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Figura 9. Dimensées do ambiente alimentar
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além da televisao;

e Amplamente presente na Internet;
e Cultura de midia digital onipresente
celulares, mensagens instantaneas,
videogames e mundos virtuais.

(Story et al., 2008)

e Marketing de alimentos para criancas
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FOOD ENVIRONMENT
External Domain : Personal domain

AVAILABILITY

Presence of food
sources or products

PRICES

Monetary value of food products

VENDOR AND PRODUCT
PROPERTIES

Vendor properties (typology,
opening hours, services) and
product properties (food
quality, composition, safety,
level of processing, shelf-life,
packaging)

MARKETING AND
REGULATION
Promotional information,

branding, advertising,
sponsorship, labelling, policies

Q—h ACCESSIBILITY
Physical distance,

time, space and place,
individual activity
spaces, daily mobility,
mode of transport

4ay AFFORDABILITY

Purchasing power

CONVENIENCE

Relative time and effort
of preparing, cooking and
consuming food product,
time allocation

é DESIRABILITY
Preferences,

acceptability, tastes,
desires, attitudes,
culture, knowledge and
skills

HEALTH AND
NUTRITION
OUTCOMES

(Turner et al., 2018)



Table 2
Characterizing key differences in the external food environment domain between HICs and LMICs.

Dimension HIC food environments

LMIC food environments

Formal markets:

Relatively stable
Supermarkets, fast food chains, farmers markets, restaurants, cafés, street

foods
Little seasonal variation in availability

Availability

Prices Relatively stable prices

High premiums for speciality foods

Vendor and product properties Brick & mortar vendors

Increasiog ALl tradi

1l Tever oo P CRaging
Cold storage
Food safety regulations

Highly regulated with strict trading laws
High level of promotion, marketing campaigns, labelling, shell
information

Marketing and regulation

Formal markets:
Highly dynamic
Increasing introduction of supermarkets and fast food chains

Informal markets:

Street food vendors - including traditional and fast foods

High seasonal variation in availability in perishable fresh
products

Own production - including rural, peri-urban, urban
agriculture

Highly volatile prices

Vulnerable to shocks and seasonality

Ready to eat streel foods relatively cheap

Perishables expensive and/or volatile in price

Brick & mortar vendors, lemporary roadside stalls, mobile

Limited food safely regulations

Potential to acquire food on credit

Largely un-regulated

Basic labelling and information on select products

(Turner et al., 2018)



Formal market
food environments

Supermarkets, grocery stores, small-scale

Supermarkets independent grocers, co-ops, and specialty stores.
Supercenter, megastore, big box stores, or other large
Hypermarkets retail stores that sells both food and non-food goods
and is most often part of a chain of stores.
Retailers Mom and pop shops, comer stores, bodegas, etc. that

sell food.

Farmer’s markets

Formal markets that often occur periodically that sell
foods directly from farm to consumer.

Restaurants

Casual dining, upscale dining, fast food, and cafes
where prepared meals are sold for sit-down service,
take-out, or delivery.

Institutions and Public
procurement

Cafeterias and food vending machines in schools,
workplaces, childcare facilities, hospitals,
and recreation centers.

Mobile vendors

Formal street vendors such as food trucks that have a
license to operate.

Online vendors

Online vendors that sell and deliver groceries and
prepared foods (e.g., Uber eats), to one’s home.

BUILT FOOD ENVIRONMENTS

INFORMAL
MARKET

food
environment

MARKET

food
environment

(Downs et al., 2020)
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Mapping the digital food environment: A systematic scoping
review
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Ambiente Alimentar Digital

“Os ambientes alimentares digitais sao os
espacos on-line através dos quais sao
direcionados os fluxos de servicos e
informacoes que influenciam as escolhas
e o comportamento alimentar e

nutricional das pessoas’.
(WHO, 2020)
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Ambiente Alimentar Digital

Abarca todos os componentes digitais
que podem fazer parte dos ambientes

alimentares e influenciar desfechos em
saude e nutricao.

