Table 1. Socio-demographic characteristics of the participants (n=1,000).

	Characteristic
	n
	%

	Gender
	
	

	  Woman
	598
	59.8

	  Man
	401
	40.1

	  Other
	1
	0.1

	Age (years)
	
	

	  18-34
	225
	22.5

	  35-59
	484
	48.4

	  60 or more
	291
	29.1

	Education level
	
	

	  Primary education or less
	296
	29.6

	  Incomplete secondary education
	209
	20.9

	  Secondary education
	222
	22.2

	  University degree
	207
	20.7

	  Postgraduate studies
	66
	6.6

	Socioeconomic status
	
	

	  Low
	328
	32.8

	  Medium
	411
	41.1

	  High
	261
	26.1

	Region of residence
	
	

	  Montevideo
	45
	45.0

	  Rest of the country
	55
	55.0

	Diagnosis of diet-related risk factors and diseases
	
	

	  Hypertension
	264
	26.4

	  Diabetes
	128
	12.8

	  Elevated cholesterol
	179
	17.9

	  Cardiovascular diseases
	83
	8.3

	  Overweight or obesity
	242
	24.2
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Table 2. Number (n) and percentage (%) of participants who spontaneously recalled advertisements related to each of the categories identified in the content analysis.
	Dimension
	Category
	Examples
	n
	%

	Beverages
	Soda
	‘soda', 'sweetened beverages'
	296
	58.8

	
	Other beverages
	‘beverages', 'carbonated drinks', 'juice'
	62
	12.3

	
	Alcoholic beverages
	‘alcohol', ‘beer’
	27
	5.4

	
	Energy drinks
	‘Monster’, ‘energy drinks’
	14
	2.8

	Brands
	Specific brands
	‘Coca-cola', 'McDonald's' 
	201
	40.0

	Foods
	Snacks
	‘chips’, ‘snacks’
	48
	9.5

	
	Burgers
	‘burgers’
	47
	9.3

	
	Fast food
	‘McDonald’s’, ‘fast food’, ‘Burger King’
	31
	6.2

	
	Cold cuts and sausages
	‘sausages’, ‘cold cuts’
	26
	5.2

	
	Cookies, crackers and cereal bars
	‘cookies’, ‘cereal bars’
	26
	5.2

	
	Alfajores (*)
	‘alfajores’
	20
	4.0

	
	Ultra-processed products
	‘ultra-processed products’
	13
	2.6

	
	Dairy products
	‘yogurt’, ‘cheese’
	12
	2.4

	
	Other ready-to-eat foods and meals
	‘bocatta’, ‘empanadas’
	12
	2.4

	
	Bakery products
	‘bakery products’, ‘some breads’, ‘bakery’
	9
	1.8

	
	Natural foods
	‘vegetables’, ‘eggs’, ‘nuts’
	9
	1.8

	
	Junk food
	‘junk food’
	8
	1.6

	
	Candy and chocolates
	‘candies’, ‘chocolate’
	7
	1.4

	
	Sugary foods
	‘sweet things’, ‘sugar’
	5
	1.0

	
	Ice-cream
	‘ice-cream’, ‘ice-cream parlor’
	5
	1.0

	
	Desserts
	‘desserts’
	5
	1.0

	Other responses
	Other responses
	‘everything’, ‘american brands’, ‘all type of food’
	20
	4.0

	
	Does not remember
	‘I don’t remember’
	23
	4.6



Note: Percentages are calculated considering the number of participants who reported recalling an advertisement (n=504). (*) An alfajor is a traditional confection consisting of two cookies joined by a filling—typically dulce de leche, a caramel-like milk spread—and often coated in chocolate.


Table 3. Odds ratios and 95% confidence intervals for the association between socio-demographic and health characteristics and spontaneous recall of food and beverage advertisements, overall and by media type.
	Variable
	Any media
	TV
	Social media or websites
	Billboards
	Radio

	Gender
  Female
	0.79 [0.60-1.03]
	1.00 [0.75-1.34]
	0.79 [0.58-1.07]
	0.80 [0.54-1.19]
	0.34 [0.21-0.54]*

	Age group
  35-59
  60 or more
	0.87 [0.62-1.21]
0.61 [0.40-0.94]*
	1.29 [0.88-1.89]
1.59 [0.99-2.56]
	0.61 [0.43-0.86]*
0.23 [0.13-0.39]*
	0.83 [0.51-1.34]
0.66 [0.33-1.28]
	1.48 [0.79-2.91]
1.92 [0.88-4.31]

