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The Rudd Center for Food Policy & Obesity at Yale University has completed in-depth 
analyses of the means by which food marketers promote their products and brands 
through social media.  These analyses, part of the Fast Food FACTS and Sugary Drink 
FACTS reports, include both quantitative and qualitative review of marketing activity on 
Facebook, Twitter, and YouTube. The full reports are available at 
www.fastfoodmarketing.org and www.sugarydrinkfacts.org. Here, we present the 
methods used in our research, our key findings, and a discussion of the importance of 
social media in tracking marketing to children and teens. 
 
 
Marketing through social media 
 
For the purposes of our studies, we adopted Kaplan and Haenlein’s definition of social 
media: “Social Media is a group of Internet-based applications that build on the 
ideological and technological foundations of Web 2.0, and that allow the creation and 
exchange of User Generated Content.”1

We examined marketing activities for fast food and sugary drink brands on three major 
social media websites: Facebook, Twitter, and YouTube.  These are the leading websites 
in their fields (social networking, micro blogging, and video sharing, respectively) and 
are used as marketing vehicles by many of the companies in our analyses. All three sites 
require new users to indicate that they are aged 13 and older. 
 
Facebook is the largest social networking site with more than 750 million users 
worldwide.2 Members have their own pages where they can present information about 
themselves, post links to other sites, upload photos and videos, and write messages. 
Members connect with other members by becoming “friends,” thereby incorporating 
them in their network. 
 
Similarly, individual Facebook users can become a fan of a brand by clicking a “like” 
button on the brand’s page. A thumbnail photo of that individual is then visible on the 
brand page in the “people who like this” section. Any time the brand modifies its page 
(e.g., adds a feature, posts a comment) the activity shows up in the individual’s “news 
feed,” or personalized Facebook home page. In addition, any time the individual interacts 
with the brand page, this action shows up in the “news feeds” of all his or her 
friends.  The brand also shows up on the individual’s Facebook page as something that he 
or she “likes.” 
 
A typical Facebook brand page consists of a number of tabs, each containing different 
content including messages from the brand and fans of the brand, photos, videos, events, 
polls, quizzes, and applications. 
 
Twitter is a microblogging service with more than 200 million registered users 
worldwide.3 Twitter users publish 140-character messages, called “tweets,” that are 
posted on their own profile pages. Users can “follow” each other. By doing so, an author 
subscribes to another author’s tweets. These “followed” tweets are then published on the 
Twitter home pages of all of an author’s “followers.” Twitter users may also access the 
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tweets of authors whom they follow through their mobile phones, with text messages, 
third-party Twitter applications, or Twitter’s own mobile platform. 
 
While Twitter does have a “promoted tweets” advertising platform that was launched in 
2010 with Starbucks as an initial partner, we focused on the microblogging pages, as 
described above, which brands can use, free of charge. 
 
YouTube is a website that enables users to view, upload, and share videos. Some of the 
brands in our analyses have customized channels on YouTube with playlists of videos 
available for viewing. While anyone can watch the videos without registering, registered 
users can “subscribe” to a channel and receive alerts any time a new video is posted. 
YouTube accounted for more than 38% of the 5.2 billion online viewing sessions in 
December 2010.4 
 
 
How food marketers engage teens through social media 
 
We identified and tracked branded fast food and sugary drink pages on each of the three 
social media sites, capturing information that was publicly available. For fast food, we 
tracked Facebook and Twitter pages that appeared in the first half of 2009, and for sugary 
drinks we did this tracking from October 1, 2010 to July 30, 2011. We recorded the 
number of likes for each brand’s Facebook page(s); and the number of followers of each 
brand’s Twitter page(s). On YouTube, we looked at videos posted on fast food brands’ 
YouTube channels in 2009 and sugary drinks videos posted in 2010, and recorded 
number of subscribers, upload views (i.e., number of views for all uploaded videos), and 
number of videos posted.   
 
We also conducted content analyses of the messages on each. For Facebook and Twitter, 
we coded the specific products featured and links that directed users to external websites. 
We also identified posts that featured promotions, including sponsorships, cause-related 
marketing, coupons and discounts, events, and crowd-sourcing (i.e., asking the public to 
participate in companies’ marketing decisions, such as naming a new beverage or 
choosing the next flavor). We identified the engagement techniques employed by each 
media. For Facebook, these include tabs, photos, videos, polls, and downloadable 
content. For Twitter, these include contests specifically designed for Twitter users and 
customer service interactions.  
 
