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Abstract
Background  Food and beverage (F&B) marketing practices that contradict health guidelines are particularly concerning for 
children and adolescents, who are developmentally more susceptible than adults to persuasive advertising and to Black com-
munities, due to ethnically-targeted marketing, contributing to higher rates of obesity and other diet-related chronic diseases. 
Accordingly, here we evaluated Operation Good Food and Beverages (OGF&B), an online social marketing campaign calling 
for shifting toward more marketing of healthier F&B to Black youth and Black communities.
Methods  OGF&B was developed and implemented by a multidisciplinary team of academic, advocacy, and advertising 
partners and active for four months in 2022 during the COVID-19 pandemic. Primary campaign components were social 
media content (e.g., TikTok, Instagram), and an informational website with a signable petition and a social media toolkit. 
Our mixed-methods evaluation used qualitative data to contextualize quantitative metrics like online impressions, website 
visits, and petition signatures. Qualitative data consisted of analysis of social media content and thematic elements from 15 
interviews with campaign advisors, youth consultants, and influencers.
Results  The campaign achieved 3,148,869 impressions, 3,799 unique website visits, and 1,077 petition signatures. Instagram 
Reels and content featuring people had higher engagement. Instagram Reels received more likes than static posts or TikTok 
videos. Interviewees who participated mentioned personal values and community welfare as key motivations. Social media 
influencers who declined participation noted time constraints and lack of compensation as barriers.
Conclusion  Despite pandemic-related restrictions that precluded in-person engagement, this brief campaign implementation 
period provided useful insights for leveraging OGF&B or similar campaigns.

Keywords  Black youth · Food and beverage marketing · Social media · Health communication

Introduction

Food and beverage (F&B) marketing practices are in striking 
contradiction to the types of foods and beverages recom-
mended in health guidelines, and there is wide agreement, 
within the USA and globally, on the need for change in this 
realm [1, 2]. Advertising and promotion of products high in 
calories, sugar, fat, and salt are ubiquitous compared to rela-
tively limited marketing of fruits and vegetables or healthier 
versions of packaged foods [3]. Efforts to change this picture 
have included taxing F&B products high in fat, salt, and 
sugar to discourage their consumption, discounts to incentiv-
ize fruit and vegetable purchases for participants in federal 
nutrition assistance programs, and strict nutrition standards 
that improve the quality of foods that can be served in school 
meals [4–6]. However, given that the least healthy products 
are typically the most profitable [7], a stronger regulatory 
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climate will likely be needed to achieve the type and scope 
of changes needed [8]. With the ultimate goals of increasing 
availability and promotion of healthier products, consumer 
advocacy across diverse media and communication channels 
has been and will continue to be an important component of 
support for relevant regulatory changes.

The various types of food advertising and promotions 
that target children and adolescents are of particular con-
cern because of the importance of healthy eating patterns for 
growth combined with developmental issues that make youth 
more susceptible to the persuasive content of advertisements 
[9–11]. For example, a younger child may be more suscep-
tible because they lack the ability to identify advertising as 
having a persuasive intent and resist persuasive advertising, 
while an adolescent may recognize persuasive content yet 
still be susceptible because they want to fit in with their peers 
[11, 12]. The rise in obesity prevalence among children and 
adolescents has been a prominent public health concern for 
more than two decades, with no consistent evidence that rates 
are stabilizing or decreasing [13–16]. The substantial target-
ing of youth with marketing of high calorie, nutrient poor 
F&B (e.g., on television, through various digital techniques, 
and in public spaces) is identified as an important contributor 
to obesity among youth and their later risks of obesity-related 
chronic diseases [17, 18]. In synergy with advertisements, the 
advertised F&B products are visible and readily available in 
environments frequented by youth, including neighborhood 
stores, supermarkets, and chain restaurants [19–22]. Indus-
try’s voluntary commitments (i.e., “self-regulation”) to offer 
healthier options to children under age 12 have shown lim-
ited progress but still with major opportunities for improve-
ment and very few companies have extended commitments 
to include youth over age 12 [23–26].

Of particular relevance here is the evidence that these 
challenges are exacerbated by the additional layer of tar-
geted marketing on the basis of ethnicity. Ethnic targeting of 
F&B marketing is well documented as a potential contribu-
tor to obesity and chronic disease risks of Black and Latino 
youth as well as adults (“racialized marketing”) [27–29]. 
F&B marketing targeted to the US Black population is multi-
faceted with a long and mixed history that leverages struc-
tural racism, making it especially difficult to counter from 
a public health perspective [30]. Among Black youth, this 
targeting creates a triple jeopardy of exposure to marketing 
of unhealthy foods to general audiences, to youth in general, 
and to Black communities in general, reflecting the additive 
impact of overlapping systems of oppression and intersect-
ing identities—referred to as intersectionality—in F&B 
marketing [31, 32]. Moreover, evidence suggests that Black 
adolescents are more responsive to some types of advertis-
ing and promotion from an identity-formation perspective 
and because Black celebrities who are prominent in many 
F&B ads are trusted and viewed as role models [33–35]. 

For example, a study of US advertisements from 1990 to 
2017 found that sugar-sweetened beverages or products were 
the single largest category of brand endorsements for Black, 
male, and sports-related celebrities [36].

Here we report evaluation results for an online social 
marketing campaign developed and implemented by a mul-
tidisciplinary team of academic, advocacy, and advertising 
partners and branded “Operation Good Food & Beverages 
(OGF&B).” The campaign aimed to catalyze a change in the 
conversation about solutions to racialized targeted marketing 
of unhealthy foods and beverages, focusing on solutions. The 
core, underlying theme was an inspirational call to action 
by and for Black youth and others in or allied with Black 
communities for shifting toward more marketing of healthy 
relative to unhealthy foods generally and related to Black 
youth. Campaign elements included a website with relevant 
graphics and messages, social media accounts, and a sign-
able petition to join the call to action. The current article 
describes the campaign rationale, development, and find-
ings from the mixed-methods evaluation approach designed 
to answer questions about reach, audience engagement and 
factors related to participation.