(Granheim, 2019)
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< Digital actors

Componentes Digitais

Digital activities

Digital settings

2Analogue outcomes

Government

Food industry

Civil-society
organizations

Media

Health promotion /

nutrition interventions
(healthy-eating campaigns,
behaviour-tracking apps,
motivational messaging)

Social-networking

services
(Facebook, Linkedin, microblogs
such as Twitter, etc.)

Consumer
behaviour

Regulation & policy

Photo- and video-sharing

platforms
(Instagram, Snapchat, YouTube,

Nutrition and
health outcomes

(news, videos, recipes, personal
experiences, memes, texts,
infographics)

Marketing Vimeo, etc.)
Influencers Retail Websites
(online grocery shopping, online (Governmental, corporate,
Academia cafeterias & meal delivery personal, blogs, e-commerce)
services)
— Applications
Individuals Advocacy (For smartphones, tablets, other
devices, including multimedia
Technology messaging apps such as
companies Information WhatsApp)

Communities

(Reddit, Facebook groups,
discussion forums, hashtags,
etc.)

Education
(eLeamning, online leamning Games
platforms)

Wikis

Research

(online recruitment, digital data
collection, digital methods,
science communication)

(Collaborative databases such as
Wikipedia)

Broader impact
(social,
cultural,
environmental,
economic,
technological)

Granheim (2019), atual

Fonte: Apresentacao da autora no Ill Seminario Latino-americano de ambiente alimentar e saude.




Componentes Digitais

Digital settings Analogue outcomes
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Government
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Fonte: Apresentacao da autora no Ill Seminario Latino-americano de ambiente alimentar e saude.

(news, videos, recipes, personal
experiences, memes, texts,
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—— Marketing wmec?, etc.)
Influencers Retail Websites
(online grocery shopping, online (Governmental, corporate,
Academia cafeterias & meal delivery personal, blogs, e-commerce)
services)
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Technology messaging apps such as
companies Information WhatsApp)

Communities

(Reddit, Facebook groups,
discussion forums, hashtags,
etc.)

Education
(eLearning, online leaming Games
platforms)

Wikis
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(online recruitment, digital data
collection, digital methods,
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(Collaborative databases such as
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Granheim (2019), atual
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Componentes Digitais

Digital actors Digital activities

e —
Digital settings
™

Government
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TECNOLOGIAS DIGITAIS

@
Expandem, moldam e reconfiguram a

experiéncia humana em diferentes dimensoes

do ambiente alimentar fisico
Z

8
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consumo de alimentos
Z

1

Estado nutricional e de satide




Ambiente Alimentar Digital

“*Nao se limita a uma imagem espelhada
do ambiente alimentar fisico, pois
expande a experiéncia humana em
diferentes dimensdes do ambiente
alimentar por meio de tecnologias
digitais. “

(Granheim et al., 2021)
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Rango Cards, a digital game designed to promote a
healthy diet: a randomized study protocol

Carolina Martins dos Santos Chagas &, Tiago Barros Pontes e Silva, Luiggi Monteiro Reffatti, Raquel Braz

Assuncdo Botelho & Natacha Toral

BMC Public Health 18, Article number: 910 (2018) | Cite this article

Effects of the Rango Cards game intervention on food
consumption, nutritional knowledge and self-efficacy in
the adoption of healthy eating practices of high school
students: a cluster randomised controlled trial

Published online by Cambridge University Press: 01 June 2020
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Mapping the digital food environment: A systematic scoping
review

Sabrina lonata Granheim® | Anne Lene Lgvhaug® | Laura Terragni?
Liv Elin Torheim? | Miranda Thurston®

TABLE 3. Distribution of studies according to study design (n=357)

Study design Number (%) of studies
88% em paises de alta renda;
e & A0 Quantitative observational 85 (2458)
9% em paises de renda média-alta; .
2% em paises de renda média-baixa. eresore revin sz
Estudos predominantemente decritivos; | ewreeoeeimen
Mixed methods 12 (3%)

Poucos experimentos - causalidade;
Muitos estudos primarios poucas
revisoes.

