), as well as security features such as role-based 
access control and audit trails.

Key Study Definitions

Marketing exposure:

A marketing exposure refers to either a heard or seen (or both) instance of any of the following:

1	 Branded food/beverage product or brand

2	 Branded restaurant

3	 Branded food delivery service

4	 Branded meal kit/prepared meal delivery, or

5	 Branded or unbranded alcohol, tobacco, cannabis, or gambling product/brand/company 

This includes verbal mentions, text, brand logos, and images.

Marketing exposures can be paid and come directly from a company, or they can come from a third party 
that may or may not be sponsored by a company. A product or brand can be actively endorsed (e.g., someone 
recommends purchasing a product) or featured (i.e., product placement).

Determining a Marketing Exposure
	■ A single exposure can contain more than one brand or product. For example, two or more brands may 

collaborate to create a single paid advertisement, or an influencer video may simultaneously feature 
multiple products (e.g., eating a Big Mac while drinking Prime Hydration at the same time). 

	■ If multiple brands/products are mentioned or shown in content generated by a third party (e.g., 
influencer/celebrity), count these as separate exposures if and only if the following two conditions  
are met: 

1	 There are scene breaks between each brand or product.

2	 �The brands or products are not part of a single unified theme (e.g., best fast-food restaurants  
in Chicago).
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	■ Count exposures from different sources that 
appear on the screen at the same time as 
separate exposures. For example, multiple 
branded products on a Pinterest feed or multiple 
display ads on a webpage.

	■ If the same or similar paid ad appears, 
disappears, and reappears, code each instance 
as a separate exposure.

	■ If the participant is actively using an app, 
website, or platform that can be used to make 
purchases (e.g., Gopuff, Amazon, DoorDash, 
TikTok Shop), do not code anything shown unless 
it is in a paid ad or is actively promoted by  
a company.

	■ Examples of what to code: A paid ad for 
McDonald’s on the DoorDash app, or a 
featured new McFlurry flashing across the 
top of the screen in the McDonald’s app.

	■ Examples of what NOT to code: A 
participant looks at a restaurant menu 
online, or orders candy on Gopuff.

The following scenarios will be considered a 
single exposure:

	■ A banner ad changes for the same brand over 
time but continues to remain on the screen. This 
includes the banner flickering for a split second 
to change to a new image.

	■ The participant sees an exposure more than 
once because they are scrolling up and down in 
the same location (e.g., on the same website or in their social media feed).

	■ A video preview (e.g., still image of YouTube video) shows the exposure and the participant clicks on the 
video and sees that exposure a second time.

	■ A participant sees an exposure, then opens and closes a video and goes back to the same spot in  
their feed.

	■ A participant watches the same video more than once.

EXCLUSIONS: Do not code the following as marketing exposures:
	■ Criticisms of a brand, product, or company (e.g., criticizing Starbucks water policy).
	■ Messages supporting policies (e.g., legalize gambling or cannabis).
	■ Exposures to pet food, medicine, vitamin or mineral supplements, and generally anything in pill form.
	■ Emojis such as a bottle of champagne or beer mug. This is not the same as a cartoon or drawing, which 

should be coded as an exposure. 

EXAMPLES OF SEPARATE EXPOSURES:

FIGURE 1 Skye Rose [@skyslac]. “Candy Brands.” Pinterest.

FIGURE 2 Zaiceva, Alise. “Acceptable Ads: A Guide for Publishers.” SETUPAD Blog, 9 May 2024.
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	■ Applications on the participants’ device (e.g., McDonald’s ordering app you see on their smartphone 
home screen).

	■ Content that communicates warnings, risks, or harms associated with the use of tobacco, alcohol, or 
cannabis, or engaging in gambling activities.

	■ News articles that provide “current events” information for companies or products that are a study focus 
(e.g., increases in prices of branded eggs or specific fast-food restaurant’s menu items).

	■ Job postings for study-relevant companies (e.g., job postings to work at McDonald’s; DoorDash banner 
ad to attract new employees).

	■ A participant’s search for nutritional information about foods or beverages (e.g., using MyFitnessPal to 
look up calories in regular Coke).

	■ An obscure reference that is unlikely to be identified by another coder (e.g., recognizing an In-N-Out 
burger cup without a logo, text, or verbal mention). 

	■ An exposure that flashes extremely quickly requiring coders to slow the recording to confirm its presence.
	■ A product that appears to be branded (e.g., Oreos, Doritos) but there is no supporting information such 

as a verbal mention, brand logo, or packaging. In this case, do not make assumptions about the brand 
because it may be a generic or knockoff product. 

	■ Any content appearing in the comment section of a social media post.

Brand: 
A brand is established by a company “by creating a unique identity, values, and perceptions that differentiate 
it from competitors”; branding can include “any distinctive feature like a name, term, design, or symbol that 
identifies goods or services” (American Marketing Association, n.d.). Examples of brands include Coca-Cola, 
McDonald’s, and Budweiser.

Product and branded product: 
A product is “an article or substance that is manufactured or refined for sale” (Oxford English Dictionary, 2007); 
a branded product is a product where you can identify the brand. For example, a cigarette is a product, and a 
branded cigarette is a Marlboro cigarette. Other examples of branded products include Diet Coke (from Coca-
Cola) and a Big Mac (from McDonald’s).

Branded food or beverage: 
Real-world food or beverage product with an identifiable brand and/or product name. 

Branded restaurant: 
Real-world restaurant with an identifiable name. 

Branded food delivery service: 
A company that delivers food that has been prepared by a restaurant. For example, DoorDash, Uber Eats, and 
ChowNow. 

Branded meal kits: 
A company that delivers pre-portioned ingredients and recipes to customers’ homes, allowing them to prepare 
meals at home without the need for grocery shopping. Examples include Blue Apron and Hello Fresh. 
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Branded prepared meal delivery:
A company that delivers pre-made meals to customers. These meals are typically fully prepared and require 
little to no cooking or preparation. Examples include Daily Harvest and Factor. 

Alcoholic beverage:
A beverage intended for consumption that contains ethyl alcohol, typically produced through fermentation or 
distillation. Examples include beer, wine, and spirits. Alcoholic beverages can be branded (e.g., Bud Light, Jack 
Daniels whiskey) or unbranded (e.g., Solo cup with beer, shot glass that contains tequila).

Tobacco product:
A product made or derived from tobacco or containing nicotine from any source that is intended for 
consumption. Examples include cigarettes, electronic vaporizer products, cigars, and nicotine pouches. Tobacco 
products can be branded (e.g., Marlboro cigarette, ZYN nicotine pouches) or unbranded (e.g., generic cigarette 
or vape pen without brand name).

Cannabis (also referred to as marijuana) product:
Consumable products derived from the cannabis plant that contain psychoactive compounds such as 
tetrahydrocannabinol (THC). Includes, for example, cannabis flower, edibles, vaporizer pens, and concentrates.

Gambling:
When an individual uses real money (or chips/tokens purchased with money) to play games of chance or 
betting for money or something of value. Gambling can be unbranded (e.g., influencer playing poker) or 
branded (e.g., Fanatics Sportsbook, MGM Grand Casino).
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SECTION 3: CODING MANUAL WITH INSTRUCTIONS

General Coding Instructions

	■ When an exposure is identified, you will need to pause (and, if necessary, rewatch) the recording to enter 
information into the data entry database. 

	■ Always watch the recordings using normal or half speed; it is helpful to watch at half speed if the 
participant is scrolling or changing applications quickly, the participant is watching a sporting event or 
there are multiple exposures on the screen at the same time. 

	■ If an exposure is in Spanish and you are not bilingual, note the time stamp of the exposure in your 
tracker and email the project coordinator, who will assign it to a bilingual team member for review. If 
an exposure is in a language other than English and Spanish, code based on what you see/hear and 
understand (e.g., food company logo, someone holding a branded energy drink). Also, in the data entry 
database, add a note that the exposure included content that was in a language other than English or 
Spanish. 

	■ If an ad or brand name is blurry or partially obscured, you can find a clearer version of the ad or the 
name of the brand by searching the visible text or by conducting a reverse image search. Do not spend 
more than a few minutes conducting this search. 

	■ If you cannot identify the brand, only code the exposure if it is a paid ad and enter “Cannot determine” 
for brand name. Exception: do not code the exposure if the paid ad is for a grocery store that features a 
branded product and the brand cannot be identified. 