Background

The campaign brand and subtitle—Operation Good Food 
and Beverages (OGF&B): A Black Community Impera-
tive—were intended to denote its grounding in Black organi-
zations and sense of urgency for taking action on the need for 
healthier food in Black communities. A pilot study in which 
findings from Black adults, including caregivers of youth 
under age 18 years, suggested that seeing Black celebrities 
advertising healthy foods might sway opinions of Black 
youth who sought to emulate them [37]. Data describing 
the engagement of Black celebrities in F&B advertisements 
and the engagement of some celebrities during Michelle 
Obama’s Let’s Move campaign further motivated OGF&B 
as did evidence that many celebrities were speaking out on 
social or racial justice issues [36, 38].

As shown in Fig. 1, OGF&B’s theory of change was 
guided by an extensive, public health-oriented review of 
beverage campaigns [39]. The overall framing of the cam-
paign and its messaging were positive and constructive, i.e., 
conveying what types of involvement and actions youth and 
adults want to see more of from popular opinion leaders 
in the Black community. In particular, Black celebrities, 
including both traditional music, film, and pop culture icons, 
as well as social media influencers, were a primary cam-
paign audience in the hope that some would be persuaded 
to participate and endorse healthier rather than unhealthy 
products. Participating in a social media campaign typically 
involves engaging with and promoting content that aligns 
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with campaign goals, include sharing posts, creating original 
content, and interacting with followers to raise awareness 
and drive action through personal social media accounts 
[39]. F&B companies contracting with Black celebrities 
for endorsements were also an indirect audience of interest. 
Desired short-term outcomes were increased awareness of 
the need for more marketing of healthy foods in Black com-
munities. Celebrity and broader public and company engage-
ment and participation were long-term outcomes.

Methods

Evaluation Approach

A multidisciplinary study team evaluated Operation 
Good Food & Beverage (OGF&B) including public 
health researchers from Drexel University (SA, SK, TE) 
who participated in the design and implementation of the 
online campaign, as well as team members with expertise 
in mixed methods program evaluations from the University 

of Pennsylvania (MK and MG—see the “Acknowledge-
ments” section) who were not directly involved in 
OGF&B. The team reviewed and analyzed data collected 
from three sources: (1) online campaign and petition per-
formance reports; (2) semi-structured interviews with 
campaign advisors and influencers; and (3) social media 
curated content from Instagram and TikTok. Analyses of 
these data were guided by the following study questions:

RQ1: What was the estimated reach of the campaign?
RQ2: What characteristics of social media posts drove 
audience engagement?
RQ3: What factors were associated with participation in 
online campaigns in general and the OGF&B campaign 
specifically?
RQ4: How did participants perceive the online campaign?

OGF&B Development and Recruitment

Campaign development began in September 2021, and 
the campaign was active for four months, through the 

Fig. 1   OGF&B theory of change framework—catalyzing a youth-driven public advocacy campaign to secure commitments from Black celebri-
ties and influencers to endorse healthy foods and beverages (adapted from Kraak et al., 2022 [39])
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end of the 1-year funding period (May through August 
2022). The campaign initially planned for social media 
advocacy as well as in-person enhancements. However, 
only the social media component was possible due to the 
extended duration of safety precautions associated with 
the COVID-19 pandemic. All communications and inter-
actions related to campaign development and implementa-
tion were remote. Campaign creation, groundwork, infra-
structure, and dissemination were directed and delivered 
on a pro bono basis by a third-party advertising agency 
whose portfolio was not related to the food sector. The 
advertising agency worked in close partnership with the 
team that was responsible for the campaign focus (SK and 
TE). Black high school and early college students (primar-
ily members of the partnering youth leadership program) 
participated as paid consultants, and along with a mas-
ter’s degree research fellow served as content advisors and 
creators from the earliest stages. The campaign was also 
informed by feedback and guidance from a panel of adult 
advisors with expertise in public health nutrition, market-
ing, and Black community health, and health advocacy.

The OGF&B web or digital device landing page featured 
images and text relevant to Black American culture to foster 
awareness of key food marketing issues and their relevance 
to Black community food and health justice. Links on the 
landing page pointed to OGF&B Instagram and TikTok 
accounts, prompts to sign the Change.Org petition, and to 
download the campaign social media toolkit (see Appendix 
A, OGF&B social media toolkit). Dissemination included 
organic social media posts and interactions as well as paid 
advertisements focusing on the New York City region for 
brief periods during the active campaign period. The adver-
tising agency team engaged a talent agent who approached 
representatives of traditional Black celebrities after vetting 
for reputation and suitability as role models for Black youth. 
The agency staff directly approached other social media 
influencers after vetting on several characteristics, including 
alignment with the OGF&B content. Two TikTok influenc-
ers participated. Attempts to engage with traditional celebri-
ties during the active campaign period were not successful. 
One partner, the Center for Science in the Public Interest, 
facilitated exploratory conversations with two of the authors 
(SK and TE) on behalf of the Council on Black Health and 
a colleague from the UConn Rudd Center with representa-
tives of the National Restaurant Association, although these 
conversations did not lead to an ongoing dialog.

Data Collection and Analysis

Online Campaign and Petition

From April 28 through September 1, 2022, the advertising 
agency collaborator launched and operated the multi-media 

OGF&B campaign including use of paid and unpaid/organic 
media content spanning both traditional media (e.g., press 
releases, online news articles) and new media (e.g., Insta-
gram, TikTok, YouTube) to drive engaged audiences to the 
petition and website. On YouTube, for instance, OGF&B 
banners were added to YouTube videos in the New York 
region. The petition requested everyone to review and 
endorse the call to action urging restaurants serving Black 
communities to increase and promote healthy meal offerings 
and menu options to Black youth and teens. To monitor the 
progress across digital platforms, campaign metadata were 
collected that captured the total number of content impres-
sions, website visits, and petition signatures. Impressions 
are a social media metric defined as unique views of content 
items (e.g., the number of times that an advertisement was 
seen on Instagram).