To compare relative social media popularity among sugary drink and fast food brands, 
Appendix 1 ranks the brands by social media presence as of September 30, 2011.   
 
Facebook 

Eleven of the twelve fast food restaurants with the highest sales in 2009 maintained at 
least one Facebook account during the period we analyzed. Wendy’s and Dairy Queen 
each created additional profiles to support individual menu items. Only Burger King did 
not have a presence on Facebook in 2009, but has since joined. We also identified 33 
sugary drink advertisers that had joined Facebook by October 2010. Several brands, such 
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as Rockstar and Gatorade, maintained additional accounts to support sponsorship 
activities.  
 
Food companies are some of the most popular brands on Facebook. Coca-Cola was the 
most popular of all brands on Facebook and Starbucks was the third-most popular brand 
on Facebook. 5 Energy drinks, Red Bull and Monster, ranked fifth and fifteenth, 
respectively. Dr. Pepper ranked twentieth. Other food and beverage advertisers that 
ranked in the top twenty are Oreo (#4), Skittles (#8), Pringles (#11), Ferrero Rocher 
(#14), and Nutella (#16). As of September 2011, Coca-Cola had more than 34 million 
fans, Starbucks had more than 25 millions fans, Red Bull had more than 22 million fans, 
Monster had more than 12 million fans, and Dr. Pepper had nearly 10 million fans. 
 
These Facebook pages share many characteristics. Profile pictures, polls, photos, and 
videos are among the most common devices used by food marketers to encourage 
interaction with their brands on Facebook. Food marketers also use Facebook to 
encourage further engagement with their brands on other platforms. 
 
Engagement devices. The profile picture, shown on the upper left-hand corner of a 
Facebook wall, is perhaps the most attention-grabbing feature of a Facebook page. 
During our tracking period, Dairy Queen, Dunkin’ Donuts, McDonald’s, Subway, and 
Wendy’s moved beyond a simple depiction of their logos to a more creative use of their 
de-facto “faces” (Example 1). 

Example 1. Fast food restaurant profile pictures 

	  	  	  	   	  	  	  	   	  	  	  	    

As these images illustrate, restaurants used their profile pictures to promote specific 
menu items and special offers. In an even more creative use of the profile picture space, 
Dunkin’ Donuts launched a “fan of the week” sweepstakes: the winner’s photo (holding a 
Dunkin’ Donuts beverage) was incorporated into the restaurant’s profile picture for the 
duration of a week. 
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Several sugary drink brands similarly used their profile pictures to communicate specific 
marketing messages (Example 2). 

Example 2. Sugary drink profile pictures 

          

 

Monster used its profile photo to promote a contest, while Mountain Dew used the space 
to promote a new product formulation. Similarly to Dunkin’ Donuts, Sobe ran a “Lizard 
of the Week” promotion in which the winner would have his or her photo included in the 
Sobe profile picture. Kool-Aid used the space to drum up enthusiasm for a “big 
announcement,” which turned out to be the inclusion of a Kool-Aid Man float in the 
Macy’s Thanksgiving Day Parade. 

Facebook pages frequently used polls to introduce new products, seek product evaluation, 
and obtain information about customer preferences. Domino’s, Dunkin’ Donuts, Pizza 
Hut, Sonic, Starbucks, Subway, and Wendy’s pages contained polls. Restaurants 
typically asked questions about favorite products, best pizza toppings, preferred side 
dishes, and ways to customize and improve menu items. Polls appear to be an efficient 
marketing tool for restaurants. By the end of the first quarter of 2010, Starbucks posted 
seven polls and received as many as 479,000 responses and more than 4,000 comments. 
Pizza Hut had five polls on its polls tab, receiving up to 58,000 responses and 270 
comments. Domino’s had only one poll, but accrued more than 70,500 responses. 

Sugary drinks did not use polls as often.  Dr Pepper posted a “Who Loves Dr Pepper?” 
poll that garnered 438 responses. Instead, sugary drinks encouraged fans to vote on 
awards or other competitions outside of Facebook.  Monster urged fans to vote for 
athletes in its roster for the “World Rally Championship’s Personality of the Year 
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Award” or the “2010 Camping World Truck Series Most Popular Driver Award.” 
Similarly, Rockstar sought votes for its athletes for “Freeskier Magazine’s Skier of the 
Year” and the “2010 Lucas Oil Off Road Driver of the Year.” Red Bull donated $500 to 
Boston Parks and Recreation for every steal that NBA star Rajon Rondo made; the brand 
encouraged fans to vote on which Boston B-Ball Court would get refurbished next. 
Mountain Dew engaged in crowd-sourcing. During the time period we observed, 
Mountain Dew called on fans to participate in FanDEWmonium and decide what the next 
Diet Mountain Dew flavors would be. 

