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•  89% of 18-29 year olds use social networking sites. 
Facebook is the most popular site used.  

 
•  Social networking sites contribute to the food environment 

by exposing users to images and text about food and/or 
eating.  

•  Text, pictures, and social interactions involving food have 
been shown individually to affect eating.  

•  The content and meaning of food-related posts on social 
networking sites, from the perspective of the individual 
viewing them, has not been characterized. 

•  Generalizability of results limited to a similar population. 
 
•  Time of data collection varied between participants, 

potentially causing differences in posts viewed. 
 
•  Data only collected over 12 hour time period. 

•  Unable to evaluate emotion on faces in the images during 
analysis due to the need to maintain privacy.  

•  College students that are regular Facebook users 
commonly view food-related posts on their Facebook 
Newsfeed. The posts are predominately pictures and the 
majority depict unhealthy, extraordinary foods. 

•  Facebook may be a useful tool for nutrition educators to 
promote healthy eating by posting healthy recipes, 
pictures of healthy foods, advertising healthy food-related 
events and expressing positive emotions in connection 
with healthy foods. 

 
•  Further research is needed in a more diverse population 

and on other social networking sites, such as Instagram. 

•  Future research will focus on determining the impact of 
viewing food-related social media posts on food choices, 
food intake, and eating behaviors. 

To describe the content and meaning of food-related 
posts viewed on the social media site, Facebook. 

•  Food-related posts are commonly viewed by young adult 
college students on the social media site, Facebook. 

•  Facebook users most often communicate about food 
using images. 

 
•  Unhealthy food items, particularly sweets, are the 

predominant foods in posts. 

•  70% of Facebook users reported eating some or all of the 
time, when viewing Facebook.  

 
•  Facebook food-related posts are used to share 

extraordinary foods, food-related events, eating-out, food 
preparation information, and emotions related to food.  

 

•  Regular users of Facebook (n=50) were recruited on the 
Cornell campus in Ithaca, NY, during April 2015 to complete 
an online survey study using their Facebook accounts. 

•  The “Facebook and Foodposts” survey was developed to 
collect data on social media usage and food-related posts. 
-  Food-related posts were defined as any picture, text, or 

advertisement that showed or mentioned food or eating.  
Posts with alcohol were excluded. 

-  Participants identified food-related posts in their 
Newsfeed over the past 12 hours. 

-  Participants copied the three most recent food-related 
posts into the survey and answered questions regarding 
the type of post, purpose of the post, and whether the 
post was healthy or unhealthy.  

 
•  Quantitative data was analyzed using parametric and non-

parametric summary statistics.   
 
•  Food-related posts were analyzed using the constant 

comparative analysis method. 
-  Three researchers individually coded each post for 

content and meaning. Main themes were identified and 
discussed until consensus reached.  

-  Themes were not mutually exclusive. One post could be 
assigned more than one theme. 

•  Each post was coded as healthy or unhealthy according to 
the 2010 Dietary Guidelines for Americans. 
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Table 2: Facebook Usage of Participants 

6% of Facebook Newsfeed 
 posts are food-related 

50% of food-related posts are described as unhealthy by participants; 
75% are described as unhealthy by nutrition experts. 

Table 3: Themes for Meaning of Posts 

Figure 2: Food-related Post Content 

Figure1: Food-related Post Types (n=106)  
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Characteristic n=47 
Age, mean (SD) 20.5 (1.2) 
Gender (% female) 66 
Race (%)  

White 61.7 
Asian/Pacific Islander 27.7 
Other 10.6 

BMI (kg/m2) median (range) 22.1 (18.1 to 62.8) 
BMI < 25 (%) 83.0  
BMI ≥ 25 (%) 17.0  

Participant self-described eating (%)  
Healthy 36.2 
Somewhat Healthy 55.3 
Unhealthy 8.5 
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Usage Characteristic   (n = 47) 
Check Facebook every day 83.0 % 
Number of times check Facebook/day 

 < 5 times/day 36.2 % 
5-9 times/day 29.8 %  
≥10 times/day 34.0 % 

# of Newsfeed posts in 12 hrs 
 < 100 posts 40.4 % 

100-199 posts 31.9 % 
≥ 200 posts 27.7 % 

How often check FB when eating  
All the time/nearly all the time 23.4 % 
Some of the time 46.8 % 
Rarely/never 29.8 % 

	

Main Theme Subthemes Example

Extraordinary   
food

Cheat meals, cultural 
food, desserts/treats, 
homemade food, 
large portion sizes, 
pretty food 

Food-related 
event

Celebrations, event 
with food/food 
promotion, friends 
and eating, 
fundraisers with food, 
social event with food

Sharing emotions
Anticipation, 
enjoyment, 
excitement, humor

A picture of a girl holding a 
half eaten slide of pizza with 
the captions "happy" and 
"true love."

Consuming food 
outside of home

Advertisements for 
restaurants/fast food, 
fast food, 
restaurant/eating out, 
travel/destination

Sunday Brunch!

Food-related 
information

"How-to's," recipes, 
food advice, news 
information and 
articles