	■ Enter “Cannot determine” if you are unable to answer a question that has a write-in response. For 
example, you would enter “Cannot determine” if you cannot see the name of the mobile game in which 
the exposure was observed.

Variable Coding Instructions

RECORDING CHARACTERISTICS	   VARIABLES 1–3	

1  Unique Identifier: 

Instructions: Enter the unique identifier for each household that is participating in the study.  

Example: 831559620.

2  Recording Length:

Instructions: Enter the total recording length in minutes and seconds. This will always be written in MM:SS format. 

Example: 30:09 for 30 minutes and 9 seconds.
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3  Number of Minutes Recording Cannot be Coded:

Instructions: Identify the approximate number of minutes within the recording that cannot be coded due to 
technological issues. You will need to keep track of the number of minutes throughout the recording. Do not count 
short connectivity issues that are less than a minute. 

Tip: Use a pen/paper or notes app to keep track of these technological issues.

EXPOSURE IDENTIFICATION	   VARIABLES 4–5	

4  Marketing Exposure ID: 

The data entry database will automatically generate a unique identifier for each marketing exposure coded.

5  Recording Time Stamp: 

The exact time in the recording when the user is first exposed to a specific marketing instance. 

Instructions: Pause the recording when you first see or hear the exposure and enter the exact time. This will 
always be written in MM:SS format. If needed, use the toggle to rewind the recording and find the time stamp. 

Example: Enter 4:21 if the exposure occurs at 4 minutes and 21 seconds within the overall 30 minute and  
9 second recording.

PLATFORM	   VARIABLE 6	

6  Platform: The platform where the marketing exposure was observed. 

Instructions: Select the platform that the participant was using when the marketing exposure occurred. If you 
select options (i), (k), (l), (m), (n), (o), (p), or (q) write in the appropriate name (e.g., Mobile game or drawing app: “Candy 
Crush”; Search engine: “Google”). Do not code games on websites under (l) (website); code under (o) (Mobile game 
or drawing app or website).

Data entry response options: Examples:

a)	 YouTube

b)	 TikTok

c)	 Instagram

d)	 Facebook

e)	 X

f)	 Reddit

g)	 Pinterest

h)	 Twitch

i)	 Other livestream gaming:___________________ Discord, Facebook Gaming, and YouTube Gaming

j)	 Snapchat

k)	 Other social media: _______________________ Bluesky, Truth Social, Tumblr, VSCO, and Threads

l)	 Website:________________________________

m)	 Search engine:___________________________ DuckDuckGo, Google, and Bing
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Data entry response options: Examples:

n)	 Food/beverage ordering app:____________ Grubhub, Uber Eats, DoorDash, Taco Bell Fast Food &  
Delivery, McDonald’s ordering app.

o)	 �Mobile game or drawing app or website:___ Roblox, Block Blast, Brawl Stars, Pokémon Go

p)	 Gambling game, app, or website:_________ Solitaire for cash, Fanatics Sportsbook and Casino, 
World Series of Poker

q)	 Other:______________________________

BRAND/PRODUCT NUMBER AND CATEGORY	   VARIABLES 7–13	

7  How Many Brands or Products Are Included in This Exposure?

General Instructions: Count the 
number of brands/products included in 
the marketing exposure. While exposures 
typically feature one brand/product, 
some exposures may include multiple. 
For example, if an influencer is drinking 
Bud Light while eating a bag of Doritos 
this should be coded as one exposure 
containing two brands/products. 

Instructions:
SCENARIOS CODED AS ONE  
BRAND/PRODUCT:

	■ Only one brand/product featured in 
an exposure. 

	■ A restaurant shows or mentions 
multiple food items.

	■ A gambling establishment (e.g., 
casino) or application exposure 
features multiple types of gambling 
activities (e.g., slots, card games, 
sports betting). 

	■ An exposure contains the same 
branded product but in multiple 
flavors or variants.

	■ Variants must be in the same  
product category (e.g., cereal,  
condiments, spices) and do  
not have separate branded  
product lines. They are typically  
branded by the same  
company logo.

EXAMPLES OF ONE BRAND/PRODUCT IN AN EXPOSURE:

FIGURE 3 Ginger Media Group. "Boost Ads With Impactful Commercial Advertisement Images." Ginger Media Group, 11 Jan. 2024.

FIGURE 4 McDonald’s (Franklinton, LA). “Any Happy Meal.” 
Facebook.

FIGURE 5 Beadle, Robert. “All Doritos Flavors In the United States Ranked.” Grub Rank, 2 May 2025.

FIGURE 6 Iamgamingtoday [Chidubem]. “Pick n Pay CEO 
pushes for total ban on gambling advertisements in South 
Africa.” SuperMarket & Retailer.
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VARIANT EXAMPLES:

	■ Orange and lime flavors of 
Gatorade G2 (brand).

	■ Nacho Cheese and Cool Ranch 
flavors of Doritos (brand).

	■ Almond Coconut and 
Blueberry Vanilla Cashew are 
variants of KIND bars (brand).

	■ Fruit and Yogurt, Red Berries, 
and Vanilla Almond are variants 
of Special K cereal (brand).

	■ Ranch and Balsamic are 
variants of Newman’s Own 
salad dressing (brand).

	■ Paprika and Thyme are variants 
of spices from McCormick (brand).

SCENARIOS CODED AS MORE THAN 
ONE BRAND/PRODUCT:

	■ More than one distinct brand/product 
is featured in an exposure. 

	■ If a person opens their pantry or  
fridge or goes to a restaurant or 
grocery store only count branded 
items that are actively promoted, 
discussed, recommended or selected. 

	■ If there is more than one product 
and those differ in terms of how or 
whether they are sweetened, these 
should be counted as separate 
products—not variants.

EXAMPLES OF SIMILAR PRODUCTS 
THAT ARE NOT VARIANTS (Count as 
separate products). These products 
must have different branded product 
lines, which are typically distinguished 
by unique logos. 

	■ Coca-Cola (brand): Coca-Cola Classic and Coke Zero (branded product lines).
	■ Gatorade (brand): Gatorade G2, Gatorade Zero, Gatorade Thirst Quencher (branded product lines). 
	■ Chobani (brand): Creations, Zero Sugar, Less Sugar, Greek Yogurt (branded product lines).
	■ McCormick (brand): Original spices and Organic spices (branded product lines).

Data entry response options:

a)	 1 d)	 4

b)	 2 e)	 5

c)	 3 f)	 … (drop down menu)

EXAMPLE OF TWO PRODUCTS IN ONE EXPOSURE:

FIGURE 7 Codez-Cracker. “ FEASTABLES VS PRIME.” Epic Games.

EXAMPLE OF TEN PRODUCTS IN ONE EXPOSURE:

FIGURE 8 THE BEST LIT MEME PAGE [@thelitmemesplug]. “I’m stuck between 5 & 7.” Instagram, 17 Jun. 2020.
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8  Marketing Exposure Product/Brand Category:

Instructions: Select the marketing exposure product and/or brand category. 

	■ Do not code the following: 

	■ Fictional brands, products, or restaurants depicted in media, such as television or video games. 

	■ Appliances without foods or beverages (e.g., soda streams or coffee machines).

	■ Grocery stores, unless an identifiable brand or branded is featured (e.g., Jewel Osco ad that features a  
12 pack of Coca-Cola).

	■ Apps or credit cards that offer cashback, rewards, or discounts on groceries, restaurants or food/
beverage purchases. 

	■ Grocery or convenience store delivery services (e.g., Gopuff, Instacart).

EXAMPLES OF WHAT NOT TO CODE BECAUSE UNBRANDED OR FICTIONAL: 

FIGURE 9 The Best Pizza Since 1978 And We’re Still Rolling.” Lil Nick’s Pizza.

FIGURE 10 “Reducing your dementia risk through nutrition.” Concordia Lutheran 
Ministries.

FIGURE 11 Indie Gamer 
Chick. “Panic Restaurant.” 
Indie Gamer Chick, 21 
August. 2024.

FIGURE 12 CartoonChronicles. “15 seasons and one movie, it’s hard to think there isn’t a topic/trope that 
they haven’t touched in some form. Any one you’d like to see them hit on that they haven’t yet?” Reddit,  
4 February. 2025.