Facebook pages contained regularly updated photo albums and videos. These were 
uploaded both by the brand and by the fans. Photo albums were frequently snapshots 
from local events and photos uploaded by fans included pictures of themselves posing 
with the food or beverage. 

Typically, videos were of television commercials, musical performances sponsored by 
popular brands, and sporting events. Domino’s created a special commercial just for 
Facebook to call out a competitor and launched the “Stop the Puffery” program.  
Domino’s described Papa John’s slogan "better ingredients, better pizza" as "puffery," 
and asked users to report on their friends’ use of “puffery” (i.e., making unsubstantiated 
boasts about themselves) by reposting these claims on Facebook or Twitter with 
#PUFFERY included (Example 3). 

Example 3. Domino’s “Stop the Puffery” 

 

Facebook as an ordering platform. Pizza Hut was also the only restaurant in our analysis 
to offer customers the opportunity to “order from Pizza Hut without ever leaving 
Facebook!”  Users were encouraged to add the Pizza Hut application to their own 
Facebook page to place their orders for delivery or take-out directly (Example 4). 

 

 

 



 6 

Example 4. Pizza Hut Facebook ordering application 

 

 

Encouraging engagement beyond Facebook. Both restaurant and sugary drink Facebook 
pages encouraged fans to engage with the brand beyond Facebook. For example, 
Domino’s, Dairy Queen, KFC, and Pizza Hut suggested that fans register with the 
restaurant via SMS or email “to have exclusive deals delivered directly to your inbox!” 
Dunkin’ Donuts promoted enrollment in Dunkin’ Perks, an online loyalty program, 
whose members regularly receive emails with product news, store locations, and special 
offers. The restaurant promised coupons for free drinks as a reward for enrolling. Dairy 
Queen even had a separate tab entitled “Join us” on the Dairy Queen Facebook page. 
People who signed up for the Dairy Queen Blizzard Fan Club received a free treat 
coupon. The Blizzard Fan Club Facebook page encouraged people to join its club with a 
separate Buy-One-Get-One (BOGO) tab, offering six free treats per year with the 
purchase of products.  

Another means of encouraging fans to interact with the brand outside of Facebook 
through outbound links. During the period we observed, 100% of 5-Hour Energy’s 55 
wall posts encouraged viewers to click on an outbound link, most frequently to the 5-
Hour Energy blog or website. The energy drinks, Red Bull, Monster, and Rockstar, all 
actively sent readers outside of Facebook; more than 50% of these brands’ posts included 
outbound links. For all three of these brands, these links were primarily used to support 
sponsorships. Videos of sponsored athletes were among the most linked-to content.    

Dairy Queen Pizza Hut, McDonald’s, Taco Bell, Starbucks, Domino’s, KFC, and Sonic 
also actively redirected their fans from Facebook to external web sites. More than 50% of 
these restaurants’ wall posts contained outbound links. Dairy Queen most frequently 
linked to the Dairy Queen Blog; Pizza Hut sent readers to download the restaurant’s 
iPhone application and to visit the Pizza Hut website; McDonald’s linked to Olympic-
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themed pages on the restaurant’s own website; and Taco Bell directed fans to its 
DriveThruDiet.com and TacoBell.com websites.  

Twitter 
 
With the notable exception of Burger King, the restaurants in our analysis maintained at 
least one active Twitter account throughout 2009. Burger King has since joined Twitter. 
Of the 33 sugary drinks that had Facebook pages, 23 had Twitter accounts by October 
2010. Four brands have since created them.    
 
These Twitter accounts had many shared characteristics. Many brands used Twitter to 
respond directly to customer questions or concerns, to host contests, and to promote 
sponsorships and products. As they did with Facebook, food marketers also used Twitter 
to encourage further engagement with their brands on other platforms. 
  