Specifically, the call to action encouraged the National 
Restaurant Association and its members, including inde-
pendent and chain restaurant establishments, to adapt and 
apply the existing “Kids Live Well” [40] nutrition standards 
to their general menus, particularly for items that are popu-
lar and frequently purchased by Black youth up to 18 years 
old, and to amplify promotion of these options. Seeking 
parsimony in the campaign’s “ask” on food items relevant 
to Black teens, OGF&B leaders chose the National Res-
taurant Association, allowing the campaign to focus on 
well-documented reticence among industry segments to 
make health-related changes with the “Kids Live Well” 
initiatives for children over age 12. The OGF&B team did 
not choose potential alternatives (e.g., Children’s F&B 
Advertising Initiative) as targeting specific packaged F&B 
was hypothesized to be less effective due to various factors 
such as companies’ ability to substitute products across 
their large portfolios and dilute the visibility of targeted 
marketing patterns.

Social Media Content

Permanent public Instagram and TikTok content created by 
the OGF&B campaign accounts was collected that included 
text, imagery and videos, and social media metadata (e.g., 
likes, comments). A codebook was developed to character-
ize visual and thematic aspects of the social media content 
such as types of F&B portrayed, people being shown, con-
tent purpose (e.g., “Sign the Petition!”, event details), target 
audience, and constructs from Rosenstock’s Health Belief 
Model (e.g., perceived benefits of healthy diet, risk of expo-
sure to unhealthy food advertising) [41]. Members of the 
study team (MK, MG, TE, SA) reviewed a sample of social 
media posts to ensure that all relevant aspects were captured 
through our codebook, and then coded the full dataset. We 
then examined how audience engagement varied by different 
aspects/types of social media posts.
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Semi‑Structured Interviews

A research assistant (MG) working with the project director 
for the evaluation (MK) conducted semi-structured interviews 
(n = 15), during the 3 months following the active campaign 
period. Potential interviewees were recruited using a list of 
potential contacts provided by the project director (SK). All 
participants provided informed consent and were compensated 
$50 for their time. Interviews engaged diverse stakeholders, 
including advisors, youth consultants, participating influencers, 
and influencers who chose not to participate. Interviews delved 
into dimensions of engagement with the OGF&B campaign and 
other similar initiatives, with a particular focus on understand-
ing the nuances of decision-making processes regarding poten-
tial partnerships or collaborations. The interview guide (see 
Appendix B) encompassed a range of topics related to OGF&B, 
as well as participants’ general experiences with and perspec-
tives on social media advocacy campaigns. Questions explored 
participants’ motivations, challenges, perceived impact of their 
involvement with OGF&B, and their engagement with other 
campaigns. To ensure relevance and appropriateness, questions 
were tailored for specific campaign roles and experiences of 
the different participant groups. For instance, youth consult-
ants were asked about their contributions to content creation 
and message framing, while influencers were probed on their 
decision-making criteria for aligning with health-focused social 
media campaigns. Participation in the OGF&B campaign was 
defined broadly to capture a wide range of engagement levels 
and types. For those who did not engage in content posting on 
social media—particularly influencers and youth consultants—
participation was characterized by their contributions to project 
design, development, and strategy formulation.

A codebook was developed to facilitate the analysis of inter-
view data, using a grounded theory approach to ensure emerg-
ing themes were systematically identified and categorized [42]. 
The final codebook (see Appendix C) provided a comprehen-
sive framework for analyzing the diverse insights shared by 
interviewees. All interviews were audio-recorded and tran-
scribed verbatim. Identifying information was removed from 
transcripts prior to analysis. Transcripts were imported into 
NVivo software (QSR International) to facilitate coding and 
thematic analysis. Our thematic analysis was directed toward 
answering our study questions. We identified key themes itera-
tively throughout the coding process via group discussions, 
code summaries, and coding queries and comparisons.

Results

Online Campaign and Petition

Through the paid media content, such as Instagram, You-
Tube, and TikTok advertisements, the campaign garnered a 

total of 3,148,869 impressions. The campaign also received 
a total of 10,164 organic impressions from content posted 
on OGF&B’s Instagram and TikTok profiles. Both paid and 
organic media content items directed audiences to visit the 
OGF&B website, resulting in a total of 3,799 unique web-
site visits (< 1% of impressions). Of users who visited the 
OGF&B website, a total of 1,077 signatures were collected 
for the campaign’s petition during the active grant period—
nearly a third of website visitors (28%).

Social Media Content

A total of 10 TikTok videos, 13 Instagram Reels (i.e., vid-
eos), and 21 Instagram posts were collected from OGF&B 
social media platforms. Through our analysis of the cam-
paign’s social, we identified several factors associated with 
increased audience engagement (i.e., likes, views). Insta-
gram Reels (i.e., videos) received significantly higher likes 
(p < 0.001) compared with static posts or TikTok videos, 
respectively 22.3 likes (SD = 11.6) per Reels video on Ins-
tagram versus 16.5 (SD = 6.3) for Instagram posts and 3.5 
for TikTok videos (SD = 2.1). Content that featured people 
received significantly more likes compared to content with-
out people, such as images of F&B items alone, respectively 
19.6 likes versus 11.3 (p = 0.0129). Videos that featured peo-
ple also received more likes compared to videos without 
people, albeit not significant statistically (p = 0.134), respec-
tively 572.3 versus 238.4 views. Content that integrated ele-
ments of the Health Belief Model (e.g., benefits of healthy 
food, harms of poor diet) received 18.3 (SD = 4.7) likes on 
average compared with 14.4 (SD = 1.7) for content without 
(p = 0.343).

