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called <obesogenic environment= 

This master9s thesis ties up to previous work done by Winzer et al. 

today9s obesogenic environment on 
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÷ What are the differences in children9s and adolescent9s exposure



3



3

3

adolescents, the German <KiGGS Welle 2= study found different tendencies. The 



etc. appear to play a critical role at programming the child9s cells for obesity 

The definition of <obesogenic environment= combines <influences that the 

individuals or populations=



Today9s food environment is not supportive of healthy eating and improved 
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people9s behaviors and eating habits. 

With this in mind, children9s rights to good physical, emotional and mental health 

<make sure, that all children9s rights are 

respected, protected and fulfilled=

 

The WHO Guideline <Sugar

children=
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to the term salt or table salt, there9s actually talked about sodium chloride, which 

% chloride. In English speaking countries there9s mostly the sodium content 



, it is common to <follow= 

the platform <Saferinternet.at= publishes data 
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There9s 
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about the consequences and don9t want to 

There9s evidence, that children 

industry uses children9s vulnerability to sell products, especially targeted to that 



beverages into the term <food for children=, which 

eing labeled with <for kids= or <kids=

dded games or gifts, such as stickers, collector cards, meeples, & 
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increases with exposure to those foods in children9s entertainment media 

In most cases, children9s 
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products seen in the influencer9s posts, 

audience9s 
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influencer9s 

identity and don9t negatively impact their relationship with their followers. Th

audience9s 

marketing by brands or influencers can increase children9s preferences, 
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<protective= disclosures of 

There9s 

<eliminat



=

<experience has shown that both co

protection.= 
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<Verbraucherzentrale= (centre for consumers) declares the current confinements 
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aster9s 



aster9s thesis systematically captures food and beverage cues 

 

<Monitoring of Marketing of Unhealthy Products to Children and Adolescents= by 

framework, which is a tool to monitor children9s exposure to marketing of 

the <Internet Monitoring Protocol V = was 
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, only the WHO NPM was considered in this master9s 



<Jugend

= was u

3

diagram <frequency of use of social media platforms in Austria= 

94% 94%

83%

73%
78%

97% 96%

79%

67%
62%

Whatsapp Youtube Instagram Snapchat Tiktok

frequency of use of social media platforms in Austria

female users male users



<Jugend Monitor= and considering the limitations of the 
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used by both groups. It9s allowed to create an 
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: Krippendorf9s alpha k > 0.67 and Fleiss kappa k > 0.21.
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Figure 2: Screenshot from the adapted WHO <Internet Coding Templates V2 2020=
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cues) did present the category <f = 

, followed by <beverages 3 other= (15.2 %

<beverages 3 drinks= (8.6 %

<beverages 3 other= (26.7 % ), <f = 
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. <F =

<beverages 3 other= on second place (13.8 <f

=

categories were <fresh and frozen fruit, vegetables and legumes=, <

beverages= (which includes cola, lemonade, orangeade; sweetened beverages, 

) and <fresh meat, poultry, fish and similar=.
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) did show <c

= the most , followed by <p

= and <r =

. On YouTube (n = 140) brands did focus on the category <b

=

categories: <c =, <c =, as

<fresh or dried pasta and grains= (13.6 % . Lastly there9s <ready

made and convenience foods= (8.6 %

= 155) these categories were ranked downwards: <cakes and pastries= (21.9 %, n 

= 34), <chocolate and sugar confectionary= (16.1 %, n = 25) and <processed fruit, 

legumes= (14.8 %, n = 23). The most cues were coded with 

<beverages 3 other= (15.5 %, n = 109), close to <chocolate and sugar 

confectionary= (15.3 %, n = 107) and lastly on the third place came <cakes and 

pastries= with 12.0 % (n = 84).



he category <chocolate and sugar confectionary= was present and either 

<Cakes 

and pastries= were a very popular. <Ready made and convenience foods= 

didn9t make it into the 

influencers. The category <processed fruit, vegetables and legumes= was only 

beverages, <juices= brands and < beverages= 

<fresh and frozen fruit

vegetables or legumes=

<

= <fresh fruit , vegetables and legumes= a



category <chocolate and 

= with a mean 
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a saturated fat content of 17 g per 100 g. < akes, sweet biscuits and pastries=

<savory snacks=, <bread, 

bread products and crisp bread=, <cheese=, <ready

composite dishes=, <processed meat, poultry, fish and similar=, <processed fruit, 
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<processed fruit, vegetables and legumes= 
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<yoghurt, sour milk, cream, etc.= on YouTube 

and also once in the category <processed fruit, vegetables and legumes= 

brands on Instagram in the category <processed 

fruit, vegetables and legumes=

< beverages= 

brands and influencers in the categories <bread and bread products=

<fresh or dried pasta, rice and grains=. 

Besides with influencers on YouTube the food category <ready

convenience foods= met the criteria for 

s <breakfast cereals=, 

<yoghurts, sour milk, cream, etc.=, <butter, fats and oils= <fresh or dried 

pasta, rice and grains=



in <breakfast cereals=, 

<bread and bread products= and <fresh or dried pasta, rice and grains=. 
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snacks=, <beverages milk drinks=, <beverages other=, <processed fruit, 
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in 5 % of the influencer9s YouTube videos



 

the WHO <Internet Coding Templates V2 2020=

<permitted= or <not permitted= for marketing to children and 

classified as <not permitted=

poor foods dominate children9s digital food environments-
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<chocolate and sugar confectionary=, <beverages juices= and <ready

convenience foods=,

<fresh or frozen fruit, vegetables or legumes=. 

composite dishes (same as <ready made and convenience foods=), followed by a 
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<diverse dietary 

pattern, high fat dietary pattern and high sugar dietary pattern=

different patterns (<healthy= and <unhealthy=) 

<unhealthy=, previously described as nutrient

associated with the category <unhealthy dietary pattern=. The longer the 
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