Engagement devices. Fast food restaurants and sugary drinks often used Twitter as a 
customer service vehicle. They responded directly to customers who tweeted about poor 
service or an inferior product, answered questions, and replied to requests for nutrition 
information. McDonald’s offered gift cards to some customers who appeared to dislike 
the restaurant’s new McCafe coffee. Other restaurants, such as KFC, similarly offered 
coupons to displeased customers. Example 5 provides examples of customer service-
oriented tweets.  
 
Example 5. Examples of customer service-oriented tweets 
 
From @McCafeYourDay, 05/19/09 
@xxxxxxx Sorry to hear that! I'd like to send you a card for a FREE McCafe if you'd like 
to give it another shot - send me a DM 
 
From @KFC_Colonel, 04/19/09 
@xxxxxxx Sorry about the small thigh. Some pieces look small because of no breading 
on Grilled. DM me your address. I'll send free chik. 
 
From @CocaCola, 11/27/10 
@xxxxxxx For assistance in locating Vanilla Coke in your area, send us a message at: 
http://CokeURL.com/ulsl.  Thanks, Phillip! ^LN    
  
Contests designed specifically for Twitter followers were commonly used. Eight fast food 
restaurants hosted contests on their Twitter pages in 2009, as did 16 sugary drink brands. 
The contests included trivia, rewards for the fastest response, and mechanisms to 
encourage sharing and other viral activities.  
 
The most complex Twitter contest uncovered was “The Hunt for the Biggest Bacon 
Lover” on Wendy’s @UrBaconMeCrazy Twitter page. For twelve days in November 
2009, the restaurant awarded prizes of $200 and $50 twice daily. One grand prize of 
$2,000 was awarded at the contest’s completion. Contest participants earned points for 
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completing new challenges every day and garnered additional points for more difficult 
challenges. A leaderboard posted on Facebook kept track of participants’ accumulated 
points. The individual with the most points won the grand prize. The tweets excerpted in 
Example 6 show some of the challenges issued during the contest. 
 
Example 6. Challenges issued in Wendy’s “Hunt for the Biggest Bacon Lover” contest 
 
From @UrBaconMeCrazy, 11/10/09 
[125 pts] To the first 10 people who get THEIR "#bacon" tweet on 
Wendy’srealtime.com, screen grab the evidence & reply to me with it. 
 
From @UrBaconMeCrazy, 11/11/09 
[50 pts] To the first 10 of yall that can tell me how many thick luxurious strips of 
Applewood smoked #bacon come on the new Bacon Deluxe. 
 
From @UrBaconMeCrazy, 11/14/09 
[500 pts] If you're already having #bacon for brunch or lunch, twitpic me some #bacon 
eyebrows by 4pm EST for BIG #BACON POINTS! 
 
From @UrBaconMeCrazy, 11/18/09 
[600 pts] Face it, you're addicted to #BACON. And it's time you admit it to the world. 
You have til 8pm ET to Twitvid your #BaconConfession 
 
From @UrBaconMeCrazy, 11/20/09 
[1000 pts] If you build a respectable #bacon themed diorama (beach scene preferred) or 
hanging mobile by 8pm EST. 
  
Other messages found on brands’ Twitter accounts included highlighting corporate social 
responsibility or charitable activities, and hosting giveaways and contests. Energy drinks 
regularly promoted athletic sponsorships: 98% of @MonsterEnergy, 93% of 
@Rockstar6969, 85% of @AmpEnergy, and 56% of @RedBull tweets did so. In all types 
of messages, tweets frequently mentioned specific products. Appendix 2 presents the top 
three menu items mentioned by each fast food Twitter account and the nutritional profile 
of these items. 
 
Encouraging engagement beyond Twitter. Brands also used Twitter to share links with 
followers. Links frequently directed consumers to Facebook pages, websites, videos, 
photos and blogs. They also linked to third-party articles, blog entries, photos and videos 
that put the brand in a positive light (see Example 7).  
 
Example 7. Examples of tweets with outbound links 
 
From @SubwayFreshBuzz, 08/18/09 
Thanks! Check out our article in BrandWeek. RT @GrowMarketing - We're digging the 
Scrabble at Subway promotion - http://bit.ly/C9x5J 
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From @RedBull, 10/23/10 
Four bands march in... one band marches out, New Orleans-style. #RBStreetKings today 
@ noon. http://win.gs/bK4v6T  
 
From @DrinkAriZona, 12/06/10 
Check out the latest pics of AriZona RESCUE Water at the WIRED Store in NYC! 
http://fb.me/CZ2kajGH 
 
 
YouTube 
 
Eleven of the top twelve fast food restaurants maintained at least one YouTube channel 
during the period we analyzed. Subway was the only restaurant that did not have a 
YouTube channel.  Twenty-one sugary drink brands had YouTube channels in 2010; four 
have since developed them. We identified some of the most popular videos that appeared 
and describe their content.  

