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Options for countering sugary drink marketing

Today

 Countermarketing

 Different from health education

 Promising strategy

 2 case studies:  campaigns to reduce parents’

provision of sugary drinks to their children

 Engaging youth in countermarketing

What is 
countermarketing? 

Reduce demand

Expose motives of producers
Shine light on/undermine 
marketing practices

Hammond D, Fong GT, Zanna MP, Thrasher JF, Borland R. 2006. Tobacco denormalization and industry beliefs among smokers from four countries. Am. J. Prev. Med. 31(3):225–32

Open Truth
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Food and beverage 
countermarketing
interventions 

Palmedo, P. C., Dorfman, L., Garza, S., Murphy, E., & Freudenberg, N. (2017). Countermarketing
alcohol and unhealthy food: an effective strategy for preventing noncommunicable diseases? 
Lessons from tobacco. Annual review of public health, 38, 119-144.

Campaigns

Health education messages

Countermarketing messages

Cigarettes or soda
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Anti-sugary 
drink 
campaigns

https://drive.google.com/file/d/1dC0DG8bTvLWrNfz0PPsFTDzTW6Jq4mPh/view

Benefits and 
challenges for 
sugary drink 
countermarketing

Naming names
Scale

Some drinks perceived as healthy

Not tobacco

Reach individuals and regulators

Reframe issue – does not blame individual
Question industry norms

Industry PR

Evidence messages work*

*Dixon H, Scully M, Kelly B, Donovan R, Chapman K, Wakefield M. 2014. Counter-advertising may
reduce parent’s susceptibility to front-of-package promotions on unhealthy foods. J. Nutr. Educ. Behav.
46(6):476–74
Bryan, C. J., Yeager, D. S., & Hinojosa, C. P. (2019). A values-alignment intervention protects adolescents from the effects of food marketing. Nature human behaviour, 3(6), 596-603.
https://www.truthaboutfruitdrinks.com/

Naming names
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What is a sugary drink?
Soda Flavored water

Iced tea

Energy drinks

Sports drinks
Fruit drinks

Flavored milk

Child directed fruit-flavored drinks

Sugary drinks and young children

Kay MC, Welker EB, Jacquier EF, Story MT. Beverage consumption patterns among infants and young children (0-47.9 months): data from the feeding infants and toddlers 
study, 2016. Nutrients. 2018;10(7):825.
Grimes CA, Szymlek Gay EA, Nicklas TA Beverage consumption among U S children aged 0 24 months National health and nutrition examination survey 
(NHANES). Nutrients 2017;9(3):264.
Romo-Palafox, M. J., Pomeranz, J. L., & Harris, J. L. (2020). Infant formula and toddler milk marketing and caregiver's provision to young children. Maternal & child 
nutrition, 16(3), e12962.

Toddler milks
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Case study 1: Reducing parents’ provision of 
toddler milks and fruit drinks

Toddler milks
Fruit-flavored drinks

• First sugary drinks
• Increases preferences for sweet
• Marketed as healthy and/or necessary
• Marketing influences parents’ choices

Not recommended by experts

Goal: Determine specific messages to address 
misperceptions created via brand marketing
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UCONN RUDD CENTER FOR FOOD POLICY & OBESITY 

1. Develop videos to counteract common misperceptions

2. Pilot and refine videos

3. Disseminate via social media and other channels

4. Test videos using online experiment

Deliverables for project

13

UCONN RUDD CENTER FOR FOOD POLICY & OBESITY 

1. Introductions and warm-up

2. Reactions to Expert Recommendations

3. Response to four Concept Sheets
• Fruit drinks

• Toddler milks

4. Comparison of messages and taglines

5. Final thoughts and wrap-up

Utilized focus groups to inform videos

Ingredients

Vs.
Claims

Ingredients

Vs.

Claims

Journées annuelles de santé publique 2021 7



UCONN RUDD CENTER FOR FOOD POLICY & OBESITY 

1. Focus groups informed videos
 Misleading marketing surprised parents

 Awareness increased negative perceptions

2. Pilot and refine videos
 Relevant, liked, understood

3. Disseminate via social media and other channels
 Facebook cost-per-view $.0.01

 Translated by Helen Keller International

4. Test videos using online experiment

Results

15

UCONN RUDD CENTER FOR FOOD POLICY & OBESITY 

Parents exposed to toddler milk and fruit drink videos

Greater negative attitudes toward
these drinks
children’s food and beverage companies

Greater behavioral intentions to
not serve/cut back toddler milks
not serve fruit drinks 
serve more plain milk

They worked!

16




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The truth about fruit drinks
Target group:  Hispanic parents of children 

Randomized controlled online experiment

UCONN RUDD CENTER FOR FOOD POLICY & OBESITY 

• Reached 102,000 parents / caregivers with English and Spanish.
45% watched the videos through completion (~46,000)

• “Low education attainment” audience was the most engaged.
• All audiences had higher watch rates for the toddler milk video.
• Strong performance in line with other parent-education videos.

(Cost per result $0.01)

Video pilot on Facebook (cont.)
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Fruit drinks

UCONN RUDD CENTER FOR FOOD POLICY & OBESITY 

Toddler milk
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Sugary drink 
reduction policy 
efforts

Adapted from: Krieger, J., Bleich, S. N., Scarmo, S., & Ng, S. W. (2021). Sugar-sweetened beverage reduction 

policies: Progress and promise. Annual Review of Public Health, 42, 439-461.