	■ Alcoholic beverages should be coded under alcohol unless the product is non-alcoholic (e.g., non-alcoholic 
beer or margarita); in this case, code the product under branded food/beverage. 

	■ Pre-packaged branded restaurant products should be coded as branded food/beverage (e.g., canned 
Starbucks Frappuccino, bottle of Chick-fil-A hot sauce) rather than branded restaurant. If an exposure features 
both a pre-packaged and non-pre-packaged product, code it under branded restaurant. 

	■ Tobacco, alcohol, cannabis, and gambling may be either branded or unbranded. 

	■ Gift cards or rewards for restaurants and food and beverage companies should be coded (e.g., Starbucks rewards).
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	■ Restaurants include specialty establishments, such as Starbucks, Dunkin’ Donuts, Dutch Bros, Cinnabon, Baskin 
Robbins, and Auntie Anne’s, as well as food truck and stands.

	■ If you see a vape pen or cartridge and you do not know whether it contains tobacco or cannabis: 

	■ Use context cues (e.g., “stoner” slang, surrounding content) and your best judgment to make a selection. 

	■ Write in the data entry notes field that you could not determine whether the vaporizer contained tobacco 
or cannabis with 100% certainty and what, if any, context cues you used to make a decision. 

Data entry response options: Examples:

a)	 Branded food/beverage Coca-Cola Classic, Doritos, Cheerios, Gatorade

b)	 Branded restaurant McDonald’s, Chili’s

c)	 Branded food delivery service DoorDash, UberEats, Grubhub

d)	 Branded meal kits/prepared meal delivery HelloFresh, Factor

e)	 Tobacco JUUL vape pen, Marlboro cigarette, ZYN nicotine pouches, 
video/image of someone smoking a generic cigarette (no 
brand shown)

f)	 Alcohol Bud Light, a video game character drinking a beer, Captain 
Morgan whiskey

g)	 Cannabis Incredibles gummies, MedMen dispensary, someone taking a 
hit from a bong (i.e., water pipe) (no brand shown)

h)	 Gambling People playing poker with real money, paid ad for a sports 
betting application called Fanatics Sportsbook and Casino

If tobacco, alcohol, cannabis or gambling (8e-8h):

9  Branded or Unbranded?

Instructions: Select whether the product is branded or unbranded. If the exposure is a paid ad and you cannot 
determine the name of the gambling website/app/company, select branded.

Data entry response options: Examples: TOBACCO ALCOHOL GAMBLING

a)	 Branded Marlboro  
cigarette pack

Modelo Especial (i.e., 
popular brand of beer)

Fanatics  
Sportsbook

b)	 Unbranded Generic cigarette Beer unmarked cup Influencer  
playing poker

If unbranded alcohol (8f and 9b):

10	 Type of Unbranded Alcohol

Instructions: If unbranded alcohol, enter the type of alcohol that is in the marketing exposure in the free text 
space. For example:

	■ If someone is drinking unbranded beer, enter “beer”.

	■ If someone says they are taking shots of tequila, enter “tequila”.

	■ If there is a wine bar in a game the participant is playing, enter “wine”. 
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EXAMPLES OF UNBRANDED ALCOHOL:

FIGURE 13 Aluna1. “Wine store shop interior color graphic sketch illustration vector.” iStock by 
Getty Images, 5 Apr. 2021.

FIGURE 14 The Drunken Moogle. “New Super Mario Bros Wii Drinking Game.” Website, 20 Aug 2010.

If tobacco (8e):

11.	 Tobacco Product Category

Instructions: Select the category that the tobacco product falls under based on the definitions provided below. 

Data entry response options: Definition:

a)	 Cigarettes A paper-wrapped roll of processed tobacco, sometimes containing flavor 
additives, that is smoked by lighting one end and inhaling the smoke into 
the lungs.

b)	 Electronic vaping products A battery-powered device that heats a liquid solution into an aerosol 
that is inhaled. The liquid typically contains nicotine, flavorings, and other 
chemicals. These devices come in many forms, including some that 
resemble pens, USB drives, or traditional cigarettes.

c)	 �Chewing tobacco, snuff, dip, 
snus, or dissolvable tobacco 
products, including nicotine 
pouches

Smokeless tobacco products are used by placing them between the gum 
and cheek or lip rather than burning them. Nicotine pouches are a newer 
form that has grown in popularity.

	■ Chewing tobacco: Tobacco leaves that have been dried and sometimes fermented 
after harvesting, then sold in one of three forms: loose leaf, plug, or twist.

	■ Dry snuff: Dry snuff is finely ground or powdered tobacco that is typically inhaled 
through the nose.

	■ Moist snuff and snus: Cut tobacco that is placed in the mouth, either loose or 
contained in a small pouch. Dip is a widely used type of moist snuff.

	■ Nicotine pouches: A pouch containing powdered nicotine, flavorings, and other 
ingredients that is placed in the mouth. When placed in the mouth, the powder 
dissolves and nicotine is absorbed through the gums and inner lining of the mouth.

d)	 �Cigars, cigarillos, or little  
cigars

A cigar is a roll of tobacco wrapped in leaf tobacco or in a substance that 
contains tobacco. Most cigars are combustible tobacco products. They 
vary in size—from smaller cigars, such as little filtered cigars or cigarillos, to 
larger ones, such as large so-called premium cigars.
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Data entry response options: Definition:

e)	 Other: _________________

f)	 Brand only Brand name and/or logo without showing a tobacco product.

If cannabis (8g):

12.	 Cannabis Product Category:

Instructions: Select the cannabis product category based on the definitions provided below. Do not code 
products that are advertised as not containing THC (e.g., CBD only). Do not code products that cannot be 
consumed such as lotion, hemp, or candles. Only select the concentrate category if the product is sold 
independently of other products (i.e., not inside a vape pen or infused in an edible). 

Data entry response options: Definition:

a)	 Flower Dried cannabis flower that is rolled like a cigarette or smoked using a pipe or 
water pipe.

b)	 Pre-rolls Also referred to as joints. Pre-rolled joints or cannabis cigarettes.

c)	 Vaporizer pens Portable, battery-powered devices that heat cannabis flower or concentrates 
to produce an inhalable aerosol. These are also commonly called vape pens 
or cartridges.

d)	 Edibles Food and beverage products that have been infused with cannabis. For 
example, candy bars, brownies, gummy bears, seltzer, and ramen.

e)	 Concentrates Cannabis concentrates are produced by extracting cannabinoids, primarily 
THC, from the plant. Concentrates are used in edibles and vaporizer pens and 
can also be consumed on their own through dabbing — a method in which 
the extract is heated to high temperatures and the vapor is inhaled in a single 
breath. 

Examples of concentrates: sugar, shatter, wax, diamonds, sauce, sap, 
crystalline, THCa, resin, rosin, budder, batter, pull n snap, kief, hash oil, 
gold dust, drizzler, cannabis oil, Rick Simpson oil, oil syringe, dragon tears, 
cannadrops, tincture pray, sublinguals, cannamist, moonrocks, sunrocks, caviar, 
hash, and Moroccan melt. 

f)	 Delta-8 THC product Any consumable cannabis product that is advertised as containing  
Delta-8-THC. 

g)	 Other:________________ 

h)	 Brand only Name and/or logo of cannabis brand or company without any product  
(e.g., Verano, Incredibles, and Cresco Labs).

i)	 Dispensary Logo or name of dispensary. Examples of multi-state chains include 
Sunnyside, MedMed, Dispensary 33, Verilife, and Ascend.
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If gambling (8h):

13.	 Gambling Type

Instructions: Select the gambling type based on the definitions provided below. 

	■ All gambling types can be online or in person. 

	■ Gambling apps and companies often offer multiple types of gambling. Use the content from the exposure 
to decide how to code. For example, if sports are mentioned, code as sports betting.  Select option (f), “Not 
specified”, if this exposure is for a gambling establishment (e.g., casino, company) or application with no specific 
type of gambling shown. See below examples for guidance:

	■ An ad for Fanatics Sportsbook would be classified as sports betting.

	■ An ad for Fanatics Sportsbook and Casino would be classified as sports betting.

	■ An ad for Fanatics with no other information would be coded as Not specified. 

	■ An ad for ESPN Bet with no other information would be coded as Not specified (Cannot assume coders 
know ESPN is for sports; does not specifically mention sports).

