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Background

● Sugar sweetened beverage: drinks with added sugar
● “Sugar tax”: Philadelphia beverage tax

○ Any non-alcoholic beverage with sugar OR sweetener as an ingredient (includes diet sodas)
○ Adds 1.5 cents per ounce

● Warning label: A label with a message alerting consumers to the risks of 
consuming sugary beverages 



Penny’s Market Online Store Research Study

● Determine to what degree warning labels in an online store increase 
knowledge on potential harms of sugar sweetened beverages and reduce 
intake

● How repeated exposure to a warning label affects purchasing behavior 
among adults and consumption among adults and kids 

● Target population
○ Primary caregiver of a child between 6-11 y/o
○ Primary grocery shopper
○ Lives in Philly and Jersey area
○ Oldest child drinks SSBs at least twelve times a month/three times a week
○ Caregiver purchases SSBs at least once per month

Do sugary drink warning labels discourage purchasing of these drinks?



Significance

● Putting labels at the point of sale in order to reach people
● Reducing diet-related disease: weight gain, obesity, type 2 diabetes, heart 

disease, tooth decay
● Informing global policy debates on requiring warning labels for sugary drinks 

(currently limited evidence) 



Study Overview

Recruitment Enrollment Shopping 
Period Final Survey ClinCard 

Payment



REDCap



Recruitment
● GOAL: 216 racially and 

ethnically diverse 
caregivers

● Advertising the study
○ Facebook
○ Craigslist
○ Flyers
○ Clinical Trials at Penn 

Medicine (iConnect)
● Best place to display flyers?

○ Penn and Drexel
○ Wawa and grocery 

stores
○ Near SEPTA
○ Libraries
○ Parks







Enrollment
● Participant fills out interest 

form
● We try to get in contact with 

them four times (including 
through text)

● Recruitment screener
○ Eligibility questions
○ Household eating and 

grocery purchasing 
habits

○ Address eligibility
● Consent
● Walkthrough
● Welcome packet 
● Demographic survey
● Randomization 
● Start study!









Shopping Period
● Monday: Updating warning 

labels weekly and sending 
discount codes, store link, and 
password

● 4 weeks (1 week in control 
store, then either control OR 
study) through Shopify

● Placing orders on Amazon 
throughout week

● Putting shopping data into 
REDCap

● Friday: Create new discount 
codes and draft emails 



Post Shopping
● Send final survey (asking  

about different types of 
labels based on randomly 
assigned condition)

● Mail final packet with 
ClinCard (includes any 
unused discount credit)

● Participant is done!



Data Analysis

● What we’ll be looking for:
○ Change in beverage calories/100 mL 
○ Change in beverage added sugars/100 ml purchased from Week 1 vs Weeks 2-4
○ Changes in oz of sweetened beverages (added sugar) consumed per day by the child and by 

the adult for Week 1 vs Weeks 2-4
● Assessing SSB-related knowledge and beliefs and reactions to the warning 

labels (emotional response)



Conclusions

● From 9 participants shopping in a week to 44 — recruitment success
● Research is fun (for the participants too!) 
● Gaining communication, organization, time management, strategic thinking, 

customer service, and other skills 

Thank You!