Semi‑Structured Interviews

A total of 15 individuals were interviewed between Novem-
ber 2022 and December 2022, including eight (8) adult cam-
paign consultants, three (3) social media influencers, two (2) 
youth campaign consultants, and two (2) advertising agency 
collaborators. All participants were female, and the average 
age was 41 years old (SD = 11.3; median = 40). Interviews 
revealed that social media campaign participation—both 
with OGF&B specifically and online campaigns in general—
is driven by a desire for alignment with personal values, 
relationship building, community contribution, personal 
growth, and ethical practices, while decisions to decline 
often stem from a lack of value exchange, ethical concerns, 
and conflicts with personal or organizational values. Below, 
we discuss the reasons identified from youth influencers and 
advisors for their participation in the OGF&B campaign. 
We then discuss reasons for participation in campaigns in 
general. Table 1 presents key decision-making factors for 
participating in OGF&B and general online campaigns.
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OGF&B Participation

Youth social media influencers who did not participate in 
the OGF&B campaign gave reasons tied to their personal 
and professional priorities. One influencer highlighted a 
busy schedule and the importance of compensation, sug-
gesting that the campaign did not align sufficiently with their 
current commitments or financial expectations. Similarly, 
another pointed out the significance of time constraints and 
the prioritization of paid opportunities over unpaid ones. 
Both emphasized the need for meaningful engagement and 
fair compensation, reflecting broader concerns within the 
creative community about equitable treatment and recogni-
tion of their work.

The main reasons youth and others decided to participate 
in the OGF&B campaign were rooted in their commitment 
to community welfare and personal alignment with the pro-
ject’s goals. One influencer was driven by a professional 
focus on child nutrition and a desire to promote healthy eat-
ing habits among youth, valuing the campaign’s potential 
impact over financial gain or compensation. One youth par-
ticipant also emphasized the importance of alignment with 
personal goals, such as improving the outlook for youth in 
their city and maintaining interest in the project. Both high-
lighted the significance of participating in initiatives that 
reflect their values and have the potential for meaningful 
impact, showing a thoughtful consideration of how their 
involvement would contribute to the broader goals of pro-
moting health and well-being in their communities.

Campaigns in General

We identified a range of reasons why individuals chose 
to participate or declined to participate in social media 
campaigns. Participation in social media campaigns was 
described as driven by motives that align with their per-
sonal, social, and ethical values, such as supporting causes 
that resonate with their beliefs, fostering community connec-
tions, contributing to societal well-being, seeking personal 
growth, uplifting local economies, and promoting sustaina-
bility and ethical practices. A desire to enact positive change 
and maintain integrity by avoiding conflicts of interest also 
plays a significant role. Conversely, reasons for declining 
participation include the lack of fair compensation or value 
exchange, ethical concerns, misalignment with personal or 
organizational values, and initiatives that compromise their 
principles. This dichotomy highlights the importance of 
alignment with personal values, ethical considerations, and 
the pursuit of meaningful impact over superficial engage-
ments, underscoring the nuanced decision-making process 
behind participating in or declining social media campaign 
opportunities.

OGF&B Perceptions

Participants described a range of key strengths of the 
OGF&B campaign including engaging with live events on 
Instagram, impactful visual content, effective collaboration, 
open communication, and strategic use of social media. 
The campaign’s collaborative efforts were commended for 
bringing together various stakeholders to focus on prob-
lematic targeted marketing to Black youth. Moreover, the 
campaign’s commitment to open internal communication 
was crucial for preempting and addressing potential issues 
among the multidisciplinary team effectively. Finally, the 
strategic use of platforms like TikTok and the successful 
engagement of influencers were instrumental in gaining 
organic traction, showcasing the campaign’s innovative and 
adaptable approach for reaching its target audience. Table 2 
presents representative quotes of what participants consid-
ered as OGF&B’s strengths.

Many suggestions were made for improving campaign 
effectiveness. As shown in Table 3, interviewees empha-
sized the need for consistency and preparedness in content 
creation and advocating for a more systematic approach 
to minimize gaps between posts. They acknowledged the 
benefits of having a bulk of content ready for scheduled 
release. The importance of in-person engagement was 
highlighted, especially post-pandemic, to foster authen-
tic connections and showcase real interactions with target 
audiences. Streamlining the campaign’s focus was also 
suggested, making the mission and call-to-action clear and 
specific to enhance audience understanding and engage-
ment. Enhancing social media engagement was another 
key area, with recommendations for adding a personal 
voice to the campaign (e.g., a spokesperson or ambassa-
dor), particularly on platforms like TikTok, to improve 
engagement and accessibility. Long-term planning and 
securing multi-year funding were advised to allow for sus-
tained campaign impact and progression. The use of incen-
tives for influencers and maintaining a consistent content 
cadence on social media were emphasized for sustaining 
impact and building on initial rapport. Additionally, foster-
ing curiosity and understanding between public health and 
industry stakeholders was seen as crucial for successful 
collaboration and addressing any misalignments. These 
suggestions collectively aimed at increasing the effective-
ness, reach, and impact of campaigns.

Discussion

OGF&B resulted in modest success in the face of chal-
lenges posed by COVID-19 pandemic restrictions and a 
short funding period that limited the duration of the active 
implementation. The campaign leveraged communication 
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Table 1   Decision-making factors for participating or not participating in OGF&B. (Note: Unless otherwise indicated, quotes are from people 
who participated directly in or advised the campaign)

Theme Illustrative quotations related to OGF&B or when indicated, campaigns in general

Level of interest in the cause “When they reached out and told me what the initiative was, I couldn't help it. It was everything to me 
because child nutrition is what I really focus on.”

“Is [a given project] going to be able to keep my interest? Because I don't know, my intention can kind 
of be like all over the place at times… I need to be interested throughout the way, even when it gets 
difficult or hard.” [General]

Anticipated impact “The first thing – the first two things, and they're tied, and I will say impact and compensation. And 
when I say compensation, I don't necessarily mean money…the compensation was helping Black youth 
be healthy; that was payment enough for me.”

“I think I’m considering their stake in the culture so as someone who is pro-Black influence really about 
helping the diaspora connect to the land. I really want to make sure the people I work with has some 
stake in our community and I feel like they have good intentions because a lot of people will just use 
me just to get in front of their target audience and not necessarily care about the issues that’s going on 
in the community.” [General. – Declined to participate]

Degree of alignment with personal 
beliefs and values or mission

“Well, the main thing is considering if it’s an alignment with where I want to go. Because for me, I want 
to make a better outlook of …youth, because people normally have a negative perception of youth…
So like when I did, I decided to do OGF&B. It was like, Well, this is something new that’s going to 
kind of bring me outside of my shell, outside of my box. But at the same time, the work that we're doing 
this project is going to be impeccable…. And I feel like it is creating a better representation of [local] 
youth. So, I think about alignment.”