 
Starbucks was by far the most active fast food YouTube marketer in the number of 
videos and views during 2009.  The coffee restaurant uploaded 61 videos compared to an 
average of thirteen videos for all restaurants. Starbucks’ YouTube videos from 2009 were 
viewed more than 2 million times.  A single music video featuring hip-hop artist MC 
Yogi, generated half those views. 6 The ad launched in January 2009 and promised a free 
coffee to any customer who committed to five hours of community service.   

 
Domino’s produced multiple food-focused videos with substantial viewership. Its most 
popular video7 had more than 1.2 million views and featured Dave Brandon, the 
company’s chief executive officer. 8  In the fifteen-second video, Brandon claimed his 
restaurant’s oven-baked sandwiches were preferred over Subway’s toasted subs in a taste 
test. Two other videos promoted Domino’s “Pizza Turnaround” in which the restaurant 
attempted to improve its recipe in response to customer feedback.  These two videos had 
a combined viewership of nearly one million.  

 
Red Bull had the most active YouTube channel of the sugary drink brands. The energy 
drink posted an astounding 363 videos to YouTube in 2010, the vast majority of which 
were related to Red Bull’s sponsorships of athletes and sporting events. Together, these 
videos accumulated 40.7 million views. The most-viewed video,9 “Danny MacAskill – 
‘Way Back Home,’” was nearly eight minutes long and featured Red Bull street trials 
rider Danny MacAskill performing stunts as he rode from Edinburgh to his hometown of 
Dunvegan. 

Gatorade’s 90-second Super Bowl 2010 commercial “The Journey” was posted to 
YouTube and received more than 900 thousand views. This was the only sugary drink 
video not posted by Red Bull to achieve that level of viewership. The commercial was 
inspirational, and followed twelve football teams as they moved from the playoffs to the 
Super Bowl, fueled by Gatorade products.  
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Tracking social media: challenges and opportunities 
 
Because social media are so new and marketing techniques employing them are still 
evolving, reliable data to measure exposure and impact are not publicly available. Even 
among advertisers that use social media, there is no clear consensus on the key metrics to 
use. In a recent survey, 72% of marketers described measuring return on investment from 
social media as “too hard.”10 Because user information is kept private, none of the sites 
provide demographic information about followers of a particular brand’s page.  

One thing to note is that our research focuses on Facebook pages, Twitter accounts, and 
YouTube channels and not on the advertising that can be purchased on any of these 
platforms. This decision is supported by marketers themselves: 74% of marketers feel 
that it is very important to have a presence on Facebook, but only 57% feel the same way 
about advertising there. Similarly marketers feel that it is more important to have a 
presence on Twitter (47%) than to advertise there (42%).11 

The question that is asked by marketers repeatedly is “How much is a Facebook fan 
worth?” One recent study attempted to answer this question and arrived at an answer of, 
on average, $136.38 (annualized).12 This study also determined that fans are 28% more 
likely than non-fans to continue using the brand and 41% more likely to recommend a 
fanned product to a friend. Another study arrived at a value of only $3.60.13 

Clearly, one thing that can be agreed on is that the more fans a brand has, the better. 
There is no incremental cost associated with expanding a fan base; there is only upside.  
The effects of Facebook (and Twitter) are multiplicative. When a brand reaches a fan, it 
also is reaching all of his or her friends. This is why it is important for researchers to 
track the number of fans and followers that brands accumulate. 

Many brands measure engagement by tracking the number of times posts are retweeted or 
shared, how many fans or followers click on specific links, and how frequently special 
features are interacted with. By identifying some of the key drivers of engagement, 
researchers can understand where marketers are focusing some of their measurement and 
tracking efforts. 

Syndicated data firms are recognizing the desire of marketers to track the impact of social 
media and are responding in kind. Currently, comScore is ramping up its social media 
products and rolling out new features with regularity, particularly with its Social 
Essentials product. The research company applies traditional reach and frequency metrics 
(among fans and friends of fans) to social media campaigns. While, at the moment, this 
product is designed for marketers to use with their own campaigns, it may evolve into a 
useful tool for researchers in the future. 
 