	■ An ad for BetMGM Casino that shows poker would be coded under popular casino table games.

	■ An ad for BetMGM Casino with image of slots would be coded as slots.

	■ An ad for BetMGM Casino with no other information would be coded as Not specified. 

	■ If you see more than one type of gambling in the exposure, select “Multiple” and write in each type. For 
example, Fanatics Sportsbook and Casino advertisement references sports betting and esports betting would 
be coded as multiple (write “Sports betting; Esports betting”). 

	■ Code gambling under “other” and enter the name of the game/app/website if you see an exposure for a game/
app/website that vaguely mentions one or more of the following words: “rich”, “chips”, “betting”, or winning/
getting “money” or “cash” AND does not fall under the other categories (a-g).  Unlike the option “Not Specified”, 
there is no definitive indication that this exposure is referring to gambling. 

	■ Do not code tools for gambling (e.g., AI program to increase betting odds or websites that report odds, 
projections, and recommended picks such as Sharp investments, Dynamic Sports Play, and SportsLine). 

	■ Do not code raffles as gambling.

Data entry response options: Definition:

a)	 Sports betting Broadly defined, sports betting is the placing of a bet on a sporting event or 
contest. Many different types of wagers can be placed on a variety of sporting 
events. 

b)	 Esports betting Esports is a term for competitive gaming. It is similar to traditional sports 
with fans following teams, watching matches, and placing bets on who will 
win. Esports are live-streamed and can have millions of viewers. Examples of 
Esports include video games based on real-life sports (e.g., FIFA, NBA) and 
entirely fictional games like League of Legends and DOTA 2. People can 
place bets on outcomes such as who will win a match or tournament and the 
final score of the game. 

c)	 Popular casino table games Casino games played on a designated table, typically with a live dealer, and 
where players wager against the casino. Code the most popular casino table 
games here which are: baccarat, blackjack (also called 21), poker, craps, and 
roulette.
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Data entry response options: Definition:

d)	 Slots A type of casino game where players spin a number of reels in order to win 
money. The game is based on chance; players can win different amounts of 
money depending on the symbols that appear on the screen.

e)	 Bingo In this game players mark off numbers on cards as the numbers are drawn 
randomly by a caller; the winner is the first to market off five numbers in a row 
or other pattern.

f)	 Not specified An exposure is for a gambling establishment (e.g., casino, company) or 
application with no specific type of gambling shown.

g)	 Lottery A game, often organized by the state, in which tickets with numbers are 
sold to people who then have a chance of winning a prize if their number is 
chosen.

h)	 Multiple:_______________

i)	 Other:_________________

BRAND AND PRODUCT DETAIL	   VARIABLES 14–15	

If branded (8a-8d or 8e-h and 9a together):  

14.	 Brand Name

Instructions: Enter the name of the brand shown or mentioned in the exposure (e.g., McDonald’s, Coca-Cola, 
Cresco Labs, ZYN). 

	■ If the exposure is a branded restaurant, write the name of the restaurant. 

	■ If the exposure is for gambling, write the name of the app/game/company/website.

	■ If you cannot determine the brand name, enter “Cannot determine” for brand name.

If the ad is blurry and you cannot determine the brand name, you can investigate by (1) typing out the words you 
can see in the ad into Google and (2) conducting a reverse image search. 

For example, the name of the gambling app below is “World Series Poker” but it is unreadable because the image 
is blurry. You can type the words from the ad into Google: “The thrill is on! 1,000,000 free chips welcome bonus!” 
(see image below). In Google images, you will see the exact same brand logo where you can read the text. 

GOOGLE IMAGE SEARCH:

FIGURE 15 Coyle, Sam. “WSOP Best Bonus Codes & Promos.” Pokernews, 30 Nov. 2023.



24

CODEBOOK & CODING MANUAL FOR THE STUDY OF YOUTH EXPOSURE TO MARKETING ON DIGITAL MEDIA

If branded food/beverage, restaurant, or alcohol (8a, 8b, or 8f and 9a together):

15.	 Product Detail

Instructions: 
	■ Select option (a) if (1) the name of a branded food/beverage or alcohol product is available or if it is a 

universally known product offered by this company (e.g., Oreo cookie), (2) the exposure includes a branded 
food or beverage item(s) or meal(s) from a chain fast-food restaurant, or (3) the exposure focuses exclusively on 
an app.

	■ If branded food/beverage or alcohol product, enter the name. For example, Flaming Hot Cheetos, 
Coca-Cola Classic, Bud Light Lime.

	■	 Include any additional characteristics that are provided such as flavors/variants (e.g., Clif Bar 
Chocolate Chip, Frosted Flakes Chocolate Milkshake), whether a product is sweetened or 
unsweetened (e.g., Silk Almond Milk Unsweet, Coke Zero, Diet Pepsi, Vitamin Water Zero Sugar) or 
if an item is not caffeinated (e.g., Diet Coke caffeine-free). 

	■	 Do not include package size or type of package. 
	■	 If a brand/product exposure has the same product with multiple flavors or variants, enter each 
flavor or variant (e.g., Doritos Nacho Cheese and Cool Ranch; Special K Fruit & Yogurt and Special 
K Red Berries).

	■	 Sometimes brand and product detail will be the same if the name of the branded product line is 
the same as the name of the brand. For example, an exposure for a KitKat bar or Snickers bar. 

	■ If branded food/beverage item(s) or meal(s) from a chain fast-food restaurant (e.g., Big Mac, 
Happy Meal, Quarter Pounder) or a combination of branded and unbranded items, enter the name(s). A 
branded item or meal must be trademarked and specific to that restaurant.

	■	 If a meal, enter the name of each component. For example, if a McDonald’s ad mentions a Happy 
Meal and shows a burger, fries, and 1% white milk, enter these items in option (a). 

	■	 If there are branded and unbranded items, you must enter each item. For example, if someone is 
eating a Whopper and fries from Burger King, enter Whopper and fries.

	■ If the exposure focuses exclusively on an app, enter “app” or “application”.
	■	 Only code as an app if you see or hear the word app or application in the brand/product exposure 
or if there is a search ad within an app store (e.g., there is a search ad for DoorDash when the 
participant is searching in the Apple App Store).

	■	 If the brand/product exposure mentions an app but contains branded products, only write in the 
branded product in option (a); branded products will always take priority over applications in  
this question.

	■ Select option (b) if (1) there are only generic food/beverage items (e.g., crackers, hamburger, fries, bacon) 
because these are not considered branded product lines or (2) the exposure only has a brand name or logo 
without any food items. 

	■ If this is a restaurant and NOT a chain fast-food restaurant, always select option (b).

	■ Select option (c) if there is an image of a packaged branded product, but you can’t determine the exact 
product name, for example, because the image is blurry, or the text is small. 

Note: Use only the information you can see, i.e., do not specifically look up a product to find the product detail. 
However, if you already looked up the brand and were able to find the product detail, this information can be 
entered here.
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Data entry response options:

a)	 _______________________

b)	 N/A Brand only

c)	 �Image of product but cannot determine product detail

Definition:

Chain Fast-Food Restaurant: Standalone restaurants in which orders are placed and payment is made at 
the counter and “that are part of a chain with 20 or more locations, doing business under the same name and 
offering for sale substantially the same menu items” (U.S. Food and Drug Administration, n.d.). Includes “fast 
casual” in which food ordered at the counter may be brought to the table by staff. Examples include McDonald’s, 
Subway, Wendy’s, Chipotle, Noodles and Company, Panera, Starbucks, and Taco Bell. Chain convenience stores 
that sell hot food (e.g., 7/11, Circle K) and fast-food restaurants within chain convenience stores (e.g., Wawa) DO 
NOT meet the criteria for fast-food restaurant in this study.

EXAMPLES OF OPTION (a):

ENTER: Application

FIGURE 16 iSpot. “McDonald’s McDelivery TV Spot, ‘Rain’.” ISpot, 15 Aug. 2023.

ENTER: Doritos Dinamita

FIGURE 17 Ortega, Jenna [@jennaortega]. “Photograph of Jenna 
Ortega for @doritos Dinamita.” Instagram, 24 Jan 2024.

ENTER: Modelo Especial

FIGURE 18 Modelo USA [@modelousa]. “Professional 
headshot.” Instagram, 8 Jun. 2025.