Commentary

Other quantitative designs 4(15%)

(Granheim et al., 2021)
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e Espaco: Plataformas de
delivery de comida online
o Atividades:
= Comercializacao
= Marketing

e Espaco: Plataformas de midia
social
o Marketing digital

Number of studies

165

O

N\

vendador anad
nroduct
properties

166

O

N\

37 32

Marketing and Prices Availability

regulation

External domain

(Granheim et al., 2021)



Comercializacao e

Publicidade de Alimentos em
Aplicativos de Delivery




0 Ecossistema Digital dos servigos de delivery de comida online

Determinants of food choice
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hd out
Socig-cultwral [ [ ’ oS
drivers | |
MDA supply chaln Social
Economic
Emironmental
Social media & , Promote sy ! oo | Pckup , Restazrant actegt Cdeee ("\
Kmﬁﬁnﬂim digitzl marketing & restawrant & deliver & prepare meal ?@ SLIDE 'I'[] []H[]ER:
| 1 S AFOOD SYSTEMS
Sm:hr:;tu ranls y Se{ec[ meal . Pay AP P H[][]Eﬁ'i[i:'l‘l“riETR[; E FE)#L
0 0 Iovation aﬂ,j , L oflers Itewms 5
Food Supply Chal AR E A
Prodection, processing, packaging, distribetion :
Saprre adapted from Fa JONT (X7 Trmer ot al, 2008 | M)
Poltical programme and institutomslactions

Aplicativos de delivery como parte de um sistema alimentar mais amplo, no qual mediam os ambientes alimentares fisicos e digitais,
podendo afetar desfechos de saude
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e Bairros selecionados por conveniéncia em areas de diferentes
niveis socioecondomicos;

10 enderecos aleatérios em cada bairro;

Todos os restaurantes disponiveis as 18:30h de uma terca-feira;
Numero e tipos de opcoes (palavras-chave) ofertadas nos menu.

e Dois aplicativos;

e Belo Horizonte;

e Amostra aleatéria de 9 regioes administrativas, 2 bairros em cada;

e Top 10 estabelecimentos mais populares em cada app e bairro;

e Um dia de semana e um de final de semana, trés periodos por dia;

e Disponibilidade, preco e uso de imagens em marcadores de
alimentacao selecionados.



Characteristics of food establishments registered with a nutrfent? 4
meal delivery app in Latin America L\ )
Published online by Cambridge University Press: 15 June 2023
Article
uliana de Paula Matos (). Karen Carolina Martins Julizo and Paula Martins Horta Showauhor deials Hunger for Home Delivery: Cross-Sectional Analysis of the

Nutritional Quality of Complete Menus on an Online Food
Delivery Platform in Australia

Celina Wang "%, Andriana Korai '**, SiSi Jia 2, Margaret Allman-Farinelli ', Virginia Chan ’,

e 9 cidades

e 3339 estabelecimentos

e Palavras-chave

e Estratégias de marketing: fotos,
descontos e delivery gratis

e Empresa de web scraping

e Sydney (Australia)

e Plataforma lider

e 202 estabelecimentos

e 13.841 itens de menu

e Qualidade nutricional e atributos
de marketing



Quantidade razoavel de itens para a 'l‘ Amostra que represente o ambiente
extracao e analise digital da plataforma

e Quantas e quais plataformas; O

e Abrangéncia geografica;

e Amostra de restaurantes (horarios e dias diferentes,
estabelecimentos em destaque, mais populares, mais
proximos a um endereco);

e Amostra do menu (completo, marcadores, itens em
destaque, mais populares de cada restaurante);

e Quais dados extrair;

e Como classificar a saudabilidade

-
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Literatura
consistente em
mostrar que a oferta
de alimentos online
nao atende as
recomendacoes de
alimentacao
saudavel dos paises
em que os estudos
foram conduzidos.
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e Oferta e promocao desproporcional de alimentos nao saudaveis afeta as
escolhas? E o estado nutricional? Outros desfechos de saude e nutricao?