 
Teen usage of social media 
 
Due to the lack of reliable measurement methods to track users of social, viral and mobile 
media, we cannot definitively confirm that branded marketing efforts are viewed by 
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children, adolescents, or different ethnic groups. However, numerous market research 
reports confirm that teens use these media disproportionately more than the general 
population. 
 
Social networking sites are extremely popular among teenagers: 73% of teens are 
members of a social media site, including 82% of 14- to 17-year-olds.14  To put this in 
perspective, just 47% of online adults have a social network account. Among teens with a 
profile on a social network, 71% maintain pages on Facebook.15 In addition, 86% of teens 
on social networking sites have posted comments on a friend’s page and 83% have 
commented on a friend’s picture.16  In addition, 29% of teens have added at least one 
brand to their selective group of Facebook friends.17 
 
While the Facebook terms of service do not allow children under 13 to become members 
of the site, research shows that this prohibition is easily circumvented. According to 
Consumer Reports, 20 million young people (under 18 years) actively used a Facebook 
account in the past year.18 Although not technically allowed to join Facebook, 5 million 
Facebook users were younger than 13;19 37% of 10- to 12-year-olds have a Facebook 
account.20 
 
Similarly, a recent study from Edison Research and Arbitron indicates that approximately 
18% of the 17 million Americans who use Twitter are between the ages of 12 and 17 
years. Twitter also is well-poised to continue to attract advertisers. The percentage of 
Twitter users who follow corporate brands is three times higher than other social media 
users.21 It is significant to note that African Americans disproportionately use Twitter. 
They represent 24% of Twitter users, approximately double their proportion in the U.S. 
population.22 Approximately 17% of Twitter users are Hispanic. 
 
Teens are also active viewers of online videos.  According to Nielsen, 12 million 
American teens, or about two-thirds of those who use the internet, watched video online 
during May 2009. 23 The average teenager watched somewhat more than three hours of 
online video during the month. This age group (12-17 years) accounted for about 15% of 
all online video watching. In addition, children (2-11 years) watched about two hours on 
average during the month and accounted for 8% of all online video viewership. Teens 
watched a large proportion of online videos that fell into Nielsen's "Entertainment--
Videos/Movies" category, and YouTube is the most significant contributor. 24 

 
 
Why do we care about social media? 

The usage of social media by food marketers has skyrocketed in the past few years. As 
the data show, young people are heavy users of Facebook, Twitter, and YouTube and are 
willing to engage with brands on these platforms. Engagement devices and short-term 
promotions that are employed on social media pages are designed to keep children and 
teens coming back with regularity and to share marketing messages with their friends. 

Viral forms of marketing are likely to be most effective at influencing adolescent 
consumers who are more susceptible to peer influence and highly motivated to fit in with 



 12 

their peers.25 Although skeptical of traditional forms of marketing, through Facebook and 
other social media, teens and even younger children are becoming unwitting marketers 
and exponentially extending the reach of companies’ advertising campaigns. 
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Appendix 1. Social media ranking table 

 

	   	   	   	  
As	  of	  9/30/2011	  

Rank	   Company	   Brand	   Category	  
#	  of	  Facebook	  

Fans	  
#	  of	  Twitter	  
Followers	  

#	  of	  YouTube	  
Upload	  Views	  	  

1	   Red	  Bull	   Red	  Bull	   Energy	  drink	   22,393,721	   322,118	   195,756,978	  
2	   Coca-‐Cola	   Coca-‐Cola	  	  	   Regular	  soda	   34,424,054	   378,293	   30,150,917	  
3	   Starbucks	   Starbucks	   Fast	  food	   25,332,738	   1,725,724	   7,001,015	  
4	   Hansen	  Beverage	  Company	   Monster	   Energy	  drink	   12,349,398	   106,518	   13,728,279	  
5	   Pepsico	   Pepsi	  	  	   Regular	  soda	   5,897,333	   132,503	   16,052,237	  
6	   McDonald's	   McDonald's	   Fast	  food	   10,461,125	   171,485	   1,421,487	  
7	   Yum!	  Brands	   Taco	  Bell	   Fast	  food	   7,520,421	   141,844	   3,312,098	  
8	   Dr	  Pepper	  Snapple	  Group	  	   Dr	  Pepper	  	  	   Regular	  soda	   10,522,417	   54,541	   25,027	  
9	   Pepsico	   Gatorade	  	  	   Sports	  drink	   4,181,793	   44,094	   5,566,423	  