“I want to feel like I’m aligned with values. I want to know the motive of the person that I’m collaborat-
ing with… I don't want to do anything that feeds those systems that cause harm to people.”

“Mostly I’m thinking about whether or not the project is aligned with the mission that I have for the 
work that I’m doing, and whether or not I can be fairly compensated for the work that I do.” ​[General 
comment]

“And what I factor in when I’m looking at different brands who either probably approach me or ones 
that I’m looking to get involved with is like, do they have a core mission that’s very strong? And do they 
have data as well as proof points that back up that mission? I think that’s important as well. You can 
have a nice talk, but if you don't actually put that into action, it can fall flat.” [General]

Importance of compensation “Towards the end, after it was said and done, they did offer monetary compensation, but I consider one 
the impact I’m going to have. […] The compensation was helping black youth be healthy; that was 
payment enough for me.”

“[OGF&B is] the kind of thing that I would do for free. Normally, the things that I get paid for I would 
do for free. Because my mentor, she says, ‘Do you think that you would do for free?’ […]. If it’s not 
something that you're truly passionate about, it’s easy to just be like, “Okay, well, let me throw in the 
towel.” But the things that I do, I normally would do for free. But getting paid is a bonus.”

“If they're like hey can you do this for free? It'll be good exposure. It’s like I don't need necessarily 
exposure unless it’s a platform that I was like oh I want some insight into that space. I want to connect 
with people in that space. There has to be some type of value exchange a real value exchange and not 
just exposure because I can get that by myself that’s fine.”

“For sure. Getting anybody to collaborate with anything you should pay people off… if you actually 
are looking for influencers to help push your agenda you have to be willing to compensate them.” 
[Declined to participate]

Expectations and capacity “I think the big thing was probably time. It was probably like I didn't know how much I'd get to in that 
moment. It could have been either I’m working on another campaign, or I had something going on 
at work. That’s a busy season. I don't even honestly remember at what time frame, when it started 
because I’m always thinking about just everything, but yeah.” [General]

“And, I guess, as far as prioritizing, I try to see what they do outside or what the timeline is and 
try to put things in chronological order. And also think of again impact if something is like quote-
unquote, do, but it’s not really impacting anything, it’s something minor, then it won't get as much 
attention as something that’s big or front facing.”
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channels including traditional media (e.g., press releases, 
online news articles) and new media (e.g., Instagram, 
TikTok) to reach more than three million viewers. The 
millions of impressions, robust website activity and sub-
stantial follow through to signing the petition suggest that 

the campaign was engaging and relatable, resonating with 
the demographic groups targeted by the advertisements. 
Results point to key strengths that contributed signifi-
cantly to OGF&B’s impact and reach, e.g., comprehensive 
approach, integrating content development, stakeholder 

Table 1   (continued)

Theme Illustrative quotations related to OGF&B or when indicated, campaigns in general

Relationship and community building “I do feel like I and others as well were hopeful that this effort would be led by teens and that it would 
have their real voice and stamp on it.”

“And I think the Council on Black Health was an interesting opportunity for me to, as well as my 
team, to explore what that would entail within community-based organizations and grassroots type 
of approach, such as this Operation Good Food & Beverages campaign. And I think that’s part of 
why I was gravitating towards that. Is just that the betterment of people and equal opportunities when 
it comes to healthcare as well as to food.”

“Anything that helps the underserved community is pretty much the bar and then based on whether or 
not I have experience and or relationships in those spaces from the corporate side matters as well 
because I do believe that sustainable change only happens when it’s all hands-on deck.”

Professional development “However, I have recently become more active and engaged on social media because I would like to be 
an entrepreneur and I would like to get into social media marketing or just marketing in general or 
digital marketing.” [General]

Ethical and financial conflicts “It was really difficult to find researchers who didn't have conflicts of interest or funding from the food 
industry.” “The first thing I consider is if there is any industry funding. And if there is I don't get 
involved in it. And the reason for that is it like – it becomes difficult to be objective in my opinion if 
there’s you know food industry funding behind the project.” [General]

“We pretty much do not take any funding or collaborate with industry in that way because we want to be 
seen as impartial and that our research is really free from industry influence.” [General]

“I had an academic who was being funded by a mainstream beverage company asked me to participate 
as an advisor. And I declined to do that because of who the funder was… I feel that the product causes 
harm generally and specifically in the Black and Brown community.” [General]

Table 2   Perceived campaign strengths identified through semi-structured interviews. (Note: Unless otherwise indicated, quotes are from people 
who participated directly in or advised the campaign)

Theme Illustrative quotes

Engaging and relatable content IG live sessions: “And the IG live which was definitely my favorite part which I want to continue…
So that was the best part.”

Videos and visual content: “Some of the other videos they posted were really great. I love saying 
that the young Black man throwing up the vegetable, like I love. That was one of my favorites, 
favorite ones because you don't see that.”

Collaborative efforts and partnership Strong Partnerships: “I think the team as a whole, both working collaboratively, I can't even talk, 
collaboratively with Council on Black Health, I think it was a strong partnership.”

Inclusive brainstorming and collaboration: “And I think the folks at Council on Black Health did 
a really good job of bringing together a lot of folks who are working on this topic independently 
and at times coming together.”

Effective communication and adaptability Open Lines of Communication: “Yeah. I think just overall that communication and like you would 
think that would be like a major thing that collaborators focus on but not all of them do but they 
really did focus on keeping the lines of communication open […]”

Adaptability in messaging: “And then also to once they realized that they weren't the best mes-
sengers for the [youth members], they brought in a consultant who could better help carry the 
messages […]”

Innovative use of platforms and influencers Leveraging social media platforms: “Having some nice organic traction, getting on a platform like 
TikTok where it’s a youth-based type of platform, which is very key to this organization in this 
campaign, was really influential.”

