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ABSTRACT

Objective: To examine use, knowledge, and perceptions of caffeinated energy drinks (CEDs) among
youth.
Design: Qualitative research using focus group discussions (n ¼ 4).
Setting: Two Canadian cities (Toronto and Montreal).
Participants: Youth aged 12–18 years (n ¼ 41).
Phenomenon of Interest: Perceived definitions of CEDs, reasons for use, knowledge of health ef-
fects, use with alcohol, marketing perceptions, and use and understanding of cautionary statements
on packaging.
Analysis: Data were analyzed using a modified grounded-theory approach.
Results: Youth identified CEDs as products that provide energy and contain caffeine and sugar.
Compared with mainstream CED brands and energy shots, youth were less likely to perceive Gatorade,
Coca-Cola, and a Starbucks beverage as energy drinks, despite some ambiguity. The majority of partici-
pants believed that CEDs, including mixed with alcohol, were not necessarily harmful in moderation and
that marketing was targeted toward older youth and young adults. Awareness of cautionary statements on
CEDs was low; cautionary statements were perceived as difficult to find and read owing to the design and
small font.
Conclusions and Implications: Findings suggest a need to increase public education regarding the
potential risks of CED consumption, including enhancements to the mandated cautionary statements,
with greater attention to the impact of CED marketing on youth.
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INTRODUCTION

Caffeinated energy drinks (CEDs) are a
multibillion-dollar industrywith strong
growth in the North American market
over the past decade.1 They typically
contain caffeine (ranging from 70 to
180 mg) in combination with other in-
gredients suchas taurine, glucuronolac-
tone, B vitamins, minerals, and herbal
ingredients, and usually feature health
claims about restoring energy and alert-
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ness.2-5Thesebeveragesare increasingly
popular, including among youth. For
example, a recent study in Ontario
indicated that nearly 1 in 5 grade 9–12
students consumed CEDs in a usual
week,6 and a US study found the great-
est proportion of CED use was among
youth (aged 13–17 years) and young
adults (aged 18–24 years).7

There are growing concerns regard-
ing CED consumption among youth,
particularly given increased reporting
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of CED-related adverse events among
this age group.2,8,9 Excessive caffeine
consumption may cause irritability,
anxiety, dizziness, dehydration, gastro-
intestinal problems, decreased bone
mineralization, insomnia, and sleep
disturbances. In more severe cases, CEDs
may cause arrhythmia, tachycardia,
seizures, hallucinations, and even death
in rare instances.2,10-12 The high
sugar content of many CEDs is also a
concern given the association between
sugar-sweetened beverage consump-
tion and unhealthy weight.13 A recent
study also found that students who re-
ported CED consumptionwere signifi-
cantly more likely to be at risk for
hyperactivity and inattention.14

Marketingcampaigns forCEDshave
high levels of reach among children
and youth.15 A 2013 US marketing
study found that CEDs made up 15%
of all beverage ads viewed on television
by children (aged 6–11 years) and 23%
avior � Volume 49, Number 4, 2017
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of those viewed by teens (aged 12–17
years); Red Bull ads were even viewed by
preschoolers (aged2–5years).15 InCan-
ada, although the promotion of CEDs
to children (aged #12 years) is pro-
hibited, theymay be exposed to adver-
tising meant for general audiences.5

In 2012, Health Canada reclassified
CEDsas foodproducts rather thannatu-
ral health products; as such, they are
now covered under Food andDrug Reg-
ulations.5WhileHealthCanada reviews
evidence and considers further regula-
tions, CEDs that meet current require-
ments may be granted temporary
permission to be sold through a regula-
tory tool knownas aTemporaryMarket-
ing Authorization.5 Current packaging
requirements forCEDs include standard
nutrition labels, total caffeine content,
and several cautionary statements: Not
recommended for children, pregnant
orbreastfeedingwomenandindividuals
sensitive to caffeine; Do not consume
more than (X) containers daily; Do not
mix with alcohol; and High caffeine
content.5 Although these requirements
apply toCEDs,energyshots remainclas-
sified as natural health products and
thus are subject to Natural Health Prod-
uct Regulations.5,16

Currently, little is known about per-
ceptions of CED use and marketing
among youth and the extent to which
they notice, understand, and use label-
ing information and cautionary state-
ments. This study sought to gain
insight into behaviors and awareness
regardingCEDsamongCanadianyouth
by engaging them in discussion about
their experiences with, understanding
of, andperceptionsofCEDs.Most infor-
mation on CED use among Canadian
youth has come from quantitative
surveys focused on prevalence of
use;6,17 to the authors' knowledge, this
study represents the first qualitative
study to examine perceptions of energy
drinks, including some regulatory
(labeling) measures.
METHODS
Research Design and Methods

This exploratory studyemployedaqual-
itative research design that included
focus group (FG) interviews to investi-
gate the perceptions, use, and experi-
ences of youth with CEDs. Four FGs
were conducted in 2 Canadian urban
centers: Toronto, Ontario; and Mon-
treal, Quebec. Two FGs were held in
each city: 1 with participants aged 12–
15 years, and 1 with participants aged
16–18 years. The FGs were held in 2 cit-
ies/provinces, in 2 languages, and with
different age groups to obtain a diverse
sample.18 The FGs in Torontowere con-
ducted in English and FGs in Montreal
were conducted in French. Each FG
lasted approximately 90 minutes and
was digitally recorded.