Imagem: O Joio e o Trigo



Marketing Digital

Digital actors ¥ Digital activities )»

Digital settings

Government

Food industry

Civil-society
organizations

Health promotion /

nutrition interventions
(healthy-eating campaigns,
behaviour-tracking apps,
motivational messaging)

Regulation & policy

Media
| Marketing
Influencers Retall
(online grocery shopping, online
Academia cafeterias & meal delivery
services)
Individuals Advocacy
Technology _
companies Information

Fonte: Apresentacao da autora no Ill Seminario Latino-americano de ambiente alimentar e saude.

(news, videos, recipes, personal
experiences, memes, texts,

Social-networking

services
(Facebook, Linkedin, microblogs
such as Twitter, etc.)

Photo- and video-sharing

platforms
(Instagram, Snapchat, YouTube,
Vimeo, etc.)

Websites

(Governmental, corporate,
personal, blogs, e-commerce)

Applications

(For smartphones, tablets, other
devices, including multimedia
messaging apps such as

WhatsApp)

Communities

(online recruitment, digital data
collection, digital methods,
science communication)

discussion forums, hashtags,
n etc.)
Education
(eLeaming, online learming Games
platforms)
Wikis
Research

(Collaborative databases such as
Wikipedia)

Analogue outcomes

Consumer
behaviour

Nutrition and
health outcomes

Broader impact
(social,
cultural,
environmental,
economic,
technological)

Granheim (2019), atual



Marketing Digital

“Quaisquer atividades
promocionais realizadas por
meio de sites, plataformas de
midia social, e-mails, mensagens
de celular, aplicativos e jogos
online direcionados a individuos,
grupos e/ou populacoes.”

(Kelly et al., 2015)
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Marketing Digital de
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TABLE 4 Overview of systematic reviews and meta-analyses that included health and nutrition outcomes

Food choice/ Food purchase/purchase Food or nutrient Body weight/Nutritional

Study preference intention intake status
Boyland et al., 2016'"° X
Buchanan et al., 2018’ X X
Folkvord and van 't Riet X X

2018'77
Nguyen et al., 2019 *’ X
Rounsefell et al., 2019*¢ X X
Sadeghirad et al., 2016*” X

Smith et al,, 2019 ** X X



e Advergames - mais avaliado:
o Aumentam consumo de alimentos nao saudaveis por criancas;
o Atitudes mais positivas em relacao as marcas em comparacao com comerciais de

televisao.

e Promocoes personalizadas:
o Influéncia maior na compra do que promocoes nao personalizadas

e Impacto das midias sociais:
o Exposicao a conteudo sobre alimentos nas midias sociais esta associado a

mudancas no consumo (excesso ou restricao) e nas escolhas alimentares;
o Efeito mediado pela predisposicao em se envolver em comparacoes de aparéncia

online.
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TABLE 4 Overview of systematic reviews and meta-analyses that included health and nutrition outcomes

Food choice/ Food purchase/purchase Food or nutrient Body weight/Nutritional

Study preference intention intake status

Boyland et al., 2016'"° X

Buchanan et al., 2018*'7¢ X X

Folkvord and van 't Riet X X

2018"77
Nguyen et al., 2019 ** X
Rounsefell et al., 2019*"° X X

>

Sadeghirad et al., 2016*”°
Smith et al., 20192 1%° X X



Fig. 1. The types of food marketing described in included studies of exposure (total Fig. 3. The types of food marketing described in included studies of power (total
number of included studies = 118) number of included studies = 100)
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FOOD MARKETING EXPOSURE AND
POWER AND THEIR ASSOCIATIONS WITH
FOOD-RELATED ATTITUDES, BELIEFS,
AND BEHAVIOURS: A NARRATIVE REVIEW