	Education level
  Incomplete secondary education
  Complete secondary education
  University degree
  Postgraduate studies
	1.58 [1.08-2.32]*
2.11 [1.41-3.16]*
1.98 [1.25-3.14]*
1.62 [0.87-3.05]

	1.69 [1.12-2.56]*
1.83 [1.18-2.82]*
1.41 [0.86-2.33]
0.79 [0.36-1.62]

	1.80 [1.12-2.91]*
2.67 [1.65-4.37]*
3.12 [1.80-5.45]*
2.16 [1.00-4.55]*
	2.56 [1.34-5.03]*
2.17 [1.09-4.43]*
2.44 [1.16-5.27]*
2.55 [0.99-6.45]
	
3.44 [1.63-7.53]*
3.17 [1.43-7.22]*
5.60 [2.43-13.44]*
5.03 [1.65-14.81]*

	Socioeconomic status
  Low
  Medium
	0.95 [0.62-1.47]
1.01 [0.71-1.45]
	0.96 [0.60-1.53]
1.05 [0.71-1.55]
	1.52 [0.92-2.54]
1.63 [1.08-2.49]*
	0.58 [0.30-1.13]
0.91 [0.55-1.53]
	1.04 [0.47-2.29]
1.48 [0.82-2.73]

	Region of residence
  Montevideo
	1.46 [1.12-1.90]*
	1.30 [0.98-1.73]
	1.33 [0.98-1.80]
	1.29 [0.86-1.92]
	0.91 [0.57-1.45]

	Diagnosis of food-related health condition
  Overweight or obesity
  Hypertension
  Elevated cholesterol
  Diabetes
  Cardiovascular diseases

	1.47 [1.08-2.01]*
1.23 [0.85-1.77]
0.86 [0.61-1.22]
1.51 [0.99-2.29]
1.06 [0.64-1.75]

	1.48 [1.07-2.04]*
1.18 [0.81-1.72]
0.86 [0.59-1.23]
1.69 [1.11-2.57]*
1.49 [0.89-2.47]

	1.38 [0.96-1.97]
1.04 [0.67-1.63]
0.81 [0.52-1.24]
1.20 [0.72-1.97]
1.59 [0.84-2.93]
	1.21 [0.75-1.90]
0.39 [0.20-0.72]*
1.15 [0.67-1.91]
2.92 [1.61-5.21]*
2.45 [1.14-5.06]*
	1.13 [0.66-1.89]
0.83 [0.44-1.54]
1.23 [0.68-2.14]
2.03 [1.08-3.73]*
1.80 [0.81-3.81]



Notes: The references in the model were: Gender (Male), Age group (18-34), Education level (Primary education or less), Socioeconomic status (High), Region of residence (Rest of the country), and No for all diet-related risk factors and diseases. Odds ratios highlighted in * are statistically significant at a statistical significance level < .05. One participant who self-identified with other gender was removed, giving a final sample of 999.


Table 4. Odds ratios and 95% confidence intervals for the association between perceived influence of advertising on purchase decisions and socio-demographic characteristics, diet-related risk factors and diseases and spontaneous recall of food and beverage advertising.
	Variable
	Odds ratio

	Gender
  Woman
	1.03 [0.82-1.30]

	Age group
  35-59
  60 or more
	0.60 [0.45-0.80]*
0.64 [0.43-0.93]*

	Education level
  Incomplete secondary education
  Complete secondary education
  University degree
  Postgraduate studies
	0.81 [0.57-1.14]
0.78 [0.54-1.12]
0.81 [0.54-1.21]
0.91 [0.53-1.55]


	Socioeconomic status
  Low
  Medium
	1.58 [1.08-2.31]*
1.05 [0.77-1.44]

	Region of residence
  Montevideo
	0.82 [0.65-1.04]

	Diagnosis of diet-related risk factors and diseases
  Overweight or obesity
  Hypertension
  Elevated cholesterol
  Diabetes
  Cardiovascular diseases

	1.05 [0.80-1.38]
0.87 [0.63-1.21]
0.92 [0.67-1.25]
1.22 [0.84-1.76]
1.56 [0.99-2.46]


	Spontaneous recall of food and beverage advertising
	1.10 [0.87-1.38]



Notes: The references in the model were: Gender (Male), Age group (18-34), Education level (Primary education or less), Socioeconomic status (High), Region of residence (Rest of the country), and No for all diet-related risk factors and diseases and for spontaneous recall of food and beverage advertising. Odds ratios highlighted with * are statistically significant at a statistical significance level < 0.05. One participant who self-identified with other gender was removed, giving a final sample of 999.
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