The sample was recruited through
Leger, a commercial market research
firm with a consumer panel of Cana-
dians. Panelists residing in the Toronto
or Montreal area who reported having
children aged 12–18 years were con-
tacted by Leger via e-mail; their children
were invited to participate in an FG. Of
the 47 youth recruited by Leger, a total
of 41 participated in the FGs (with 8–12
youth/FG). Participants were provided
with $75 in appreciation of their time.

All FGs were moderated by the
same bilingual, trained researcher (CM),
who had previously lived and worked
in both locations. The moderator had
completed ethics training and graduate-
level coursework in qualitative research
methods and data collection protocols,
and had several years of experience con-
ducting and coding FG research.19

Focus groups used a semistructured
interview guide (see Supplemental
Material 1).18,19 The guide andprotocol
were developed in a multistage process
by the research team, which included
experts inqualitative research.First, the
research team completed a literature
review and identified previous findings
on energy drinks. Next, the team met
and discussed their general theoretical
approach and decided upon using a
modifiedgrounded-theoryapproach.19

The team also identified the main con-
cepts related to CEDs to be explored
through the FGs. An interview guide
was drafted based on the discussion,
and reviewed and finalized by the
team. The guide was translated by the
bilingual moderator into French.

Study Protocol

The FGs sessions were held in down-
town Toronto and Montreal on Satur-
day afternoons in October and
November, 2014. Before each FG, writ-
ten parental consent was obtained for
participants aged 12–15 years in On-
tario, and aged 12–17 years in Quebec,
as per provincial regulations. All partici-
pants provided written informed con-
sent; an assent version was completed by
participants whose parents had already
providedparental consent.Participants
also completed abrief backgroundques-
tionnaire.

During the FG, the moderator fol-
lowed the guide composed of a series of
open-ended questions and encouraged
youth to share anddiscuss thequestions
among themselves, prompting when
necessary.20 The questions assessed per-
ceived definitions of CEDs; reasons
for use; knowledge of health effects,
ingredients, and caffeine levels; use of
CEDs with alcohol; perceptions of CED
marketing; anduse andunderstanding
of cautionary statementsonpackaging.
At the end of each session, the moder-
ator summarized key statements for
which there seemed to be consensus
within the group, and participants were
given theopportunity to agree or disagree
and add further comments. The Office
of Research Ethics at the University of
Waterloo reviewed the study and
granted ethics clearance.

Data Collection

During the FGs, youth were asked to
answer questions about their percep-
tions of CEDs. First, participants were
shown 5 beverage products (Coca-
Cola, Starbucks Refresher, Gatorade
Perform, AMP Energy Lemonade, and
5-Hour Energy) and asked to identify
which beverages they would classify as
energy drinks. AMP Energy Lemonade
was the only product authorized by
Health Canada as an energy drink.21

Participants were then shown some ex-
amples of what is classified as a CED by
HealthCanadaand told that theseprod-
ucts would be the focus of the discus-
sion. The participants were then asked
to discuss if, when, and why they or
their friends used CEDs. Participants
were also asked about the health effects
of CEDs and their ingredients, whether
CEDs were safe to consume for all types
of people, and a series of questions per-
taining to caffeine and health. Partici-
pants aged 16–18 years were asked
about the use of alcoholmixedwith en-
ergydrinks (AmEDs)bypeople theirage.
To assess perceptions of marketing, par-
ticipants were shown2 English print ads
featuring CEDs and asked about the
message and target audience for
each). Finally, to assess use and under-
standing of cautionary statements on
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CEDcontainers, participantswere asked
whether they had previously looked at
these statements, were shown examples
on real cans (NOS, Red Bull, and Rock-
star Energy Drink), and were asked
about their understanding of the
cautionary information, resulting con-
cerns about CED use, and recommenda-
tions for improving the labels.

Analysis

All FG interviews were audio-recorded;
they were transcribed verbatim by a
commercial company (CentretownCorpo-
rate,Ottawa, Ontario) and French tran-
scriptions were translated to English.
Back-translation was not completed;
however, the transcripts were reviewed
by the bilingual moderator.

Twocoders (themoderator, aswell as
another researcher with similar training
[CB]) analyzed the transcripts following
a modified grounded-theory and con-
stant comparative approach,22,23 in
which coding and analysis occurred
simultaneously to help gain new
perspectives on the data.24 A multi-
staged coding process consisted of 3
steps: (1) open coding: thoroughly
reading the rawdata to searchanddocu-
mentfirst impressions and then line-by-
line review toconceptualize thedata; (2)
focused coding: using the most signifi-
cant and/or frequent earlier codes to
sift through the data and compare par-
ticipants' perspectives; and (3) axial cod-
ing: relating, making connections
(comparisons), and fitting data back
together descriptively into a coherent,
interpretative portrayal.25 Thematic
analysis involving the creation and
application of codes to the data was
completed using MAXQDA 11 (Verbi
GmbH, Berlin, Germany).