Monitoramento de marketing online de alimentos nao
saudaveis destinado a criancas e adolescentes

Rising to the challenge: Introducing protocols to
monitor food marketing to children from the World
Health Organization Regional Office for Europe

3. CLICK: the monitoring framework

Mimi Tatlow-Golden 1, Jo Jewell %, Olga Zhiteneva #, Kremlin Wickramasinghe *, Jodo Breda 2,
Emma Boyland #

V :ri ,': IEJ}-t-?rli-i -1a'l1_|lh .
2 e 7
MONITORING AND RESTRICTING N ' ]
DIGITAL MARKETING L : _
4 7 1 i - ‘




Map the global, regional and national digital markating ecosystem
Comprehend and children's website/app usage: alongside this work, set up focus
the di g ital E‘:‘DE}"Et‘E m froups Lo dauge children’s and parents/fuardians’ expaneance and
awareness of markating techniques and campaigns.

ASSESS Campalans run by leading national brands by collecting
infarmation from advertising agencies and by sampling whola-

C - Compreender o ecossistema
digital;

country social media for relevant content to ascertam what is
viewed by different age groups.

Map exposure to some paid-for digital markating experienced L - Pa NOorama d asS Cam pa N h d S;

by a panel of children in each age bracket using an installed . ~ . ~
|n1.re5tiga te exposure srmartphone app that (with consent) monitors and aggregates I - I N VeSt | ga ga O d d ex p OSI (;a O ,

data on children’s interaction with advertisements in some

websites and social media C - Captura de tela (software);

K - Compartilhamento de
Use real-time screen capture software on a panel subgroup to assess
Capture on-screen what a representative sample of children actually sees online on their Con heCimentO.

dewices, inondar to better understand wnder marketing techniquas,
ncludmg user-generated content and product placement.

Craate user-friendly materials from the research data and develop
partnerships with young people, parents, policy-makers and ciwil
society, who together can advocate change, raise awaraness and
influence policy.

Knowledge sharing




Padronizacao das etapas de aplicacao da ferramenta CLICK

3. CLICK: the monitoring framework

CLI

e Protocolos para coleta de dados sobre
estratégias de marketing em:
o paginas de midias sociais,
o sites da industria alimenticia
o paginas de influenciadores digitais

Monitoring of Marketing of Unhealthy Products to Children and Adolescents — Protocols
and Templates

Introduction
Food marketing monitoring guidance and support
1. Food marketing monitoring in all media

2. TV Monitoring Protocol and Templates

3. Internet Monitoring Protocol and Templates

References

e Reprodutibilidade e comparabilidade entre
estudos realizados em diferentes midias e
paises



WHO Regional Office for Europe

YouTube social media influencer marketing protocol

V22020

YouTubesocial media influencer marketing protocol

This protocol sets out a methodological approach to exploring the prevalence and context of food
and beverage cues featured in YouTube videos of social media influencers. It combines the best
attributes of previous relevant studies.*** The sample of videos studied should ideally be based on
data on the most popular influencers watched by children under18 years of age in the territory in
question.

ldentifying videos to assess in YouTube

1.

First, identify influencers who are popular with young people in your country. To do this, use
the methods described inthe Preparation stage (section 2} of the Internet monitoring

protocol.

Determine the appropriate number of influencers to study based on popularity and research
capacity. It should be a minimum of two to ensure there is not too much emphasison a
single influencer. Asinfluencers” appealis often very gender-normative, it is preferable to
identify atleast one that is male-identified and one female.

Afteridentifying the relevantinfluencers, considerwhich videos of theirs you are going to
assess. Itis preferable to sample videos uploaded by an influencer overthe course of a year,
because featured foods canvary substantially by season (e.g. increased outdoor eatingin
summer) and seasonalevent (e.g. more foods at Christmas). If the content of a year's sample
istoo large relative to the research capacity of the team doing the work, then coding a
consistent number of videos each month (whatever amountis achievable) or selecting a
particular number (e.g. the previous 10 or 20 videos uploaded) should provide a
representative enough sample forillustrative purposes.