Asset-based framing and positive messaging “I think they really wanted to do something different build and be very positive in the way that the 
messaging was positioned, and I say that so more asset-based more, so not coming at it from this 
deficit approach, but really asset focus […]”
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collaboration, and innovative use of social media, empha-
sizing engagement, adaptability, and a clear focus on the 
target audience’s values and preferences, ultimately mir-
roring the characteristics of other successful campaigns 
like San Francisco’s The Bigger Picture [43, 44] and Seat-
tle’s Be Ready Be Hydrated [45, 46].

Our evaluation of social media content identified fea-
tures associated with increased audience engagement, a key 
factor necessary to translate impressions to site visits, and 
consequently, site visits to petition signatures. These results 
are pivotal for understanding and optimizing future social 
media campaign strategies. Firstly, the preference for Insta-
gram Reels over static posts or TikTok videos (“TikToks”) 
highlights the effectiveness of certain platforms and content 
types in engaging audiences. This insight is crucial as it 
suggests that dynamic video content, particularly on Insta-
gram, resonates more strongly with users than other formats. 
Importantly, Instagram Reels and TikToks both represent 
two sides of the same coin—that is, the tall video format—
and while there is cross-pollination of content vis-à-vis shar-
ing and linked accounts, campaign leaders should seek to 
maximize reach across both platforms effectively and effi-
ciently. For example, available usage data indicate that four 
in five TikTok users are also active on Instagram, whereas 
slightly more than half of Instagram users are also on Tik-
Tok [47]. Instagram Reels are part of the broader Instagram 
ecosystem, allowing users to leverage their existing follower 
base and integrate content with Instagram Stories and posts. 
TikTok, on the other hand, is a standalone platform with 
a younger user base and a robust discovery algorithm that 
can potentially reach a wider audience through the “For 
You” page. These distinctions can influence engagement, as 
Instagram Reels may benefit from integration within Insta-
gram, while TikTok’s algorithm-driven content distribution 
may provide broader initial exposure to diverse audiences. 
Therefore, in the Venn Diagram of Instagram and TikTok 
influencers, consider targeting those at the center who have 
mastered both platforms.

Content featuring people receiving more likes than 
images of inanimate objects alone, like F&B photos, under-
scores the importance of incorporating a human element. 
Social media content featuring people has previously been 
shown to captivate online audiences and garner more likes, 
more comments, and more shares—key engagement met-
rics—such as promoting HPV vaccination on Instagram 
[48, 49] or PrEP on Twitter [50]. Posts featuring people 
likely create a more engaging and transporting experience 
with which audiences identify, emphasizing the power of 

narrative persuasion via personal stories and testimonials in 
making content compelling [51, 52].

Our findings also suggest that audiences are drawn to vid-
eos that seem more authentic and engaging, which is vital for 
campaigns looking to maximize reach and impact through 
video content. In OGF&B, videos featuring people garnered 
significantly more views than those without people, such as 
videos with F&B products, reiterating the importance of per-
sonalization and human connection in video content. Moreo-
ver, the increased engagement with content that incorporates 
educational elements—as we observed with Rosenstock’s 
Health Belief Model [41]—indicates that audiences appre-
ciate content that provides value through information and 
education. Prior research supports that informational aspects 
are particularly relevant in health and well-being campaigns, 
where educating the audience can be as crucial as engaging 
them [53, 54]. These insights collectively offer valuable guid-
ance for tailoring social media strategies, ensuring that cam-
paigns not only reach but also resonate with their intended 
audiences, thereby maximizing their effectiveness and impact.

OGF&B’s approach to fostering healthier food choices 
within Black communities builds on prior initiatives focus-
ing on positive, asset-based messaging and community 
empowerment to engage its target audience effectively [39]. 
For example, the City of Seattle launched Be Ready Be 
Hydrated as a bilingual, community-informed campaign 
focused on countering marketing of sugary beverages to 
Black and Brown youth by emphasizing the well-being and 
positivity of these groups [45]. With direct input from local 
youth, Be Ready Be Hydrated employed a range of digital 
strategies to achieve nearly 5.9 million impressions [46]. In 
response to the challenges of 2020, including the COVID-
19 pandemic and social justice movements, Be Ready 
Be Hydrated adapted messaging and content to maintain 
engagement and support across virtual platforms. In the 
San Francisco Bay Area, The Bigger Picture campaign 
took a broader socioecological approach to tackle type 2 
diabetes among minority and low-income youth [43, 44]. 
The Bigger Picture’s goals were to increase public health 
literacy, changing social norms, and encouraging civic 
engagement by involving youth in the creation and dis-
semination of content that resonates with their experiences 
and perspectives. The campaign employed youth-generated 
spoken-word messages to address the broader environmen-
tal and social determinants of health contributing to the 
diabetes epidemic, and the multimedia campaign was com-
plemented by health education in public high schools.

Like The Bigger Picture and Be Ready Be Hydrated, full 
implementation of OGF&B has the potential for unique 
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contributions to public health initiatives within youth as 
vulnerable to adverse effects of marketing practices, all 
while emphasizing the importance of youth involvement in 
content development. OGF&B sought to tap into cultural 
relevance, celebrity, and influence to generate demand for 
healthier F&B alternatives. The Bigger Picture distinguishes 
itself through a youth-led approach, allowing young voices 
to authentically highlight the socioecological factors behind 
type 2 diabetes [43, 44]. On the other hand, Be Ready Be 
Hydrated employed a community-centric strategy, empha-
sizing grassroots efforts and leveraging digital platforms 
for broad outreach [45, 46]. Direct engagement with youth 
not only informs content creation but also ensures that the 
messaging resonates with the intended audience. Without 
COVID-19 limitations on the potential for in-person activi-
ties, OGF&B could have benefited from a multi-pronged 
strategy that included online and social media content as 
well as community engagement events.

