Supplementary Table 2. Placement-based food product promotions on the online stores of two retailers in Australia, all stores searched (n=12).
	Woolworths (n=6 stores)
	Coles (n=6 stores)

	
	Mean (SD) number of promoted products
	Proportion of all strategies (%)
	
	Mean (SD) number of promoted products
	Proportion of all strategies (%)

	
	
	Advertisements & site content
	Cross-promotions & recommendations
	Default product listings
	
	
	Advertisements & site content
	Cross-promotions & recommendations
	Default product listings

	Total (n=384 pages)
	20.9 (12.5)
	14.8%
	61.3%
	23.9%
	Total (n=372 pages)
	21.2 (22.6)
	22.4%
	46.0%
	31.5%

	Homepage (n=6 pages)
	30.3 (0.0)
	66.7%
	33.3%
	0%
	Homepage (n=6 pages)
	61.7 (7.1)
	59.3%
	40.7%
	0%

	Category page (n=132 pages1)
	30.7 (0.1)
	33.9%
	22.9%
	43.3%
	Category page (n=60 pages2)
	18.6 (0.6)
	38.8%
	4.2%
	57.0%

	Search results (n=60 pages)
	27.9 (1.2)
	17.2%
	28.3%
	54.5%
	Search results (n=60 pages)
	18.1 (0.1)
	29.8%
	2.5%
	67.7%

	Product pages (n=240 pages)
	15.6 (0.3)
	0%
	100.0%
	0%
	Product pages (n=240 pages)
	7.4 (0.2)
	0%
	100.0%
	0%

	Basket and checkout pages (n=6 pages)
	0 (0.0)
	0%
	0%
	0%
	Basket and checkout pages (n=6 pages)
	0.3 (0.5)
	0%
	100.0%
	0%


1. n=12 categories were assessed per location: Fruit & Veg; Bakery; Poultry, Meat & Seafood; Dairy, Eggs & Fridge; Deli & Chilled Meals; Lunch Box; Pantry; Freezer; Snacks & Confectionery; Drinks; Health & Wellness; Baby (promotions in the Health & Wellness and Baby categories were predominantly non-food).
2. n=10 categories were assessed per location: Back to School; Meat & Seafood; Fruit & Vegetables; Dairy, Eggs & Fridge; Bakery; Deli; Pantry; Drinks; Frozen; Baby (promotions in the Baby category were predominantly non-food).