10	   Doctors	  Associates	   Subway	   Fast	  food	   8,276,256	   181,770	   	  	  
11	   Domino's	  Pizza	   Domino's	   Fast	  food	   3,902,584	   95,826	   4,408,419	  
12	   Pepsico	   Mountain	  Dew	  	  	   Regular	  soda	   6,081,704	   45,175	   1,542,800	  
13	   Unilever	   Lipton	  Brisk	   Iced	  tea	   899,491	   26,970	   6,251,459	  
14	   Berkshire	  Hathaway	   Dairy	  Queen	   Fast	  food	   3,723,735	   26,102	   3,300,799	  
15	   Coca-‐Cola	   Vitamin	  Water	   Flavored	  water	   2,867,415	   17,022	   4,125,166	  
16	   Dunkin	  Donuts	   Dunkin	  Donuts	   Fast	  food	   4,671,880	   104,707	   1,481,881	  
17	   Coca-‐Cola	   Sprite	  	  	   Regular	  soda	   4,514,941	   18,497	   1,031,076*	  
18	   Yum!	  Brands	   Pizza	  Hut	   Fast	  food	   4,485,088	   67,930	   385,671	  
19	   Yum!	  Brands	   KFC	   Fast	  food	   3,409,899	   45,999	   1,223,805	  
20	   Pepsico	   Sobe	   Flavored	  water	   226,606	   6,105	   3,169,652	  
21	   Coca-‐Cola	   Powerade	  	  	   Sports	  drink	   188,608	   10,829	   3,161,622	  
22	   Arizona	   Arizona	   Fruit	  drink	   2,584,393	   35,654	   1,669	  
23	   Rockstar	   Rockstar	   Energy	  drink	   1,053,471	   23,526	   1,253,350*	  
24	   Burger	  King	  Holdings	   Burger	  King	   Fast	  food	   1,680,868*	   28,773*	   226,221	  
25	   Wendy's	  Company	   Wendy's	   Fast	  food	   1,314,663	   38,241	   235,558	  
26	   Kraft	  Foods	   Kool-‐Aid	  	  	   Fruit	  drink	   1,418,671	   	  	   	  	  
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Rank	   Company	   Brand	   Category	  
#	  of	  Facebook	  

Fans	  
#	  of	  Twitter	  
Followers	  

#	  of	  YouTube	  
Upload	  Views	  	  

27	   Dr	  Pepper	  Snapple	  Group	  	   Snapple	   Iced	  tea	   591,042	   21,290	   795,785	  
28	   Sonic	   Sonic	   Fast	  food	   745,495	   15,022	   627,018	  
29	   Coca-‐Cola	   NOS	   Energy	  drink	   72,072	   	  	   720,854	  
30	   Pepsico	   Amp	  	  	   Energy	  drink	   247,577	   9,230	   407,106	  
31	   Ocean	  Spray	   Ocean	  Spray	   Fruit	  drink	   501,430	   2,521	   	  	  
32	   Dr	  Pepper	  Snapple	  Group	  	   7	  Up	  	  	   Regular	  soda	   500,412	   2,870*	   99	  
33	   Dr	  Pepper	  Snapple	  Group	  	   Sunkist	  	  	   Regular	  soda	   383,992	   1,507*	   63,683	  
34	   Pepsico	   Tropicana	   Fruit	  drink	   157,566	   8,513	   146,135	  
35	   Innovation	  Ventures	   5-‐hour	  Energy	  	  	   Energy	  drink	   40,819	   1,804	   247,061	  
36	   Coca-‐Cola	   Minute	  Maid	   Fruit	  drink	   221,076	   343*	   26,105*	  
37	   Welch	  Foods	  Inc.	   Welch's	   Fruit	  drink	   178,323	   1,942	   	  	  
38	   Sunny	  Delight	  Beverages	   Sunny	  Delight	  	  	   Fruit	  drink	   107,568	   4,899	   	  	  
39	   Coca-‐Cola	   Simply	  Lemonade	   Fruit	  drink	   74,900	   	  	   14,433	  
40	   Pepsico	   Sierra	  Mist	   Regular	  soda	   60,837	   1,121	   15,695	  
41	   Coca-‐Cola	   Fuze	   Fruit	  drink	   58,811	   437	   8,551*	  
42	   Dr	  Pepper	  Snapple	  Group	  	   Venom	  Energy	   Energy	  drink	   37,721	   	  	   	  	  
43	   Coca-‐Cola	   Vault	   Regular	  soda	   34,062	   	  	   	  	  
44	   Dr	  Pepper	  Snapple	  Group	  	   Nantucket	  Nectars	   Fruit	  drink	   10,124	   44*	   	  	  