Beyond targeting nutrition education and dietary behav-
iors, public health campaigns have long utilized similar 
community engagement methods to OGF&B. For example, 
Howard County’s Better Choices, Better Health initiative 
was a comprehensive public health campaign designed to 
improve overall community health through policy changes, 
educational programs, and community engagement [55]. 
Targeting a wide demographic, Better Choices, Better 
Health focused on multiple health behaviors: increasing 
physical activity, promoting nutritious eating, and imple-
menting policies that create healthier environments. Key 
campaign components include improving access to healthy 
foods, creating safe spaces for physical activity, and edu-
cating residents on making healthier lifestyle choices. In 
contrast, OGF&B specifically targets Black communities, 
leveraging cultural relevance, influencer involvement, and 
youth involvement to generate demand for healthier food 
and beverage alternatives.

Using a similar approach for a different health issue, PrE-
P4Love was a City of Chicago sex-positive public health 
campaign aimed at increasing awareness and uptake of pre-
exposure prophylaxis (PrEP) for HIV prevention among 
Black sexual minority men and transgender women [56, 57]. 
PrEP4Love utilized culturally responsive and inclusive mes-
saging to address stigma and promote sexual health. Like 
OGF&B, PrEP4Love leveraged community input and media 
strategies to resonate with its target audience but focuses 
on reducing HIV transmission rather than dietary habits. 
Together, these campaigns showcase diverse yet comple-
mentary methods of engaging communities and promoting 
health, highlighting the critical role of tailored strategies in 
addressing public health challenges.

Implications for Future Campaigns

Based on the responses about motivations for participation 
or non-participation in certain campaigns, we can derive 
key strategies for encouraging engagement. First is the 
alignment of a campaign with personal values and inter-
ests. People are significantly more inclined to participate 
in initiatives that resonate with their beliefs, passions, and 
life experiences. A personal connection not only motivates 
initial involvement but also sustains long-term engagement, 
as participants reported feeling a deep sense of purpose and 
fulfillment. Campaigns that clearly articulate their align-
ment with potential contributors’ values can thus tap into 
a powerful motivational force. Moreover, projects that offer 
opportunities for personal and professional growth, or that 
contribute positively to community well-being, are particu-
larly attractive. These aspects address an intrinsic desire for 
self-improvement and societal contribution, making partici-
pation not just a duty, but a rewarding experience.

Another critical factor is the perceived value and com-
pensation associated with participation. While not all cam-
paigns can offer financial rewards, recognizing and valuing 
participants’ time and contributions is essential. This can be 
achieved through various forms of acknowledgment, such 
as public recognition, opportunities for skill development, 
or networking prospects. Conversely, a lack of clear value 
exchange, such as projects perceived as irrelevant or not 
offering any tangible benefits, can lead to declined partici-
pation. Ethical considerations also play a significant role. We 
learned that individuals are more cautious associating with 
campaigns that might conflict with their ethical standards or 
involve questionable practices, highlighting the importance 
of transparency, integrity, and ethical conduct in campaign 
management. Last, despite OGF&B’s successes, we observed 
a clear absence of direct mentions of Black issues in some 
interviews, pointing toward an area for improvement in future 
campaign designs. For example, the focus on diet and nutri-
tion could have been enhanced by integrating content reflect-
ing ongoing national discourse about health inequities and 
their causes. Engaging more deeply with the specific con-
cerns and experiences of Black communities could enhance 
the relevance and impact of such initiatives. By addressing 
these key areas—value alignment, personal and community 
benefit, recognition of contribution, and ethical integrity—
campaign organizers can significantly enhance participation 
rates and foster a committed and enthusiastic supporter base.

The substantial donations of creative and technical content 
for developing and implementing the campaign effectively 
doubled the resources and elevated the expertise available, 
which must be acknowledged when considering what OGF&B 
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accomplished. With this in mind, the campaign’s impact—
especially in terms of creating a platform for direct engage-
ment and its positive messaging framework—adds valuable 
insights to the ongoing discourse on effective strategies for 
countering targeted marketing of unhealthy F&B to youth 
populations or minority communities. That the campaign was 
active for only four months and took place during the pan-
demic were major limitations, the latter rendering it impossible 
to include direct in-person engagement to prime and support 
the online activity. Pandemic restrictions had a major adverse 
influence on the efficiency of campaign development among, 
and in some cases within, collaborating organizations. Future 
campaigns could improve on these limitations by better engag-
ing celebrities and influencers, expanding communication 
channels (e.g., television, newspaper), and establishing a con-
sistent online presence. Finally, the campaign’s heavy reliance 
on social media platforms for dissemination and engagement 
introduced a selection bias by inherently excluding individuals 
and communities with limited internet access or those who are 
not active users on these platforms.

Conclusion

The landscape of F&B marketing has become a focal point of 
public health advocacy, highlighting the stark misalignment 
between marketed products and the nutritional guidelines 
that aim to safeguard health. Across the USA and around the 
globe, growing concern underscores the urgency of address-
ing the pervasive influence of marketing strategies that pri-
oritize profit over public health, particularly those target-
ing youth. Among the most affected are youth in Black and 
Latino communities, who are disproportionately exposed to 

advertisements for unhealthy F&B options. Marketing and 
advertising exposures contribute not only to immediate health 
risks but also to the long-term burden of chronic diseases. 
The critical need for a paradigm shift in marketing practices 
is evident, calling for a comprehensive approach that encom-
passes regulatory changes, community empowerment, and the 
promotion of healthier alternatives. It is within this broader 
struggle against harmful marketing practices that we must 
contextualize OGF&B and its novel campaign targeting Black 
communities. In doing so, we may better appreciate OGF&B’s 
significance as not merely a social media campaign – but as 
part of a larger social movement toward rectifying the deep-
seated inequities in food marketing and consumption patterns.