ENTER: Snickers bar

FIGURE 19 Miller, James. “Case study: How fame made Snickers ‘You’re not you when you’re hungry’ campaign a 
success.” Campaign.

ENTER: Oreo Cookie

FIGURE 20 Stein, Lindsay. “Oreo’s local-first, globally connected COVID-19 strategy 
around playfulness.” Campaign, 9 April 2008.

(continued...)
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EXAMPLES OF OPTION (a):

ENTER: Ritz Cracker

FIGURE 21 Ritz Crackers. Facebook, 20 May 2020.

ENTER: Coca-Cola Original

FIGURE 22 Mishra, Prabudh. “Persuasive Presentations: Aristotle Shows the Way.” Slide Team, 1 May 2023.

EXAMPLES OF OPTION (b), N/A BRAND ONLY

FIGURE 23 “BUD LIGHT BRINGS THE MAGIC TO THE SUPER BOWL LVIII IN NEW 
COMMERCIAL INTRODUCING THE BUD LIGHT GENIE, ALONGSIDE POST MALONE, 
PEYTON MANNING, AND DANA WHITE.” PR Newswire, 6 Feb. 2024.

FIGURE 24 Oscar Mayer. Facebook, 16 August 2024.

FIGURE 25 lisabiggs0810. “A Little Extra 
Flavor On Us.” Instagram, 29 Jan. 2026.

FIGURE 26 Buscemi, A. “ThursYays at Starbucks: Buy One Fall Beverage, Get One Free 
Every Thursday Afternoon.” Wide Open Country, 7 Sept. 2023.

FIGURE 27 “Vintage Advertising: Coca-Cola.” The Saturday Evening Post,  
11 Feb. 2021.

FIGURE 28 “Chili’s 10 fo $7 Lunch TV Spot, ‘Great Lunch.’” iSpot, 5 Feb. 2018. FIGURE 29 “Subway Eat Fresh Logo.” LogoDix, 15 Feb. 2019.
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EXAMPLES OF OPTION (c), PACKAGED/LABELED BRANDED PRODUCT:

FIGURE 30 “Industry Vets Open Pariah VFX/Post Studio, Complete Gatorade Spot.” postPerspective,  
9 March 2022.

FIGURE 31 iSpot. “Chocolate Frosted Flakes TV Spot, ‘Mmmm Chocolate’.” iSpot, 20 Jul. 2018.

MARKETING EXPOSURE SOURCE AND TYPE	   VARIABLES 16–20	

16.	 Is this Marketing Exposure from a Brand/Company’s Own Website, Application, or Social Media 
Account That is Not Paid/Sponsored/Promoted?

Instructions: Select whether the marketing exposure is from a website, application, or social media account that 
belongs to the brand/company. If a post says “Sponsored” (e.g., term used by Instagram and Facebook), “Promoted” 
(e.g., term used by Reddit, X), or “Ad”, this is a paid ad—not simply a company post on their own social media page. 
If the owner or founder of a company posts their brand/product on their personal account (e.g., Logan Paul posts a 
video about Prime) we would consider this to be owned media and would select “Yes”.

Data entry response options: Examples:

a)	 Yes 1) McDonald’s might make a post on Instagram that is liked or shared by 
friends of the study participant, and they see it in their feed.

2) The participant opens the McDonald’s app, and the app promotes a 
Chocolate and Caramel Pretzel McFlurry, which flashes at the top of the 
screen. 

b)	 No McDonald’s paid to have McFlurry ad posted on Instagram and the 
promoted/sponsored post showed up in the participant’s feed.

If yes (16a):

17.	 Website, Application, or Social Media Account?

Instructions: Select whether the exposure was from a company/brand website, application, or social media account. 

Data entry response options:

a)	 Website

b)	 Application

c)	 Social media account
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EXAMPLE OF WEBSITE:

FIGURE 32 “McDonald’s Homepage.” McDonald’s.

EXAMPLE OF APPLICATION:

FIGURE 33 McDonald’s. “Q2 2021 Earnings.” McDonald’s, 28 Jul. 2021.

EXAMPLE OF SOCIAL MEDIA ACCOUNT:

FIGURE 34 Mcdonalds [@mcdonalds]. “the best form of potatoes tbh.” Instagram, 6 Mar. 2025.

If website or application (17a or 17b):

18.	 Was this Exposure an Advergame?

Instructions: Determine whether the marketing exposure was an advergame (see definition below). 

Data entry response options: Definition:

a)	 Yes The game itself is an advertisement. For example, KFC may have their own 
app that includes a game, or Lucky Charms may have a game on their 
corporate website.

b)	 No

If no (16b) (i.e., exposure did not come from brand/company website, application, or social media account):

19.	 Exposure Source:

Instructions: Select the source of the exposure. 

Data entry response options: Definition:

a)	 �Paid and came directly from  
the company

These are advertisements that companies pay for that they created or paid 
a marketing firm to create. Examples include display ads, search ads (e.g., 
Google, Yelp, Amazon, or DoorDash search result suggestion that says
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Data entry response options: Definition:

Promoted, Sponsored or Ad), promoted/sponsored social media posts, in-
stream ads, advertisements within games, and advergames. The assumption 
can be made that any brands/products featured as part of a sporting event 
(e.g., Red Bull on a jersey, team players using towels with a Gatorade logo) 
are paid ads. This is an exception to the general rule and will only apply to 
sporting events.

b)	 �From third party but content  
is sponsored

This is when a company pays a content creator to endorse their product 
on their own platform, either actively or through product placement. For 
example, influencers/celebrities recommending a product in one of their 
YouTube videos. These third parties may verbally say they are sponsored 
by a company, or they have hashtags that indicate sponsorship in a social 
media post description, such as #ad, #sponsor, #sponsorship, #partner, 
#partnership, and #paid. The tagging of brands alone does not provide 
enough evidence for sponsorship.

c)	 �From third party with no 
indication of sponsorship

The exposure is from a third party (e.g., influencer/celebrity, participant’s 
friend, third-party platform where you can make purchases), but there is no 
indication that the third party is sponsored or being paid.

If paid (19a):

20.	 Paid Ad Type

Instructions: Select the type of paid ad using the definitions below. 

Data entry response options: Definition:

a)	 Display ad There are two types of display ads: banner ads and rich media ads. They 
are located on the top, bottom, or sides of a website, game, or other media. 
Banner ads are static images or moving displays while rich media ads 
include more interactive features such as video you can start and stop, audio, 
asking questions, and form fields (allows users to input their information like 
name and email address).

b)	 Pop-up ad Full or partial screen ad that overlays a webpage or app (e.g., gaming app) 
that someone is trying to access. It can be an image, text, or video that 
requires users to either click the ad or close it in order to move on. 

c)	 Search ad Ad that appears when you conduct searches on platforms (e.g., Amazon, 
Google, or Yelp sponsored results).

d)	 �Promoted/sponsored social 
media post

Paid ad on a social media platform that is designed to look and feel like 
organic content within the platform’s feed.

e)	 In-stream ad Video ad seen within a video (e.g., video on YouTube or Facebook).

f)	 Advergame A game that is itself an advertisement. For example, Chipotle has a burrito-
building challenge within Roblox.

g)	 Intrinsic in-game ads Ad that is organically embedded in the game and does not interrupt play. 
The game does not revolve around the brand or product. 

Examples: Billboard for Doritos on the highway in a car racing game, stadium 
ad for Miller Lite in football game, in-game item you can select is Starbucks 
drink. 
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Data entry response options: Definition:

h)	 Reward or opt-in video ads Users can choose to watch an ad to get rewards in a game, such as coins.

i)	 �Physical ad embedded in 
sporting event that is viewed

Physical advertisements seen while watching live sporting events that 
are located in places such as an arena, field, or court. Examples include a 
Budweiser ad on a basketball court and a state lottery ad on a hockey rink. 
The assumption can be made that any brands/products featured as part 
of the sporting event (e.g., Red Bull on a jersey, team players using towels 
with a Gatorade logo) are paid ads. This excludes fans/spectators. This is an 
exception to the general rule and will only apply to sporting events.

j)	 �Physical ad embedded in  
other content being viewed

Advertisements seen in the physical environment of an image or video. For 
example, if an influencer is walking around Times Square in New York City and 
there is a large digital screen that shows an ad for Coca-Cola. Another example 
would be a Crumbl ad featured in the backdrop at a celebrity awards show.

k)	 Other:__________________

MARKETING STRATEGIES	   VARIABLES 21–37	

IDENTIFIABLE PERSON	    VARIABLE 21	
If third party (19b or 19c):

21.	 Is There a Person (or Persons) Whom You Can Identify?

Instructions: 
	■ If this is a text post, select Yes and enter the username or handle associated with the post. If this is a retweet, 

you enter the username or handle of the original account that made the post.  

