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Public health concerns

Poor diet

& use of alcohol

Nutritional 
deficiencies

High BMI

Excess alcohol

Poor health 
outcomes

Premature 
mortality

Any form of commercial communication, message or action that acts to advertise or otherwise 
promote a product or service, or its related brand, and is designed to increase, or has the 
effect of increasing, the recognition, appeal and/or consumption of products or services 

(WHO, 2012).
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Key marketing trends
• Surrogate 

marketing/brand sharing
Promoting alcohol-free or 
sugar-free products with 
same core branding as regular 
product

• Brand-only 
marketing

No identifiable product

• Alibi marketing
Key components of brand 
identify presented without 
mentioning the core brand 
name
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Marketing triggers emotion

Visual 
processing, 

attention
(cuneus, mid 

occipital gyrus, 
lingual gyrus)

 sensorimotor 
processing

(post-central 
gyrus)

Interpretation 
of sensory 

stimuli (e.g., 
taste) 

and 
emotional 
processing

(supramarginal 
gyrus)
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Marketing segmentation and targeting

Themes of 
fun, 

enjoyment, 
taste, family 
relationships

Characters, 
celebrities/ 
influencers, 
promotions, 

competitions 

Gendered 
marketing, drinking 

as a feminist 
practice, female 

friendships & 
depictions

Tatlow-Golden & Boyland (2021). UNICEF. Hessari et al., (2019). IJERPH; Atkinson et al., (2022). Int. J. Drug Policy.

Targeting CYP

Targeting CYP, women, 
heavy drinkers

Reaching  
“heavy using 

loyalists of 
tomorrow” with 
taste or style-

oriented 
marketing 

Digital data analytics &
programmatic delivery

Focus on 
core 

audience of 
heavy 

drinkers



(Simplified) Hierarchy of Effects to Food Promotions

Kelly B et al. American Journal of Public Health 2015; 105(4): e86-e95.

Physiological influences: 

epigenetic phenomena, 

addiction to high energy/ 

high fat foods, weight status

Contextual influences: 

Food price, taste and 

availability, peer and social 

influences



Department of Psychology

Intake Choice Preference

Boyland, McGale, Maden, Hounsome, Boland, Angus, Jones (2022). JAMA Pediatrics.
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Exposure to alcohol advertising associated 
with (in general population)…

(earlier) initiation of drinking

intention to use alcohol

heavier drinking (among existing drinkers)

Anderson, de Bruijn, Angus, Gordon, & Hastings (2009). Alcohol and Alcoholism.
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notice alcohol ads & find appealing

positive alcohol-related emotions & cognitions

craving & desire to drink

Exposure to alcohol advertising in those 
recovering from AUD and hazardous/harmful 

drinkers…

Murray, Leonardi-Bee, Barker, Brown & Langley (2024). Alcohol and Alcoholism.
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Evidence meets criteria for causality

Norman, J., Kelly, B., Boyland, E., & McMahon, A.-T. (2016) Current Nutrition Reports, 5 (3), 139-149

Bradford Hill Criteria Evidence base

Strength of 
association

✓

• Longitudinal, cross-sectional and experimental studies: TV, advergames, movie product 
placement, brand endorsers, premium offers 

• Strongly influences food preferences, choices & consumption                                                

Experimental 
evidence

✓

• Brief exposure to TV, advergames, movie product placement, brand endorsers, premium 
offers: sig. influences on food preferences, choices & consumption  

• One longer term: 2 weeks, Canada, 1982: sig. influence on food choice

Dose-response ✓

• Cross-sectional studies and experimental studies: TV, advergames, product placement and 
digital advertising

• Food and soft drink preferences & consumption, unhealthy diet score

Consistency of 
evidence

✓

• Observational studies: 3-18 years, different instruments & measures
• Experimental studies: 3-12 years, various settings, study designs
• Wide range countries and ethnicities

Temporality ✓

• RCTs: TV, advergames, product placement, celebrity endorsement on subsequent food 
preferences, choices and consumption

• Longitudinal study: Commercial TV exposure: increased OR soft drink

Plausibility and 
Coherence

✓

• Psychosocial theories, cue-reactivity theory
• FMRI studies
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Thank you for listening!

eboyland@liverpool.ac.uk
@emmaboyland.bky.social
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