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Figure 1. English translation of the questionnaire. 

 



 



 





Table 1. Results of the ordinal logistic regressions analysing the association between consumption frequency of specific ultra-

processed product categories and self-reported exposure to an advertisement of the food category on digital media in the previous 

week and total social media use (hours), while controlling for gender, age range, socio-economic status and TV watching time. Results 

of the Lipsitz goodness of fit and Pulkstenis-Robinson chi-squared tests are also shown.  

Food group 

Exposure to a 
food 

advertisement 
(Yes vs. No) 

Total 
social 

media use 
(hours) 

Socio-
economic 

status (Low 
vs. High) 

Socio-
economic 

status 
(Medium 
vs. High) 

Age 
range 
(15.19 

vs. 
11-14) 

Gender 
(Male 

vs. 
Female) 

TV use 
(hours) Lipsitz test 

Pulkstenis-
Robinson 

test 
Soft drinks <0.001 <0.001 0.17 0.69 0.169 0.255 <0.001 0.886 0.499 
Energy drinks <0.001 <0.001 0.35 0.73 0.029 0.022 0.904 0.827 0.148 
Flavoured water <0.001 0.241 0.494 0.489 0.301 0.718 0.071 0.916 0.094 
Bottled juices or powdered drinks 0.016 0.003 0.106 0.072 <0.001 0.292 0.057 0.52 0.719 
Savory snacks <0.001 <0.001 0.565 0.648 0.028 0.705 0.077 0.304 0.669 
Bakery products <0.001 0.001 0.068 0.047 0.549 0.443 <0.001 0.256 0.407 
Cookies or crackers 0.988 0.150 0.988 0.617 0.129 0.637 0.028 0.619 0.576 
Alfajores <0.001 <0.001 0.413 0.704 0.093 0.093 0.08 0.275 0.762 
Breakfast cereals or cereal bars <0.001 0.487 0.019 0.003 0.63 0.936 0.234 0.478 0.516 
Flavoured milk, yogurt or dairy deserts <0.001 <0.001 0.629 0.114 <0.001 0.586 0.767 0.982 0.186 
Ice-cream 0.006 0.098 0.008 0.005 0.215 0.883 0.956 0.63 0.623 
Chocolates or confectionary <0.001 0.004 0.197 0.032 0.098 <0.001 0.052 0.645 0.567 
Cold cuts and sausages 0.002 0.047 0.002 0.328 0.752 <0.001 0.009 0.241 0.846 
Ketchup or mayonnaise <0.001 <0.001 0.702 0.746 0.472 0.011 0.015 0.99 0.513 
Fast food 0.050 <0.001 0.414 <0.001 0.345 0.011 0.489 0.757 0.002 

Notes: Participants with missing data (n=24) or whose self-reported gender identities (n=9) different from males and females were not considered 

in the model. The reference in the model for consumption frequency was '0 days' compared to '1 day', and '2-3 days', '4-6 days' and '7 days'. p-

values highlighted in bold are significant at 0.05.  

  



Table 2. Results of the ordinal logistic regressions analysing the association between consumption frequency of specific food groups 

and self-reported exposure to digital food marketing in the week prior to the survey and total social media use (hours), while controlling 

for gender, age range, socio-economic status and TV watching time. Results of the Lipsitz goodness of fit and Pulkstenis-Robinson 

chi-squared tests are also shown.  
 

Food group 

Exposure to a 
food 

advertisement 
(Yes vs. No) 

Total 
social 

media use 
(hours) 

Socio-
economic 

status (Low 
vs. High) 

Socio-
economic 

status 
(Medium 
vs. High) 

Age 
range 
(15.19 

vs. 
11-14) 

Gender 
(Male 

vs. 
Female) 

TV use 
(hours) Lipsitz test 

Pulkstenis-
Robinson 

test 
Fruits 0.311 <0.001 <0.001 <0.001 0.613 <0.001 0.636 0.171 0.16 
Vegetables 0.298 0.009 0.088 0.02 0.005 <0.001 0.466 0.052 0.101 
Meats 0.646 0.169 0.102 0.795 0.039 <0.001 0.466 0.416 0.274 
Fish 0.928 0.206 0.074 0.053 0.73 <0.001 0.654 0.910 <0.001 

 

Notes: Participants with missing data (n=24) or whose self-reported gender identities (n=9) different from males and females were not considered 

in the model. The reference in the model for consumption frequency was '0 days' compared to '1 day', and '2-3 days', '4-6 days' and '7 days'. p-

values highlighted in bold are significant at 0.05.  

 