	■ If this is a photo or video, report whether there is a person present who is identifiable or recognizable:

	■ If you can see their username/handle, select Yes and enter the username/handle in the free text space 
as long as you can verify the person seen in the image or video is the same person who owns the 
account. You can do so by conducting a search in Google using the username/handle and confirming 
the photo of the person matches the person in the image or video (TIP: you can use the name of the 
platform and information from the post when conducting this search [e.g., TikTok video with username 
“Shawn” about Domino’s pizza can search “TikTok Shawn Domino’s”]). Note that you cannot rely on the 
person’s voice alone unless they verbally identify themselves. 

	■ If you recognize this person and there is not a username/handle OR the person you recognize is not the 
same person who owns the account, enter the person’s name (e.g., Justin Bieber, Kim Kardashian), which 
could include their “stage name” (e.g., Lady Gaga, Mr. Beast, PewDiePie).

	■ If you do not recognize this person and you cannot identify them using the username/handle, you can 
take a screenshot of their face and conduct a reverse image search. 

	■ If you still cannot identify this person after taking the above steps, select No.

	■ If this is a group of people (e.g., famous comedy troupe, football team), write the name of the group. If 
there is more than one person who you can identify, write each of their names separated by a comma. 

Data entry response options:

a)	 Yes:_______________________________

b)	 No
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WIZ KHALIFA PROMOTING HIS OWN BRAND OF CANNABIS BUD:

FIGURE 35 Khalifa Kush [@khalifakush]. “Best weed in the world 
– Numbers don’t lie.” Instagram, 11 Feb. 2025.

FIGURE 36 Khalifa Kush [@khalifakush]. “Our newest addition 
to the family, Point Breeze: KK x Gastro Pop. The unmistakable 
KK gas notes are followed by a unique berry candy aroma 
straight from its Gastro Pop lineage. “Point Breeze” is a nod to 
the Pittsburgh neighborhood where it all started. Our packaging 
is inspired by the biggest, slowest-moving fish in the sea – the 
whale shark.” Instagram, 21 Feb. 2025.

LOGAN PAUL AND KSI PROMOTING THEIR BEVERAGE PRIME:

FIGURE 37 Horetski, Dylan. “Logan Paul explains why he ended beef with KSI to start Prime Hydration.” Dexerto, 
14 Jun. 2022.

KIM KARDASHIAN PROMOTING  
BEYOND MEAT:

FIGURE 38 Jones, Daniel. “Major fast food chain bets McDonald’s 
is wrong - launching a product its rival just dropped: ‘Fans begged 
us’.” Daily Mail, 14 Jul. 2024.

ACTIVE ENDORSEMENT VS. PRODUCT PLACEMENT	   VARIABLE 22	
If third party (19b or 19c):

22.	 Did this Person Actively Endorse the Brand/Product or was this Product Placement?

Instructions: Determine whether the third party actively endorsed the product/brand or the product/brand was 
featured in their content (i.e., product placement) using the definitions below. 

If this exposure is from a third-party platform where purchases are made, always select product placement. 

If an exposure contains 2 or more brands/products that contradict each other; active endorsement will always take 
precedence over product placement. For example, if an influencer goes through the McDonald’s drive thru and we 
see a logo (product placement) while he is talking about a Chipotle order with the cashier (active endorsement); 
active endorsement should be selected.

The text does not need to specifically include the name of the product for it to be considered active endorsement. 
For example, it could say “I recommend these products” with an image of M&Ms being shown.
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Data entry response options: Definition:

a)	 Active endorsement Count any verbal mention or any text reference to the brand/product, a 
person consuming or intending to consume the product, non-verbal cues 
that indicate endorsement (e.g., nodding head and smiling, giving thumbs 
up, excitedly pointing at a product). Reminder, if the message about the 
brand/product is negative, this should not be coded as an exposure. 
Examples of intends to consume include actions like setting a table for a 
meal, pouring cereal into a bowl, pouring a drink into a cup, and holding a 
food/beverage up to their mouth.

b)	 Product placement The product is clearly featured (even if it is the only item/place being shown 
in the image or video) in content generated by a third party. 

EXAMPLES OF ACTIVE ENDORSEMENT: 

FIGURE 39 Adoric Team. “15 Instagram Marketing Tips.” Adoric, 7 Nov. 2023.

FIGURE 40 Magin Spoon [@
magicspooncereal]. “trying the hottest new 
products to launch.” TikTok, 24 Jan. 2024.

FIGURE 41 Siena08 [@siena0813]. “Gift Basket Idea for 
Friends”. Pinterest

EXAMPLES OF PRODUCT PLACEMENT

FIGURE 42 Pilkington, Diana. “Simon Cowell gets a bunny hug as eighth season of 
American Idol kicks off.” Daily Mail, 14 Jan. 2009.

FIGURE 43 “Product Placement: definitions, types, and examples.”  
Digital Coach.

FIGURE 44 Bryan, Justin. “33 Random Pics and 
Memes to Please Your Needs.” EBaum’s World, 2018.
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PRICE PROMOTION OR INCENTIVE	   VARIABLE 23	

23.	 Does this Exposure Include a Price Promotion or Incentive?

Instructions: 
	■ Determine whether the exposure includes a price promotion (product is offered for a reduced price per unit, 

e.g., discount, buy-one-get-one) or incentive (any type of inducement to participate or purchase, e.g., “get $2 
to start playing”; incentives from rewards or loyalty programs, e.g., earn points from purchases to get free or 
reduced-priced items).

	■ Select Yes if you there is a vague offer (e.g., “Get Offer” shown on banner ad).

	■ For gambling, must be more than the regular odds of winning or possible winnings in a game (“get up to 
$1,000 in bonus bets”). 

	■ Do not include potential rewards from gambling (e.g., “win up to $1,000 per game”, “play the Illinois lottery to 
win $5 million”). 

	■ Do not code value meals (e.g., Dunkin’ Donuts $6 Value Meal, $5 Biggie Bag at Wendy’s, $5 McValue meal at 
McDonald’s). 

Data entry response options: Examples:

a)	 Yes Price Promotion: 20% off if buy 4 or more, buy one get one free, “free 
3pc tenders on your first digital order, $10 minimum”, and any deal on 
Amazon for a food or beverage product such as coupons, discounts, and 
Prime deals. 

Incentives: can include contests, prizes, or giveaways available with or 
without purchase related to the brand/product under consideration. E.g., 
Addison Rae will give away $1000 to the first 100 people that comment 
on her post related to Coca-Cola, earn free Starbucks coffee with rewards 
program.

b)	 No

EXAMPLES OF PRICE PROMOTIONS AND INCENTIVES:

FIGURE 45 Fuchs, Jay. “How to Implement a Promotional Pricing Strategy the Right 
Way.” HubSpot, 2 May 2025.

FIGURE 46 Thrive Cannabis Marketplace. “Win Free Cannabis 
for a Year!” Thrive Cannabis Marketplace.

FIGURE 47 Popovic, Ana. “Promotional Pricing: definition, examples, and 
implementation.” Best Practices in Price Monitoring, Price2Spy.



34

CODEBOOK & CODING MANUAL FOR THE STUDY OF YOUTH EXPOSURE TO MARKETING ON DIGITAL MEDIA

ENGAGEMENT	   VARIABLES 24–27	
If 6a-6h, 6j, and 6k are selected, Question 24-27 will appear: 

Instructions for Questions 24-27: Determine whether you can see the number of likes, views, comments and 
shares. The available data will differ depending on the platform. If you can see these values, select Yes and enter 
the number of likes, views, comments and shares in the free text box exactly how you see it (e.g., if you see 25k, 
enter “25k”—not “25,000”). Note that even if the data are available, you may not be able to see the number of 
likes, views, comments, and shares, for example, because the image is blurry or obstructed. In this case, select No.