The 2 independent coders under-
took an interrater reliability exercise to
ensure that the theme code set was
both reliable and systematically refined,
with each coder independently coding
the same interview transcript. Based
on the coding dependability assess-
ment procedure of Miles and Huber-
man,26 after line-by-line examination
of agreement, an interrater reliability
score was calculated: the number of
agreements divided by the total num-
ber of all agreements, disagreements,
code-no-codes (in which text is coded
on only 1 of 2 transcripts) and
second-level disagreements (in which
the same text is coded with the same
topic and main categories, but with
different subtheme codes). This pro-
cesswas repeated for a total of 5 rounds
of review; the result was 87% agree-
ment, which was deemed adequate for
intercoder reliability.27 Subsequently,
a revised theme code set was developed
through discussion of meaning and
interpretation of codes. One researcher
(not themoderator) then coded the re-
maining FG transcripts using the final
coding systemand selected quotations
that illustrated the FG findings. Exam-
ples of this coding are included in
Supplemental Material 2.
RESULTS
Sample Characteristics

In total, 41 youth aged 12–18 years
participated in the 4 FGs: 18 inOntario
(English) and 23 in Quebec (French).
Specifically, there were 8 participants
aged 12–15 years in Toronto, 10 aged
16–18 years in Toronto, 12 aged 12–
15 years in Montreal, and 11 aged 16–
18 years in Montreal. Approximately
half of the sample was female.
Identification of CEDs

Participants defined CEDs as products
that give you a boost, wake you up or
give you energy, and contain caffeine
and sugar. The majority of youth iden-
tified caffeine and sugar as the ingredi-
ents that give you a boost, but had
little knowledge of other ingredients
found in CEDs. When participants
were shown the 5 example beverages,
the majority identified AMP Energy as
a CED. Participants also identified 5-
Hour Energy as a CED because it prom-
ises 5 hours of energy, but recognized
that the container size was different
from other popular CEDs. Participants
were less certain about the Starbucks
Refresher; nearly half thought it could
be considered a CED because the can
was labeled as containing revitalizing
energy, and because of the association
of Starbucks with coffee and thus en-
ergy, although some identified the
beverage as distinct from CEDs. Some
identified Coca-Cola as a CED because
it contains caffeine and sugar; others
thought that it did not have a strong
enough effect to be considered a CED.
One respondent identified Gatorade
as a CED because of ‘‘the commercials’’
(female, Toronto [T]16–18).
Access to CEDs

Participants discussed the availability
and accessibility of CEDs to youth.
Two of the younger participants (aged
12–15 years) in Toronto mentioned
that some stores near schools did not
sell CEDs to people their age. One
stated, ‘‘They don't sell it to us even if
we buy it, like, even if you try and
pay for it they won't sell it to you’’ (fe-
male, T12–15). Another participant
described a nearby convenience store
thatwould sellCEDs toyouth. InMon-
treal, the age 12–15 FGhighlighted the
availability of CEDs in both stores and
vendingmachines; 1 participant stated,
‘‘The drinks are super available. We
can go in any convenience store and
buy as much as you want and they let
you do it. And they don't care because
they're making money with us’’ (fe-
male,Montreal [M]12–15). Participants
from the age 16–18 FGs did not
mention barriers to accessing CEDs.

Reasons for Use

Participants discussed different rea-
sons for consuming CEDs, including
how useful the energy boost was for
certain activities such as studying,
playing sports, and working, particu-
larly after a day at school. One partic-
ipant said, ‘‘I normally have one
[CED] if I have to stay up to do an
assignment. I'll have one at, like, 8 or
9 o'clock and that will keep me going
until 12 or 1’’ (female, T16–18). Some
participants cited CEDs as useful for
concentrating: ‘‘Yes, to better concen-
trate. I want to be able to concentrate
more, and to stay awake. My friends,
too; same thing for my friends’’ (fe-
male,M16–18). CEDswere also described
by somemale participants as helpful for
staying awake and gaining energy for
extracurricular sports and physical ac-
tivities, especially those occurring later
in the evening. One participant shared:

One kid on my team, like, he has
one [CED] right before almost
every [hockey] game or practice
because we're usually like later at
night, right, like by the time we
get ice time. Plus, like, after a
whole school day or something,
too. (male, T16–18)

The boost provided by CEDs was
also described as a way to improve ath-
letic performance and strength: ‘‘It
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[CED] gives them more energy [.] It
gives them more strength’’ (female,
T12–15).

Taste, addiction, and social setting
were other reasons cited for consuming
CEDs. Examples were given of friends
who were addicted to CEDs; 1 partici-
pant shared his need for a CED to feel
awake in the morning: ‘‘Well, I go to
bed late and there are times I have to
get up early, and even when I don't
get up early, you reach a point where
you start to need it’’ (male, M16–18).
Many participants highlighted the in-
fluence of social context as a reason
for consuming CEDs, particularly with
friends or at parties. The CEDs were
described by participants as something
you would drink with friends, to have
fun and stay out later. There was also
an element of peer influence: ‘‘Well,
sometimes I take it [CED] because my
friends take it with me, so I say ‘Okay,
it's not a big deal. I'm going to have
some with them’’’ (female, M12–15).
Health Concerns and Side
Effects

When participants were asked to
discuss the ingredients in CEDs and
their potential health effects, they
listed caffeine, sugar, and other un-
healthy ingredients. Caffeine was the
most frequently identified ingredient
and was generally perceived by most
participants as unhealthy. Participants
noted negative health side effects of
caffeine, including that it may stunt
growth, cause anxiety, sleep distur-
bance, or insomnia, make you jittery,
or become addictive. The majority of
participants were aware that caffeine
increases heart rate; 1 participant
stated that an energy drink is ‘‘a drink
that makes the heart beat faster’’ (fe-
male, M12–15). Many participants
were aware of the caffeine crash that
occurs after caffeine levels spike in
your body. Participants thought the
crash would be worse if the CED were
used while playing sports.