Complements 
policy

Advertising restrictions

Resources
Countermarketing toolkits
Keep it simple, keep it real
https://uconnruddcenter.org/healthydrinksfortoddlers/

Truth about fruit drinks

https://www.truthaboutfruitdrinks.com/

City University of New York - teen 
https://youthfoodcountermarketing.org/

Retail focused campaigns
CSPI
https://www.cspinet.org/news/blog/lets-keep-soda-in-the-
soda-aisle

Other
Behind the labels
https://uppindustrywatch.net/

Sugary drink campaigns
https://drive.google.com/file/d/1dC0D
G8bTvLWrNfz0PPsFTDzTW6Jq4mPh/vie
w?usp=sharing

Sugary Drink FACTS Report 
and social media 
supplement 
https://uconnruddcenter.org/research/
food-marketing/facts/
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Keep soda in the 
soda aisle

Reducing marketing in stores

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna 
aliqua. Ut enim ad minim veniam, quis
nostrud exercitation ullamco laboris nisi 
ut aliquip ex ea commodo consequat. 
Duis aute irure dolor in reprehenderit in 
voluptate velit esse cillum dolore eu
fugiat nulla pariatur. 

Item 1 Item 2 Item 3 Item 4
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LOREM IPSUM DOLOR SIT

Lorem Ipsum Dolor Sit
Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et 
dolore magna aliqua. 

Ut enim ad minim veniam, quis nostrud exercitation 
ullamco laboris nisi ut aliquip ex ea commodo
consequat. 
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Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua. Ut 
enim ad minim veniam, quis nostrud exercitation 
ullamco laboris nisi ut aliquip ex ea commodo
consequat. 

Duis aute irure dolor in reprehenderit in 
voluptate velit esse cillum dolore eu fugiat nulla
pariatur. Excepteur sint occaecat cupidatat non 
proident, sunt in culpa qui officia deserunt mollit
anim id est laborum

Lorem Ipsum
Presentations are communication tools that can 
be used as lectures, speeches, and more. It is 
mostly presented before an audience.

Start with an outline of topics and identify 
highlights, which can be applied to whatever 
subject you plan on discussing. 

Lorem Ipsum Dolor Sit
LOREM IPSUM DOLOR SIT

Lorem Ipsum
Presentations are communication tools that can 
be used as lectures, speeches, and more. It is 
mostly presented before an audience.

Start with an outline of topics and identify 
highlights, which can be applied to whatever 
subject you plan on discussing. 
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Lorem Ipsum
Dolor Sit

Lorem Ipsum Dolor Sit
Presentations are tools that can be used as 
lectures, and more. It is mostly presented before 
an audience.

Lorem Ipsum Dolor Sit
Presentations are tools that can be used as 
lectures, and more. It is mostly presented before 
an audience.

Lorem Ipsum Dolor Sit
Presentations are tools that can be used as 
lectures, and more. It is mostly presented before 
an audience.

LOREM IPSUM

Presentations are communication 
tools that can be used as 
demonstrations, lectures, speeches, 
reports, and more. It is mostly 
presented before an audience.

LOREM IPSUM

Presentations are communication 
tools that can be used as 
demonstrations, lectures, speeches, 
reports, and more. It is mostly 
presented before an audience.
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The Research Team

Thank you! Mailing Address
One Constitution Plaza, Suite 600
Hartford, CT 06103

Phone Number
(860) 380-1000

E-mail Address
ruddcenter@uconn.edu

frances.fleming@uconn.edu

@franflemingPhD
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Lorem Ipsum Dolor Sit

Lorem Ipsum
Presentations are communication tools 
that can be used as lectures, speeches, 
reports, and more.

Lorem Ipsum
Presentations are communication tools 
that can be used as lectures, speeches, 
reports, and more.

Lorem Ipsum
Presentations are communication tools 
that can be used as lectures, speeches, 
reports, and more.

Lorem Ipsum
Presentations are communication tools 
that can be used as lectures, speeches, 
reports, and more.

* Should not be sold / offered in schools
* Front-of-package “High-in” warning labels

* Should not be marketed to children

• Enacted in July 2016
• Any product exceeding thresholds:

Chilean Law

Journées annuelles de santé publique 2021 16



Over 40 (?) 
countries have 
implemented 
warning labels

Industry response to Chile’s policy 

“Contains sweeteners not 
recommended for children”

Mexico

UCONN RUDD CENTER FOR FOOD POLICY & OBESITY 

Recommendations concept
What should my toddler drink?
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UCONN RUDD CENTER FOR FOOD POLICY & OBESITY 

Fruit drinks - ingredients
What’s in your child’s fruit drink?

UCONN RUDD CENTER FOR FOOD POLICY & OBESITY 

Fruit drinks - claims
Two faces of  kids’ fruit drinks
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UCONN RUDD CENTER FOR FOOD POLICY & OBESITY 

Toddler milks - ingredients
What are these drinks?

Highlights
Focus group- parents surprised by 
misleading marekit

Pilot and refine videos

Disseminate via social media and other 
channels

Test videos using an online experiment
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UCONN RUDD CENTER FOR FOOD POLICY & OBESITY 

Online survey of 137 parents

Most served both fruit drinks and toddler milks

Overall very positive response to videos
• 80%+ liked, informative, relevant, help me decide
• Accurately recalled messages
• Messages made them feel negative about serving

Recommended edits to fruit drink videos
• Stronger message that fruit drinks are not juice
• Add diet sweeteners not recommended for kids

Pilot study of videos

UCONN RUDD CENTER FOR FOOD POLICY & OBESITY 

Toddler milks - claims
What you may not know about toddler milks
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