45	  
Arizona	   Arizona	  Rescue	  

Waters	  
Flavored	  water	  

1,615	   	  	   	  	  
Source: Social media tracking, 2011 
Shaded rows indicate brands that have additional social media accounts to supports specific products, sponsorships, or promotions 
Numbers marked by an asterisk indicate accounts that did not exist during the period of our analysis 
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Appendix 2. Most-tweeted fast food items 
 
Restaurant	   Twitter	  Account	   Product	   #	  of	  Mentions	   Calories	  

Dairy	  
Queen	  

@DairyQueen	   Tagalong	  Blizzard	   25	   570-‐1190	  
@DairyQueen	   Thin	  Mint	  Blizzard	   22	   	  530-‐1050	  
@DairyQueen	   DQ	  cakes	   14	   	  290-‐820	  
@DairyQueen	   Pumpkin	  Pie	  Blizzard	   14	   n/a	  	  

Domino's	  
@Dominos	   Lava	  cakes	   39	   357	  
@Dominos	   American	  Legends	  pizza	   38	   565-‐1120	  
@Dominos	   Bread	  Bowl	  pasta	   27	   	  672-‐740	  

KFC	  
@KFC_Colonel	   Grilled	  chicken	   204	   	  80-‐480	  
@KFC_Colonel	   Famous	  bowls	   22	   	  700	  
@KFC_Colonel	   Original	  Recipe	  chicken	   14	   	  120-‐680	  

McDonalds	  

@McCafeYourDay	   Iced	  coffee	   84	   	  60-‐280	  
@McCafeYourDay	   Iced	  mocha	   65	   	  270-‐310	  
@McCafeYourDay	   Mocha	   48	   	  280-‐400	  

@McDonalds	   Big	  Mac	   63	   	  540	  
@McDonalds	   McCafe	  Coffee	   20	   	  40-‐400	  
@McDonalds	   Angus	  Burger	   16	   	  750-‐790	  

Pizza	  Hut	  
@PizzaHut	   Edge	  pizza	   46	   640-‐900	  
@PizzaHut	   Stuffed	  crust	   30	   	  660-‐960	  
@PizzaHut	   Wings	   26	   	  155-‐408	  

Sonic	  
@SonicDrive_In	   Cherry	  Limeade	   19	   	  140-‐460	  
@SonicDrive_In	   Tots	   7	   	  130-‐330	  
@SonicDrive_In	   Breakfast	  burrito	   6	   	  440-‐480	  

Starbucks	  

@MyStarbucksIdea	   VIA	  Instant	  Coffee	   31	   0	  
@MyStarbucksIdea	   Loose	  Leaf	  Tea	   3	   0	  

@Starbucks	   VIA	  Instant	  Coffee	   113	   0	  
@Starbucks	   Hot	  chocolate	   12	   140-‐530	  	  
@Starbucks	   Christmas	  Blend	   10	   5	  	  

@StarbucksLive	   VIA	  Instant	  Coffee	   20	   0	  	  

Subway	  
@SubwayFreshBuzz	   Cookie	   16	   200-‐220	  	  
@SubwayFreshBuzz	   Buffalo	  chicken	   13	   420-‐940	  	  
@SubwayFreshBuzz	   Tuna	  sub	   5	   530-‐1300	  	  

Taco	  Bell	  

@TacoBell	   Black	  Jack	  taco	   86	   210	  	  
@TacoBell	   Cheesy	  Gordita	  Crunch	   25	   500	  	  
@TacoBell	   Drive-‐thru	  diet	   20	   150-‐340	  	  

@TacoBellTruck	   Volcano	  tacos	   22	   240	  	  
@TacoBellTruck	   Crunchy	  taco	  	   10	   170	  	  
@TacoBellTruck	   Why	  Pay	  More	  menu	   7	   200-‐350	  	  

Wendy's	  

@UrBaconMeCrazy	   Bacon	  Deluxe	   10	   640	  	  

@UrBaconMeCrazy	   Applewood	  smoked	  
bacon	   5	   n/a	  	  

@UrBaconMeCrazy	   Baconator	   5	   600	  	  
Source: Twitter content analysis, 2009
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