Several participants voiced concern
about unfamiliar or complicated-
sounding ingredients in CEDs (ie, ‘‘The
amountof ingredientsyoucouldn'tpro-
nounce’’ [female, T12–15]) and about
these being unhealthy. One participant
noted,

I think there are ingredients in there
with funny names that you don't
really see anywhere else. It's not
necessarily good for our health, they
don't necessarily react well together,
the ingredients. (male, M12–15)

The sugar content of CEDs was pri-
marily a concern for female partici-
pants; 1 participant stated, ‘‘For me,
it's not good for our health because it
contains too much sugar’’ (female,
M16–18). Aside from caffeine and
sugar, participants had limited knowl-
edge of the additional ingredients con-
tained in CEDs.

When asked whether energy drinks
were safe for all people, some partici-
pants indicated that they did not think
that CEDs were appropriate for older
adults and those with heart problems.
In addition, many participants indi-
cated concern for children: ‘‘If adults
and certain people can't take it, well,
why would it be okay for kids, you
know?’’ (female, M12–15).

Participants described several health
problems that could arise from
consuming CEDs. They thought that
having too many CEDs could cause a
blackout or vomiting because it would
make your heart pump too fast, even
if you were otherwise healthy. One
participant said, ‘‘Doing sports makes
your heart pump faster and energy
drinks alsomake your heart beat faster,
so you're more likely to have a heart
attack’’ (female, M12–15). Another
participant compared CED consump-
tion with other addictions: ‘‘I think
they're just like cigarettes or any other
drug, just you get addicted to them,
it's not good for you, but you do it any-
way’’ (male, T16–18).

Although health concerns related to
CEDs and caffeine consumption were
mentioned frequently, most partici-
pants thought that in moderation,
CEDs were not necessarily harmful.
One youth said, ‘‘If you take too much,
it's sure to be bad, but if you take some,
like occasionally, well, I don't think it's
necessarilybad foryou.Maybe itdoesn't
help, but I don't think it's going toharm
you’’ (female, M12–15). Coffee was
frequently identified as a point of com-
parison: ‘‘Well, there's caffeine in coffee
and coffee's not that bad unless you
have a lot. Like, a lot of caffeine could
be bad’’ (male, T12–15). Another partic-
ipant said, ‘‘I think that a coffee, it's .
there is no harm in drinking some,
let's say [.] But, like, energy drinks, I
don't know how much is in there, but
it's, like, 8 cups of coffee in there, so.’’

(male, M12–15). There was uncertainty
about the amount of caffeine in CEDs,
especially relative to the amount in
coffee: ‘‘Caffeine isn't good for you at
all. And those energy drinks are filled
with, I think ... I'm assuming more
than coffee’’ (female, T16–18).

Alcohol Mixed With Energy
Drinks

Older participants (aged 16–18 years)
were asked aboutmixing energy drinks
with alcohol. All but 1 participant in
this age group were aware of AmEDs;
although younger respondents (aged
12–15 years) were not asked about
AmEDs, a small number of younger
participants spontaneouslymentioned
awareness of AmEDs.

Participants thought that teens and
people in their early twenties would
be the main consumers of AmEDs.
One reason cited for mixing CEDs
with alcohol was to mask the taste of
the alcohol, allowing you to drink
more: ‘‘It's very sweet, so it takes away
the taste of the alcohol’’ (female, M16-18);
‘‘So you can drink more’’ (male, M16–18).
Many others described the effect of
AmEDs on energy level. In particular,
1 participant said, ‘‘Alcohol kind of
puts you down. It [CED] brings you
back up, I guess’’ (male, T16–18), ‘‘and
it probably gives you more energy to,
like, continue throughout the party or
something, or whatever you're doing’’
(male, T16–18). Many youth in the
older age group (Toronto) indicated that
AmEDsweremore likely tobe consumed
on a ‘‘special occasion’’ such as a con-
cert. One participant shared, ‘‘Me, I've
never drank that stuff alone. It's only
to be with friends, we drink them
with alcohol’’ (male, M16–18), reiter-
ating the influence of social context.

However, several participants from
the older age groups noted that
consuming AmEDs could be dangerous
because of the potential for increased
alcohol consumption. One participant
said, ‘‘. It doesmask thealcohol.You're
going to think that you're drinking a lot
less than you really are’’ (female, T16–
18). Beyond individualhealthconcerns,
there was also concern about the
broader effects of mixing CEDs and
alcohol. One participant said, ‘‘You're
mixing it both [.] basically it's almost
like mixing chemicals together, right.
There's always reactions and stuff’’
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(male, T16–18). Another said, ‘‘I think
it's better to separate them because
theycreateoppositeeffects soyourbrain
doesn't knowwhat to do between the 2,
so it freaks out’’ (male,M16–18). Partici-
pants talkedaboutmoreextremesideef-
fects of blacking out: ‘‘. If you take too
much, you're going to black out and risk
falling to the ground’’ (male, M16–18).