Componentes Digitais

Digital actors Digital activities Digital settings
Ve

Government Health promotion / Social-networking Consumer
‘ nutrition interventions services behaviour
Food industry (healthy-eating campaigns, (Facebook, LinkedIn, microblogs

behaviour-tracking apps,
motivational messaging)

such as Twitter, etc.)
N

Civil-society
organizations

Photo- and video-sharind
platforms

Regulation & policy

Media . (Instagram, Snapchat, YouTube
| Marketing | . -
Nutrition and
Influencers Retall Websites health outcomes
(online grocery shopping, online (Governmental, corporate,
Academia cafeterias & meal delivery personal, blogs, e-commerce)
services) _ :
— Applications
Individuals Advocacy (For smartphones, tablets, other
devices, including multimedia
Technology ﬁssaghg apps such as
. I tSApp)
combanies Information ~ :

P (news, videos, recipes, personal C iti Broader_lmpad
experiences, memes, texts, Ommum IS (somal,
infographics) (Reddit, Facebook groups, cultural

discussion forums, hashtags, . -
etc.) environmental,
Education economic,
S;—;grfggf online leaming Games technological)
h Wikis
Researc i o (Collaborative databases such as
(online recruitment, digital data Wikipedia)

collection, digital methods,
science communication)

Granheim (2019), atual

Fonte: Apresentacao da autora no Ill Seminario Latino-americano de ambiente alimentar e saude.



A Disrupcao do Marketing Digital nas Midias Sociais

e Publicidade nativa ou programatica
o Algoritmos de automacao e machine learning -
o Segmentacao

e Publicidade ou conteudo
o Usuario
o Influenciadores digitais
o |Interatividade

Output

Input > Black Box

Internal behavior of the code is unknown

e Multiplataforma



Marketing Digital nas midias sociais

e Publicidade organica
e Qual(is) plataforma(s)?
e Qual(is) empresa(s)?
o N° de seguidores
o Marketshare

o Caso estratégico
o Mais popular (ex: entre jovens)




A Scoping Review of Observational Studies on Food
and Beverage Advertising on Social Media: A Public
Health Perspective

Juliana de Paula Matos 1, Michele Bittencourt Rodrigues I Camila Kiimmel Duarte 1,
Paula Martins Horta

e Métodos de monitoramento e Australia

o Estratégias publicitarias investigadas e Facebook

o 26 estudos e Criancas e adolescentes

e 2014 a2 2021 o Alimentos ultraprocessados

o Estratégias semelhantes em
diferentes midias



A Scoping Review of Observational Studies on Food
and Beverage Advertising on Social Media: A Public

Health Perspective

1

Juliana de Paula Matos 1, Michele Bittencourt Rodrigues ', Camila Kiimmel Duarte T

Paula Martins Horta |

Table 3. Definitions of advertising strategies used by the publications included in the review.

Strategies Definitions

Brand in evidence

Branding elements Frezence of brands’ elements such as any characters featured on the page developed by the brand, logos, colours, trademarks, or slogans

Informational points Presence of information about brands (official announcement, company news, and claims of awards won)

Post Features

Audiovisual and graphics resources  Presence of resources such as photos, videos, texts, memes, and GIFs

Mature of post Presence of elemenis that demonstrate the nature of the post (paid, or does not involve any sponsorship or is organic)

Tone of post Presence of elemenis that qualify the tone of the post (positive, negative, neutral, optimistic, serous, and informal)

Fresence of products, food, or

Display of food or drinks in real content (photos) and graphics (emoticons
beverages piay p ) grap ( )

Classification of the types of food that were advertised, according to country’s dietary guidelines or food and beverage groups (vegetables, fruits, dairy, or protein-

Type of food
e rich foods, grains, unhealthy food and beverage, beverage sugar, beverage low sugar, and sugar-free beverage)