24.	 Can You See the Number of Likes?

Data entry response options: Example:

a)	 Yes: ___________ Enter “1.1M”.

b)	 No

FIGURE 48  
@biteswithlily. 
“Trying Raising 
Cane’s for the first 
time.” TikTok,  
4 Mar. 2024.

25.	 Can You See the Number of Views?

Data entry response options: Example:

a)	 Yes: ___________ Enter “954k”.

b)	 No

FIGURE 49 Stork, Jacob. “Wayne’s World-Product Placement.” Youtube,  
13 Jan. 2013.

26.	 Can You See the Number of Comments?

Data entry response options: Example:

a)	 Yes: ___________ Enter “174”.

b)	 No

FIGURE 50  
Starbucks. “lavender 
from top to bottom.” 
Instagram, 15 Apr. 
2025.
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27.	 Can You See the Number of Shares?

Data entry response options: Example:

a)	 Yes: ___________ Enter “11”.

b)	 No

FIGURE 51  
@crawking. 
“KOMBUCHA TIME.” 
TikTok, 13 Mar. 
2025, 

USE OF SPOKES, LICENSED, OR CARTOON CHARACTER	   VARIABLES 28–30	

28.	 Did the Marketing Exposure use Spokes Characters?

Instructions: Determine whether the exposure uses a spokes character(s).

Data entry response options: Definition:

a)	 Yes: __________________ A fictional/cartoon character that is defined by a set of human attributes 
and characteristics to give the brand a unique personality.

Examples: Tony the Tiger, Pillsbury Doughboy, Charlie the Tuna, Quaker Oats 
mascot, Starbucks logo with mermaid.

b)	 No

EXAMPLES OF SPOKES CHARACTERS:

FIGURE 52 Garcia, 
Stephanie. “Cartoon 
Characters.” Pinterest, 
2025.

FIGURE 53 Harling, Danielle. “M&M Has Cut Its Spokescandies After Their 
(Unsexy?) Shoes Cause An Internet Scandal.” Yahoo news, 24 Jan. 2023.

FIGURE 54 Evans, Shirley [@babymama101]. 
“Tony The Tiger.” Pinterest, 2025.

FIGURE 55 Sweeney, Erin. “A History of the 22 
Most Iconic Brand Mascots Since 1877.” Erin 
Sweeney Design.

FIGURE 56 Solis, Nathan. “Studio City Starbucks removes seating due to 
‘safety concerns’.” Los Angeles Times, 25 May 2023.

FIGURE 57 Wikipedia. “Wendy’s.” Wikipedia,  
19 Jan. 2002.
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29.	 Did the Marketing Exposure use Licensed Characters?

Instructions: Determine whether the exposure uses a licensed character(s).

Data entry response options: Definition:

a)	 Yes A licensed character involves licensing the rights from the owner of a 
cartoon/fictional character not specifically created to promote the product 
in order to place images on a product.

Examples: Spiderman on a Lunchables package, Elmo on Organic Garden 
Veggie Straws.

b)	 No

EXAMPLES OF LICENSED CHARACTERS:

FIGURE 58 Target.com. “Earth’s Best 
Organic Straws Sesame Street Baby 
& Toddler Snacks - Original - 2.75oz.” 
Website, n.d.

FIGURE 59 “Spidey Food!” 
Dinosaur Dracula.

FIGURE 60 Target. “Kellogg Scooby-Doo! 
Cinnamon Baked Graham Cracker Sticks – 
11oz.” Website, n.d.

FIGURE 61 “Kidz features Disney characters and 
four fruit flavors.” Beverage Industry, BNP Media, 
6 Feb. 2020.

30.	 Did the Marketing Exposure use Other Cartoon Characters?

Instructions: Determine whether the exposure included a character that would not apply to the spokes character 
or licensed character categories. This question applies to the level of the exposure--not the brand or product. For 
example, a video can show a cartoon character that is unrelated to branded food or beverage product that is also 
being shown; in this case, other cartoon characters should be Yes. Cartoons can be drawings or 3D characters.  
DO NOT count realistic drawings; cartoons must have exaggerated features.

Data entry response options: Definition:

a)	 Yes Cartoon characters other than spokes or licensed characters are depicted 
in marketing exposure; these would be cartoon characters without a 
specific identity or name.

Examples: Characters featured in Red Bull commercial and photos of 
McDonald’s that have 3D animal cartoon characters.

b)	 No
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EXAMPLES OF OTHER CARTOON CHARACTERS (NOT SPOKES OR LICENSED):

FIGURE 62 Linscott, Delme. “Red Bull- it can give you wings.” Living in Grace, Blogger, 17 Jul. 2024. FIGURE 63 @jakexploring. “Zoo McDonald’s Then vs, Now...” Instagram, 24 Jun. 2025.

VIRAL MARKETING	   VARIABLE 31	

31.	 Did the Marketing Exposure Include Viral Marketing?

Instructions: Determine whether the exposure used viral marketing.

Data entry response options: Definition:

a)	 Yes Prompts viewers to engage with the brand by commenting, replying, sharing 
information with their peers (peer-to-peer marketing), re-posting content to 
their own feeds, tagging friends or brand, or using specific hashtags. E.g., 
“Be sure to share this post with all of your friends”.

b)	 No

EXAMPLES OF VIRAL MARKETING:

FIGURE 64 @Silk. “There’s more to the season than Pumpkin Spice. 
If you’re on team Maple Brown Sugar, drop a in the comments. #fall 
#SilkCreamers.” Instagram, 4 Oct. 2023.

FIGURE 65 @wendys. “tag ur who.” Instagram, 6 Feb. 2025.



38

CODEBOOK & CODING MANUAL FOR THE STUDY OF YOUTH EXPOSURE TO MARKETING ON DIGITAL MEDIA

PRESENCE OF CHILDREN, ADOLESCENTS, AND YOUNG ADULTS	   VARIABLES 32–34	

32.	 Did the Marketing Exposure Include Reference to or Presence of Children?

Instructions: Determine whether the exposure references a child (regardless of whether they are physically 
present). In this study, a child is considered someone who appears to be 12 years or younger.

Data entry response options:

a)	 Yes

b)	 No

EXAMPLES OF CHILDREN IN EXPOSURES:

FIGURE 66 Spary, Sara. “Nestle Causes Outrage Over Ads Promoting Unhealthy Eating To Kids.” Buzzfeed, 
23 Dec. 2025.

FIGURE 67 iSpot. “McDonald’s Happy Meal TV Spot, ‘Skylanders: SuperChargers’.” Website, 14 
Jun. 2016.

33.	 Did the Marketing Exposure Include Reference to or Presence of Adolescents?

Instructions: Determine whether the exposure 
references an adolescent (regardless of whether 
they are physically present in the exposure). In this 
study, an adolescent is someone who appears to be 
between the ages of 13-17.

Data entry response options:

a)	 Yes

b)	 No

EXAMPLE OF ADOLESCENT IN EXPOSURES:

FIGURE 68 Kim, Dakota. “Are Junk Food Companies Using TikTok Influencers to Target Kids?” 
Civil Eats, 22 Mar. 2021.

34.	 Did the Marketing Exposure Include Reference to or Presence of Young Adults?

Instructions: Determine whether the exposure references a young adult (regardless of whether they are 
physically present in the exposure). In this study, a young adult is someone who appears to be between the  
ages of 18-24.
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Data entry response options:

a)	 Yes

b)	 No

EXAMPLES OF YOUNG ADULTS IN EXPOSURES:

FIGURE 69 Truth Initiative. “JUUL keeps saying its popularity with young people is an accident.” Truth 
Initiative, 19 Jul. 2019.

FIGURE 70 Bradley, Sherry. “The Top 7 Reasons Why People Start Doing 
Drugs.” New Life 360, 2 Apr. 2021.

APPEALING TO HEALTH AND NUTRITION	   VARIABLES 35–37	

35.	 Did the Marketing Exposure Appeal to Health or Nutrition or Provide Any Nutrition Information?

Instructions: Determine whether the marketing exposure appealed to health or nutrition.

Data entry response options: Definition:

a)	 Yes To qualify, these marketing exposures must appeal to the healthfulness or 
nutritional quality of a product and can do this either explicitly or implicitly 
or show or mention any nutritional information. This can be done with 
imagery such as symbols or consumers engaging in various activities but 
can also be done by including text with specific claims.