Still, many participants reported oc-
casionally consuming AmEDs and ex-
pressed little problem about consuming
it in moderation. Older participants
said, ‘‘Honestly there's a lot worse out
in the world than mixing energy drinks
with alcohol. It's not going to kill you,
so it's just don't overuse’’ (male, T16–
18), and ‘‘Maybe on occasion but I
wouldn't make it a regular habit’’ (male,
T16–18). Youth also discussed having
AmED shots and thought that this, too,
was acceptable inmoderation.Although
therewas someawareness of thedangers
of AmED consumption, many youth
shared anecdotes about their personal
use that justified their consumption.

Intended CED Consumers and
Marketing

There were mixed opinions among par-
ticipants about the intended consumers
of CEDs. Themajority of 12- to 15-year-
olds did not think CEDs were intended
for their age group because of the high
caffeine content and the effects of
caffeine. One participant said that
‘‘They [CEDs] have a lot of caffeine,
and caffeine, like, stunts your growth’’
(male, T12–15). Another said, ‘‘Younger
people aren't supposed to consume a lot
of caffeine’’ (female, T12–15). Relatively
fewer youth aged 16–18 years thought
that they were too young to consume a
CED. Many of the older youth believed
that they were the intended users for
CEDsbecause they thoughtpeople their
age needed the boost that CEDs provide
butmay be less likely to consume coffee
to get caffeine. One participant com-
mented, ‘‘People often say youth don't
really drink coffee; they don't really
like it, they like stuffwithcarbonization,
like that [gestured toCED]’’ (male,M16–
18).Older youthhighlighted the useful-
ness of CEDs because they often work
and study at the same time.

Youth also believed that most CED
marketing was targeted to their age
group. There was an overall perception
that the packaging on CEDs was de-
signed to appeal to teenagers: ‘‘I find
that they are trying to attract the atten-
tion of young people with the colors
and the style of the bottles’’ (male,
M12–15). The sponsorship of extreme
sporting eventswas also seenas ameans
to target adolescents. Amale participant
commented that ‘‘They [CED com-
panies] sponsor extreme sports; it's not
old people that will go check that out,
it's mostly us who are going to check
that out’’ (male, M16–18).

Participants were shown 2 real print
advertisements for Red Bull. The first
advertisement, which depicted youth
playing various sports, was perceived by
the younger participants (aged 12–15
years) to be targeting people ‘‘our ages
and up, because a lot of our age group,
like, we do sports, play basketball and
stuff’’ (female, T12–15). When asked,
participants identified the people in
the advertisement as being aged 12 or
13 years. The second advertisement,
featuringaDJplaying ina largedancing
or concert venue, was perceived as tar-
getingolder teenagers andyoungadults.
The 12- to 15-year-olds did not seem to
identify with the DJ advertisement and
thought it was intended for teenagers
older than them. The 16- to 18-year-
olds generally believed the advertise-
ment was for ‘‘people who are still,
like, youngand looking for, like, a party
life and stuff’’ (male, T16–18). Another
participant commented, ‘‘Most people
that go out and party are about ages 16
to 25’’ (female, T16–18). They also sus-
pected that aCEDwouldbemixedwith
alcohol in this context; 1 participant
mentioned, ‘‘You know that there is
going to be alcohol or something else
in there, for sure’’ (male, M16–18).

Cautionary Statements

Most youth indicated that they did not
know about or did not read the
cautionary statements when purchas-
ingCEDs,anddidnot thinkotheryouth
would, either. When asked if they had
ever looked at warning labels on CEDs,
all but 1 participant aged 16–18 years
in Toronto said, ‘‘No’’ (female), ‘‘I did
not know there were warning labels’’
(male), ‘‘Meeither’’ (female), ‘‘Meneither’’
(male), and ‘‘It's, like, really tiny’’ (fe-
male). Some individuals heard from
peers that CEDs were not good to
drink; otherwise they were unfamiliar
with the cautionary statements on
CEDs. Although 1 participant studied
CEDs in her health class and some
had seen a cautionary statement, the
majority had never noticed the state-
ments on CED packaging.

When CEDs were circulated to par-
ticipants to discuss the labeling, it took
youth a substantial amount of time to
locate the cautionary statements. Once
the statements were identified, the par-
ticipants appeared to struggle to read
them. There was widespread agreement
that the cautionary statements on CED
products were hard to find and read
becauseof small font anddesigncharac-
teristics.Oneyouthsaid, ‘‘It's, like, at the
endof the ingredients, it's, like,veryhid-
den’’ (female,M16–18). Another stated,
‘‘. It's really small and the font is really
small, so that's why people don't look at
it. They just buy it’’ (female, T12–15).
Youth were skeptical about the state-
ments on CEDs, suspecting that these
were included only to provide legal pro-
tection for companies: ‘‘Kind of like, it's
just, like, theminimum they have to do
tonot get sued if somethinghappens.
Yeah, they only put it there so they're
not legally responsible’’ (male, T16–18).

