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Abstract 

Sugar sweetened beverage (SSB) consumption is high in Australia, particularly among 

adolescents and young adults. The need to reduce added sugars in the diet, with SSBs a 

notable contributor, is attracting increased attention from health agencies interested in 

curbing obesity and associated non-communicable diseases. While the marketing of 

unhealthy food and beverage products to children has been a focus of research and policy 

interest, little attention has been focused on the marketing of such products to adolescents 

and young adults. The increased usage and importance of social media for young people, 

paired with the unique opportunity provided by social media platforms for the continuous 

monitoring and facilitation of social interactions, consumer engagement, and peer-to-peer 

relationships, makes young people vulnerable to highly personalised and targeted digital 

marketing campaigns by the food and beverage industry.  

This study investigates the ways in which SSBs are marketed to people aged 13-25 years old 

on Facebook through a content analysis of the top SSB Facebook pages ranked by Australian 

followers. Using a social constructionist paradigm, descriptive and thematic analysis was 

conducted on all official company posts made to these pages during the 6 month period of 1 

January to 30 June 2015.  

Results found that SSB brands share highly engaging content on Facebook which seamlessly 

integrates their content into the lives of young people today.  Further to this, brands align 

their products with common sociocultural values and practices such as masculinity, 

femininity, friendship, and leisure, which are regarded as important by young people today. 

In doing so, they portray their products as having a normal place within the everyday lives of 

young people. 

This study contributes to the evidence base which shows young people are specifically 

targeted in the marketing of SSBs. Further to this, it adds to current literature by drawing 

attention to social media as a relatively new medium through which SSBs can uniquely target 

young people in their marketing. The findings of this research can help inform future public 

health policy and interventions regarding the marketing of SSBs to young people.   

 

 
Aimee Lee Brownbill   v 

 



   
 

Acknowledgements 

I would like to begin by thanking my two supervisors, Professor Annette Braunack-Mayer 

and Associate Professor Caroline Miller, for their immense support over this past year and 

for continuing to show confidence in me and my work. 

Thank you to the University of Adelaide for providing me with the University of Adelaide 

Honours Scholarship which was tremendously useful and which I greatly appreciate. I would 

also like to thank the Population Health Research Group at the South Australian Health and 

Medical Research Institute (SAHMRI) who financially assisted me in presenting my work at 

the Australian New Zealand Obesity Society 2015 Annual Scientific Meeting and who have 

provided me with the resources required to undertake my project within their team. 

I would further like to thank the amazing Population Health Research Group at SAHMRI, with 

whom I have spent this past year working. I am forever grateful for the continual support 

and encouragement that you have all shown me since taking me on board as an intern. In 

particular I would like to thank Joanna Dono, who always spared her time to help wherever 

needed and who spent many conversations discussing my research ideas over this past year, 

and Dr Kerry Ettridge, under whose kind and nurturing supervision as an intern I felt 

encouraged to undertake an honours research project. I have truly enjoyed the time I have 

spent within your team, you have all made this a special and particularly rewarding 

experience for me.  

Thank you to all of the staff in the School of Public Health at the University of Adelaide who 

have supported and taught me throughout my entire university degree. It is under your 

tutorage that I discovered public health, a field in which I now feel passionate to pursue a 

career in. I would also like to acknowledge and thank the university’s research librarian 

Maureen Bell who gave me guidance and highly useful advice when undertaking my 

literature review.    

Finally, it is important that I thank my friends and family who have always supported me no 

matter how big or seemingly crazy my ideas, passions, and ambitions have been. It is your 

endless support and praise for my success that has, and will continue to, motivate and 

encourage me throughout my journey. 

 
Aimee Lee Brownbill   vi 

 


	TITLE: THE MARKETING OF SUGAR-SWEETENED BEVERAGES TO YOUNG PEOPLE ON SOCIAL MEDIA
	Statement of originality
	Table of Contents
	Abstract
	Acknowledgements