Explicit appeals directly link the product’s healthfulness or nutritional 
composition with promoting wellness, growth, strength, or physical activity. 
For example, a toddler milk ad that includes “Supports Brain Development” 
or oatmeal packaging that says “oatmeal can reduce cholesterol.”

Implicit appeals suggests the product’s healthfulness or nutritional 
composition with promoting wellness, growth, strength, or physical activity. 
For example, (1) an ad for a breakfast cereal displayed alongside healthy 
foods like fresh fruit, (2) an ad for a product that is being consumed by an 
individual playing sports, and (3) exposure includes health and nutrition 
claims/symbols (e.g., organic, natural, highlighting specific nutrients,  
non-GMO).

Shows or mentions any nutritional information, which may or may not 
indicate an appeal to health (e.g., front-of-pack label or text that states 230 
calories in a beverage). Do not include nutrition facts panel.

b)	 No
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EXAMPLES OF WHAT TO CODE AS APPEALING TO HEALTH OR NUTRITION :

FIGURE 71 iSpot. “Enfamil Enfagrow TV Spot, ‘Momentos de aprendizaje’.” iSpot, 6 Jul. 2016.

FIGURE 72 ExpressMed. “Carnation Breakfast Essentials 
Oral Supplement Rich Milk Chocolate 36 Gram Individual 
Packet Powder Box of 10.” ExpressMed.

FIGURE 73 Chegg. “Question: most valuable power 
power vitaminwater 3 championships and 1.345 
besoitaminer and chuggire 1 m...and longe GACEAU 
vitaminwater try it... it works for kobe.” Chegg Inc.

FIGURE 74 Sisracon, Jeremy. “Nutricrisp Packaging Project.” 
Behance, 16 Oct. 2022.

If question 35 is Yes, select all that apply: 

36.	 Appealing to Health and Nutrition Category.

Instructions: Select one or more of the categories below that describe how the exposure appeals to health or 
nutrition. If exposure does not fall into any of these categories, the answer to the previous question (#35) should be No.

Data entry response options: Examples:

	■ �Promotes health/wellbeing 
and/or healthy diet

Reduce heart disease, oatmeal helps reduce cholesterol, cannabis reduces 
anxiety, energy drink improves focus, part of a well-balanced diet, a heart-
healthy diet, good source of calcium for bone growth (note: in this example, 
“Highlights specific nutrient(s)” would also be selected because calcium is 
mentioned), “to improve your gut health, I recommend X”, “I drink X to fuel my 
workout”, “8 lbs lighter in 8 weeks”, “drink for weight loss.”

	■ Promotes physical fitness Image of someone exercising that shows a bottle of Coke, protein shake 
helps you build muscle, kids’ cereal that shows someone kicking a soccer ball.

	■ �Promotes ingredient/
agricultural/product  
indicator 

Organic, no artificial dyes/colors/ flavors, non-GMO, contains “natural” 
ingredients or flavors, made with “real” ingredients, no preservatives, no 
nitrates, all natural, gluten free, no high-fructose corn syrup, made with heart 
healthy whole grains, no seed oils.

	■ �Highlights specific  
nutrient(s) or calories

20 grams of protein, high in protein, low salt, zero sugar, 30% less sugar, 
low fat, 40% less fat, fat free, 100% vitamin C per serving, good source of 
calcium, contains 16 amino acids, excellent source of vitamin D, contains 
antioxidants, zero calories, low calorie, 230 calories, 2.5 grams saturated fat.
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PROMOTES HEALTH/WELLBEING  
AND/OR HEALTHY DIET:

FIGURE 75 Walmart. “Campbell’s 
Condensed Heart Healthy 
Homestyle Chicken Noodle Soup, 
10.5 oz Can.” Walmart.

FIGURE 76 Heyne, Alexander. “#25 Top Chef 
“Healthy Choice – No Preservatives” Frozen Meal” 
found in “In Pictures: 29 Foods With “Health Claims 
That Are Deceiving You And Making You Sick.”.

PROMOTES PHYSICAL FITNESS:

FIGURE 77 Sandu, Bogdan. “Coca-Cola Advertising Campaigns, Print Ads and Commercials.” 
Design Your Way, 1 Mar. 2023.

FIGURE 78 “Kellog’s World Cup 2018.” Unit Grafik, 2018.

FIGURE 79 Tomlinson, 
Benjamin. “Protein 
Advertising.”.

PROMOTES INGREDIENT/AGRICULTURAL/ 
PRODUCT INDICATOR:

FIGURE 80 Heyne, Alexander. “#9 Juicefuls “Juice Filled Fruit 
Snacks – 100% Real Fruit Juice In the Center, Made With 
Real Fruit!”found in “In Pictures: 29 Foods With “Health Claims 
That Are Deceiving You And Making You Sick.” .

FIGURE 81 Amazon. 
“HAPPYTOT Organics Fiber 
& Protein Soft-Baked Oat 
Bars Toddler Snack Apple & 
Spinach, 0.88 Ounce Bars, 
5 Count Box (Pack of 6).” 
Amazon.

HIGHLIGHTS SPECIFIC NUTRIENT(S):

FIGURE 82 Heyne, Alexander. “#17 Chocolate Cupcake Pudding “As Much Calcium 
As an 8oz Glass of Milk!” found in “In Pictures: 29 Foods With “Health Claims That Are 
Deceiving You And Making You Sick.” .

FIGURE 83 Heyne, Alexander. “#8 
Frosted Flakes “Good Source of 
Vitamin D!” found in “In Pictures: 29 
Foods With “Health Claims That Are 
Deceiving You And Making You Sick.” .

FIGURE 84 Heyne, Alexander. “#27 Eggo Waffles “Protein Original – Good Source of 
Protein!” found in “In Pictures: 29 Foods With “Health Claims That Are Deceiving You 
And Making You Sick.” .

(continued...)
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HIGHLIGHTS SPECIFIC NUTRIENT(S):

FIGURE 85 GoSupps. 
“ Kellogg’s, Pop-Tarts, 
Unfrosted Brown Sugar 
Cinnamon, 8 Count, 
14oz Box (Pack of 2).” 
GoSupps.

FIGURE 86 Heyne, Alexander. 
“#18 Kool Aid- “Good Source of 
Antioxidant Vitamins C & E – 35% 
Less Sugar Than Leading Regular 
Sodas” found in “In Pictures: 29 
Foods With “Health Claims That Are 
Deceiving You And Making You Sick.”.

FIGURE 87 @itzdaggerz. 
“looks like somebody said 
come outside I just want to 
talk.” TikTok, 16 Mar. 2025.

If “Highlights specific nutrient(s)” for Question 36, select all that apply:

37.	 Nutrient(s) Specified or Calories:

Instructions: Select one or more nutrients that are highlighted in the exposure.

Data entry response options: Examples:

	■ Protein (e.g., numeric amount, high):____________

	■ Fiber (e.g., numeric amount, high):____________

	■ (Added) sugar (e.g., numeric amount, no, low/reduced):_______

	■ Sodium (e.g., numeric amount, no, low/reduced):____________

	■ Saturated Fat (e.g., numeric amount, no, low/reduced): _______

	■ Trans Fat (e.g., numeric amount, no, low/reduced):___________

	■ General fat, not specified (e.g., numeric, no, low/reduced):_____

	■ Calories (e.g., numeric, no, low/reduced):____________

	■ Other (e.g., vitamins, minerals):____________ Vitamins, minerals, carbohydrates, 
omega-3 fatty acids (e.g., DHA, EPA, ALA), 
amino acids, antioxidants, probiotics

	■ Vitamins: Vitamin A, B12, B6, C, D, E, and K.

	■ Minerals: Iron, calcium, zinc, potassium, 
phosphorus, magnesium.

CHALLENGING CODING SCENARIOS:	  	  

1	 If a participant searches for any product or brand that we would code, each exposure that appears 
must be coded as a separate exposure. For example, if a participant searches “Takis” on TikTok, each video 
that appears that includes the word Takis and an image of Takis should be coded.  

2	 If more than two brands are mentioned for one product, only enter the primary brand. For example, if 
Liquid IV has partnered with Popsicle and used their flavor called Firecracker, the brand name would be Liquid IV. 
Another example would be Cadbury egg that is the flavor of Reese’s peanut butter cup. In this case, the two brands 
partnered to create a product. Write Cadbury as the brand and enter Cadbury egg Reese’s as the product detail.
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