Faost content, for example, content related to well-being and health (physical activity, body image, weight loss, and food), entertainment (music, humaour, and pop

Content topic
P culture), and informative (statistics or facts, sharing personal information or something relatable content creators’ life)

Fresence of individuals Fresence of individuals, such as children. teenagers, voung people, adulis, and family, in the post

Fost origin Frezence of elements that demonstrate whether the post was made by a user or brand, or if the brand shared content posted by the user (repost)

Connectivity and engagement




A Scoping Review of Observational Studies on Food
and Beverage Advertising on Social Media: A Public

Health Perspective

Juliana de Paula Matos ', Michele Bittencourt Rodrigues ', Camila Kimmel Duarte ',

Paula Martins Horta |

e Recursos de postagem (n = 18);

e Conectividade e engajamento (n = 18);

e Vantagens econdomicas, brindes ou
competicoes (n = 14);

e Alegacoes (n = 14);

Personagens promocionais (n = 12);
Marca em evidéncia (n = 8);
Responsabilidade social corporativa
ou filantropia (n = 7);

COVID-19 (n = 3).



Short Communication

Ultra-processed food product brands on Facebook pages: highly
accessed by Brazilians through their marketing techniques

Paula M Horta*, Fernanda T Rodrigues and Luana C dos Santos

Use of persuasive strategies in food advertising on television and on social
media in Brazil

Jéssica Moreira da Silva“, Michele Bittencourt Rodrigues“, Juliana de Paula Matos °,

Lais Amaral Mais ~, Ana Paula Bortoletto Martins °, Rafael Moreira Claro®, Paula
Martins Horta ™

e Uso extensivo de midias sociais altamente acessadas por brasileiros;
e Aplicacao de diversas estratégias de persuacao;
e Estratégias variam de acordo com a midia social.



#SupportLocal: how online food delivery services
leveraged the COVID-19 pandemic to promote food and
beverages on Instagram

Published online by Cambridge University Press: 25 June 2021

Si Si Jia, Rebecca Raeside {{®), Julie Redfern, Alice A Gibson, Anna Singleton and

Stephanie R Partridge Show author details »

Digital marketing of online food delivery services in a
social media platform before and during COVID-19
pandemic in Brazil

Published online by Cambridge University Press: 10 October 2022

Lais Vargas Botelho , Jade Veloso Freitas , Alex Oliveira da Camara,
[asmim Ferreira de Almeida, Thauanne de Souza Gongalves, Paula Martins Horta

Daniela Silva Canella and Leticia de Oliveira Cardoso Show author details

Design:

Publicly available data were extracted from OFDS Instagram accounts. Posts published 6
months immediately before and after the first case of COVID-19 in Brazil were randomly
sampled. Two independent authors coded the posts’ content. Food and beverage items
featured in posts were classified according to the NOVA food system classification.
Marketing strategies were coded according to protocols from previous studies.

Results:

During the pandemic, the proportion of posts featuring at least one food item decreased
from 71-6 % to 40-2 %, and the proportion of ultra-processed foods decreased from 57-6 % to
27-9 %. Before the pandemic, the most widely used marketing strategies were branding
elements (80-7 %), product imagery (unbranded) (48-9 %) and partnerships/sponsorship
(35-2 %). While during the pandemic, branding elements (62-2 %) continued to be the most
applied, but were followed by the use of videos/graphics interchange format/boomerangs
(34-1 %) and corporate social responsibility (31-7 %). The most frequent COVID-19 marketing
strategies were ‘social responsibility in the pandemic’ (30-5 %), ‘combatting the pandemic’
(28-0 %) and ‘accelerating digitalisation’ (20-7 %).

Conclusions:

OFDS advertisements on a social media platform placed less emphasis on food items, but
improved the nutritional quality of foods and beverages featured in posts. A COVID-washing
approach was highlighted, especially through the use of social responsibility marketing
during the pandemic.
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