Participants in both of the Toronto
FGs thought that the wording not rec-
ommended did not explicitly mean do
not consume: ‘‘It's just like it's not recom-
mended so you can drink it’’ (female,
T16–18). Many believed that this
wording was intentionally vague and
ambiguous. Youth also did not think
that cautionary statements applied to
them, stating that ‘‘On the warning
they mostly talked about people like
older women who are, like, pregnant
or breastfeeding and it doesn't really
relate to us’’ (female, T12–15). Aminor-
ity of participants thought that reading
the cautionary statements wouldmake
them think about the effects of CEDs;
for example, 1 participant believed
that the hidden nature of the state-
ments made the drinks seem more
dangerous. Another participant (fe-
male, T16–18) expressed that the NOS
label Do not consume if under 18 years
would persuade her to avoid that spe-
cific product.

Overall, there was consensus that
the cautionary statements were gen-
eral, lacked information about the po-
tential consequences of exceeding the
recommended amount, and left partic-
ipants confused and curious about the
drink's effects: ‘‘They [the labels] used
certain words that confuses you’’ (fe-
male T12–15), and ‘‘They don't really
tell you what can happen if you drink
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it’’ (male, T12–15). Some participants
thought that if they had information
about side effects, they might consider
altering their consumption of CEDs:

I don't really know the side effects
[or that] it's bad. That might
change [my use of energy drinks],
but the label doesn't say anything
like that, so [I don't know that I
would change my CED use based
on the label]. (female, T16–18)

All participants expressed that they
had learned something new about
CEDs after reading the labels more
closely, although they still were uncer-
tain about the potential side effects.

DISCUSSION

The current study indicates there is
some confusion among youth about
what products are considered CEDs
and thecriteriaused todistinguish these
products from other types of beverages
containingcaffeine.Whereasmanypar-
ticipants considered the 5-Hour Energy
shot and Starbucks Refresher to be
CEDs, neither of these products were
authorizedasCEDsbyHealthCanada.21

Descriptors on packaging (ie, the term
energy)were consumers' primary consid-
eration when determining whether to
identify a product as a CED. Although
participants acknowledged that energy
shots (eg, 5-Hour Energy) came in a
smaller container, they still considered
the shots to be CEDs given that they
were branded with the word energy.
Coffee-related products such as the Star-
bucksRefresherappearedtobeconfusing
but sometimes were considered to be a
CED given the inclusion of tag lines
such as revitalizing energy. Overall,
combined with other quantitative
research, the current findings suggest
that youth consider a range of prod-
ucts to be CEDs provided that they
include the term energy in the brand
name or on the packaging.28

The findings indicated that CEDs are
generally perceived by youth as acces-
sible. Most participants indicated that
they could purchase CEDs during their
lunch hour at any convenience store
and in any quantity. In November,
2014, the Toronto Board of Health re-
quested that the Medical Officer of
Health examine the possibility of ban-
ning the sale of energydrinks topersons
aged<19 years on city properties and in
Toronto retail outlets29; this research is
still in progress (L. Vanderlinden, e-mail
communication, 2016). In Toronto, 1
participant (aged12–15years)mentioned
a location across from her school that
would not sell CEDs to people her
age; this may indicate that individual
businesses may have their own pol-
icies of restricting sales to youth.

Youth described a variety of reasons
for using CEDs, many of which related
to providing consumers with an energy
boost to stay awake longer and improve
concentration and/or performance;
others tended to consume CEDs with
friends as part of a social event, espe-
ciallywhenmixedwith alcohol. Further-
more, despite the industry's voluntary
marketing code against marketing
CEDs to children,30 the majority of
participants inthis study,bothyounger
andolder youth, believed thatCEDad-
vertisements were targeted toward
them, especially in terms of industry
sponsorship of extreme sports as well as
product packaging. Given this percep-
tion, extending prohibitions on adver-
tising to those aged <18 years (rather
than aged 12 years) may be warranted.

While participants expressed con-
cerns related to CED consumption and
were generally aware of the potential harm
in mixing the beverages with alcohol,
most indicated that they thought that
consuming CEDs and AmEDs inmoder-
ation was relatively safe. Given the in-
crease in reporting of adverse events
related to CEDs,1,8 these findings suggest
an urgent need to educate youth better
regarding the potential dangers that can
result fromCED and AmED consumption.
In particular, it may be useful to highlight
that a single can may contain multiple
servings, which makes it relatively
easy to consume caffeine in excess.

Few youth had noticed or read
cautionary statements on CEDs before
the study, and most found it difficult to
locate and read the statements when
asked to do so during the FG session.
Design, including font size, color, and
contrast, as well as language complexity
and the hidden nature of the state-
ments, were all specified as barriers to
seeing and reading warning labels on
CEDs. These findings suggest that no-
ticeability and the use of cautionary
statementsmay be improved bymodi-
fying their format and design: for
example, by increasing the text font
size, using a contrasting background
and/or border, adding a heading to
identify the text better as a cautionary
statement, and/or separating the state-
ment from other information (such as
ingredients) printed on the can. These
design elements were found to in-
crease the salience of health warnings
on other consumer products.31,32

Use of the term not recommended in
the statement Not recommended for
children,pregnant/breastfeedingwomen,
and individuals sensitive to caffeine
was interpreted tomean that although
the product was not recommended for
use by these populations, it was not
necessarilyharmful. Furthermore, although
the cautionary statement noted that
the product was not recommended for
children, the youth in this study did
not think that the information applied
to them; participants likely did not
consider themselves to be children.