In conclusion, this evaluation of OGF&B bears signifi-
cant implications for health equity, advocacy, policy change, 
and the strategic use of media campaigns to address complex 
health issues. By actively engaging communities, influencers, 
and policymakers, the project lays the foundation for a health-
ier environment and future for Black youth and Black com-
munities. To our knowledge, this was the first youth-engaged 
health justice movement explicitly designed to address Black 
celebrities’ and influencers’ endorsements of F&B products. 
Recognizing the profound influence these public figures 
wield in shaping attitudes and behaviors, particularly among 
Black youth, OGF&B aims to redirect this influence toward 
promoting healthier choices through empowering youth to 
lead efforts in reshaping societal perceptions and promoting 
health-conscious decisions. OGF&B holds potential implica-
tions for policy recommendations and changes, perhaps most 
importantly the need for a proactive approach that influences 
systemic factors contributing to childhood obesity coupled 
with evidence-based policy to reshape industry practices 
related to F&B marketing to children.
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Appendix B. Semi‑structured interview guide

Section 1: Background

PROMPT: Thank you. I’d like to begin with discussing 
your background and what led you to working with the 
campaign.

1.	 Tell me about what you do outside of the campaign.
Probe: When – years, age
Probe: Platform(s)
Probe: Personally or professionally

2.	 What led you to start working as an advisor for Opera-
tion Good Food and Beverage?

Probe: Important experiences (e.g., campaign, viral post)
Probe: Opportunity for paid marketing work—$$$
Probe: Life events

3.	 To what extent have you been involved with similar cam-
paigns?

Probe: Social media?
Probe: Causes beyond healthy food and beverages

Section 2: Social media collaborations

PROMPT: Great, now I’d like to talk about how you con-
sider different types of social media opportunities.

4.	 When you’re approached with an opportunity to col-
laborate someone or something, such as an organization 
or company, social media, what types of things do you 
consider when thinking about working with them?

Probe: Motivating factors – i.e., facilitators
Probe: Conflicts of interest
Probe: Competing priorities
Probe: Time, $$
Probe: Beliefs about someone/something

5.	  Could you describe an example of a time when you 
declined an opportunity for a social media collabora-
tion?

IF NO: What opportunities would you decline?
IF YES: What led you to supporting that cause?
6.	  How do you decide what types of causes to express 

support or advocate for on social media?
Probe: Paid versus unpaid work
Probe: Personal experiences (e.g., DV/IPV)
Probe: Identity-based (e.g., LGBTQ+)
Probe: Beliefs about cause

7.	  Could you describe an example of a time you expressed 
support or advocated for a cause on social media?

IF NO: What cause or causes could you see yourself  
supporting?

IF YES: What led you to supporting that cause?

Section 3: Reflections on the Campaign

	 8.	  What was your level of involvement with the cam-
paign?

Probe: Planning/development
Probe: Execution and implementation
Probe: Sharing posts

	 9.	  Were there any pieces of that campaign that stood out 
particularly impactful? Explain.

	10.	  How would you improve the campaign in the future?

Section 4: Beliefs and Values

PROMPT: Okay, for my last few questions today I’d like 
to dive a little deeper into what influences someone’s 
decision to collaborate on social media.

	11.	  What value or values are important to you in your 
work on youth-oriented campaigns?

Probe: Morality, ethics – right versus wrong
Probe: Religious beliefs
Probe: Political beliefs

	12.	  Could you describe an example of a time when you 
had a conflict between your values and a collaborators 
values?

IF NO: What types of conflicts do you think could arise, 
even if they haven’t yet?
IF YES: How did that effect your work together?
For participants in campaign:

	13.	  What was your main reason or reasons for participat-
ing in the campaign?

	14.	  What drew you into the campaign?
Probe: alignment with values
Probe: alignment with brand

	15.	 What was your level of involvement with the cam-
paign?

	16.	 How would you improve the campaign in the future?

For non-participants in campaign:

	17.	  What was your main reason or reasons for not partici-
pating in the campaign?

Probe: misalignment with brand
Probe: financial
Probe: priorities (paid first before unpaid posts)
Probe: competing interests
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Section 5: Conclusion

PROMPT: That concludes the formal questions I have for 
you today

	18.	  Do you have any final thoughts about anything we 
discussed today?

	19.	  Is there anything that we didn’t discuss that you think 
we should know based on our discussion today?

	20.	  Do you have any questions for me?

PROMPT: Wonderful, thank you. This has been a pro-
ductive and informative conversation and I very much 
appreciate you taking the time to speak with me. If you 
have any questions or thoughts after this discussion, please 
do not hesitate to reach out to us at [PHONE/EMAIL]. 
Thank you very much and enjoy the rest of your day.

Appendix C. Thematic analysis codebook

Code name Definition

Social media use Subcode to relevant valences as par-
ticipants discuss social media use

Personal Social media usage that is not related 
to work or another organization

Professional Professional social media use on an 
account representing the participant

Organizational Social media account on behalf of an 
organization

Relationship to campaign Code to categorize patient in the listed 
roles: Youth Advisor, Campaign 
Advisor

Influencer (Participating), Influencer 
(Nonparticipating), Industry Liaison, 
Content Creator, Other

Mission alignment This code should be used when partic-
ipants indicate that a collaboration/
intervention/job aligns with values 
or priorities, either theirs or those of 
entities that they represent

Compensation Apply code for any discussion of 
compensation/money

Campaign contribution Subcode when participant identifies 
the work they did for the campaign

Development Advisory meetings, background 
research, identifying potential 
partners

Implementation Creating social media posts, running 
accounts, interacting directly with 
audience

Declined opportunities Code when participant describes 
instances where they rejected or 
declined an opportunity

Motivation Code when interviewee discusses why 
they choose to do something

Code name Definition

Intuition/emotion Code when participant mentions that 
they took an action because it “felt 
right” or they invoke an emotional 
connection

Decision-making Apply when participant discusses how 
they make choices about collabora-
tors, projects, etc

Personal brand Use code when participant mentions 
cultivating or working in alignment 
with a personal brand or persona

“Valued” Use when interviewee discusses the 
importance of feeling valued or 
being treated well in a professional 
collaboration/relationship

“Black youth representation” Code any mention of black youth 
voices/representation

Industry collaboration This code should be used whenever a 
participant mentions working with/
alongside the food and beverage 
industry as a part of the campaign

Reflections/advice Refers to any comments made about 
the program’s efficacy or recommen-
dations for future iterations

Time/priority Code when participant mentions how 
they prioritize work, the timeline of 
the study, or any general comments 
about having enough time/lacking 
time to do things
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