Accordingtotheguidancedocument
for Temporary Marketing Authoriza-
tion—Caffeinated Energy Drinks,5 the
cautionary statement regarding mixing
CEDs with alcohol should be phrased
as Do not mix with alcohol, which is a
more definitive phrasing than a recom-
mendation, as discussed previously. In
practice, some companies paraphrase
and combine this cautionary statement
with others, such that it, too, appears as
a recommendation (eg, Not recommen-
ded for children, pregnant or breastfeed-
ingwomen,orcaffeine-sensitivepersons,
or to bemixedwith alcohol). Thismay
lead youth to interpret the statement
aboutnotmixingtheproductwithalcohol
with greater leniency, and take the
recommendation less seriously, poten-
tially resulting in greater AmED use.

Few participants thought that they
would alter their consumption of CEDs
based on the current cautionary state-
ments, in part because they were too
general;however, someparticipants indi-
cated that if they were provided with
more specific information about the side
effects, theymightconsider altering their
behaviors regarding CEDs. As such, it
may be useful to consider adding addi-
tional details regarding potential side
effects on CED packaging, or commu-
nicating this information throughother
means such as public education cam-
paigns, including point-of-sale warning
signage posted in retail outlets.29

To the authors' knowledge, this is the
firstqualitativestudytoexaminepercep-
tions and knowledge of CEDs among
youth in Canada, and among the first
internationally. Study strengths include
the rich in-depth information gained
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from participants through the open-
ended discussion format. In addition,
the study involved some tasks intended
to simulate real-life experiences, such as
trying to find the cautionary statements
on actual product containers.

A high level of consistency in the
findings was observed across the 4 FGs;
however, it is possible that different
perceptions or issues might have been
identified had additional FGs been
conducted. Although the study included
both French- and English-speaking
participants from 2 cities, with an
approximately equal balance of gender
and age, the current findings might
not be representative of all Canadian
youth, and might have been subject
to selection bias given the relatively
small sample size, as well as the
parental involvement and opt-in na-
ture of the recruitment. Participants
in the French FGs viewed advertise-
ments with some English text (French
versions were not available); youth in
Montreal would be accustomed to
viewing advertisements with English
text because these advertisements are
often distributed nationally.

As with many forms of research,
there is the potential that participants
offered what they believed to be so-
cially desirable opinions,33 a particular
concern among youth, who may have
a greater tendency to try to fit in and
seek approval from their peers. The
facilitator did not notice the occur-
rence of approval-seeking behaviors
among the participants (such as
glancing to see peers' reactions before
responding, or refraining from ex-
pressing opinions that differed from
others in the FG). This may have been
minimized because participants were
merely acquaintances and as such may
have felt more free to express their
opinions.34 In addition, younger and
older participants were separated into
distinct FGs to prevent younger partic-
ipants from feeling intimidated and to
encourage them to share their perspec-
tives in a comfortable environment.

IMPLICATIONS FOR
RESEARCH AND
PRACTICE

The current study provides evidence
that can inform the development of
CED regulations by Health Canada.
Although energy shots are not currently
regulated as energy drinks under the
Food and Drug Act,5 the findings sug-
gest that energy shots are indeed
perceived by youth as CEDs. The study
also highlights the importance of ex-
tending restrictions on CED advertising
to all youth aged <18 years, and the
need to better inform youth of the level
of harm that may result from CED con-
sumption, especially in terms ofmixing
CEDswith alcohol and consuming cans
with multiple servings. Moreover, the
study reinforces the need to display the
cautionary statements in a larger font
and inamoredistinctway (eg, separated
from the ingredient information),31,32

withmore specific and definitive wording
where possible. Additional research
comparing different formatting options
would be beneficial in providing direction
regarding how to maximize and
improve the visibility and use of the
cautionary information for youth.
Finally, commentary suggests that CEDs
are widely accessible and reinforces
the need to consider implementing age
restrictions on the purchase of CEDs.
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SUPPLEMENTAL
MATERIAL 1. INTERVIEW
GUIDE

Introductions:

Good afternoon (or evening). I'm
[name of facilitator] and this is
[nameof recorder]. I amaMasters
student at the University of Wa-
terloo in the School of Public
Health and Health Systems and
amconducting these focusgroups
as part of a larger caffeinated en-
ergy drink study at the Univer-
sity of Waterloo. The goal of this
project is to gather feedback on
experiences with, understanding
of, and perceptions of caffein-
ated energydrinks (CEDs). Popu-
lar brands of CEDs include Red
Bull, Monster, Rockstar, NOS,
Amp, andFull Throttle, but there
are others. We do not include
sports drinks such as Gatorade
or Powerade in this beverage
category. The discussion should
last around 60–90 minutes. We
would like to thank everyone
for coming today.

We want to assure you that any
comments you make will be
kept strictly confidential. No in-
dividual participant will be iden-
tified. We will be audio taping
the discussion so that we do not
miss any of the valuable com-
ments youmake. The tapes allow
us to go back and review the dis-
cussion so we can be sure to cap-
ture all of the points made.

I will be the moderator of the dis-
cussion. That means it is my job
to keep the discussion focused on
the issues. [Name of recorder] will
be making notes of the discus-
sion as we go along. The note
taking helps us keep track of
the conversationwhenwe review
the recorded discussion. Please feel
free to express your view respect-
fully throughout the discussion.
Obtain consent:

Before we go any further, we ask
that you sign a consent form.
The cover page outlines what I
have just explained—any infor-
mation you provide in the discus-
sionwillbekeptstrictlyconfidential.
We also ask that anything you
hear in the discussion today is
not shared outside the discus-
sion. Please read this cover page
now. Youmay take the cover page
home with you should you have
any questions or concerns after
you leave today.

Please turn to the second page.
Thequestions concernyour gen-
eral consent to participate, con-
sent to be audio taped, and
agreement to use of anonymous
quotations in any reporting re-
sulting from the focus group.
Please check yes or no for each
of the questions and sign the
bottom part of this sheet.

Facilitator hands out consent forms
for participation and audio taping.
Give time to read the cover page. Verify
whether everyone has provided written
consent.

We would like to collect some
background information about
you to provide a general descrip-
tion of the participants in the
focus groups we are conducting.
Could you please take a few mo-
ments to complete this back-
ground questionnaire?

Hand out background questionnaires,
provide sufficient time for completion,
and collect.
Establish ground rules:

Before we begin, we ask that you
try to speak one at a time so we
do not miss any valuable com-
ments. Please feel free to share
your point of view even if it dif-
fers from what others have said.
We are interested in hearing
from each of you.
Group discussion:

If everyone has provided written con-
sent, recorder turns on the tape recorder.

As you know, we are here to
discuss caffeinated energy drinks.
We are interested in hearing about
your experiences with this prod-
uct, understanding of the product,
and perceptions of it.
Icebreaker:

Let's begin by introducing our-
selves and briefly sharing why you
decided to takepart in the group.
1. PRODUCT
PERCEPTIONS

A. Defining Energy Drinks

Tostart, I'd likeyou to thinkabout
whatyouthinkanenergydrink is.

ShowCoca-Cola,StarbucksRefresher,
Gatorade Perform, AMP Energy
Lemonade, 5-Hour Energy.

� A number of beverages are available
on the market. I'd like to you to tell
me which ones you would consider
to be energy drinks and explain
why. Which ones would you say
are not energy drinks? Why not?

Remove non-caffeinated energy drinks.

Here are some examples of what
Health Canada classifies as en-
ergy drinks. These are a few pop-
ular brands so that you can get an
idea of what kind of drinks we'd
like to talk more about today,
but there are many others.

� Do you think these kinds of drinks
are made for people like you?

� Are they used by people your age
(your friends), or adults? What
makes you think that?
B. Product Use

� Do you (or your friends) use these
kinds of drinks? Why or why not?

� When would you (or your friends)
have a drink like this?
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� Why would you (or your friends)
have a drink like this?

� Do you think this is something in-
tended for use while playing sports
or working out? Why/why not?

� [Ask groups of youth aged$16 years]:
Do people your age use these kinds of
drinks with alcohol? Why do you
think they are used with alcohol?

� Do you think it is okay to use these
drinks with alcohol?
2. PERCEPTIONS OF
MARKETING

I'm going to show you a couple
of print ads for energy drinks
and ask some questions about
what you think of each of them.
Show advertisement featuring sports

� What is the main message being
communicated in this ad?

� Is this ad aimed at people your age,
younger, or older? What makes
you think that?

� What kind of person is this ad aimed
at? What makes you think that?
Show advertisement featuring DJ at
event

� What is the main message being
communicated in this ad?

� Is this ad aimed at people your age,
younger, or older? What makes
you think that?

� What kind of person is this ad aimed
at? What makes you think that?
3. HEALTH EFFECTS AND
INGREDIENTS: GENERAL

� Do you think that energy drinks are
good or bad for your health? Why?

� Do you think any of the ingredients
in energy drinks are healthy?Which
ones? Why?

� Do you think any of the ingredients
in energy drinks are unhealthy?
Which ones? Why?

� What ingredients in energy drinks
give the energy boost?

� Are energy drinks safe for all kinds
of people to drink, or should some
people avoid them? Who? Why?

4. CAFFEINE

Let's talk more about caffeine
specifically.

� Doyou think that caffeine is good or
bad for your health?Why/why not?

� Do you think there are any prob-
lems with someone your age drink-
ing caffeine?

� How much caffeine should some-
one your age drink?

5. WARNING LABELS AND
STATEMENTS

� Have you ever looked at the warn-
ings on energy drinks before?

Here is an example of an energy
drink with a warning on it.

Hand out cans.

� What do you notice about this
warning?
� Does anything catch your attention?
What in particular do you notice?

� Does this warning tell you anything
newor that youdidn't already know?

� What was new information to you?
� Can you find where on the can it
tells you the amount of caffeine
that this drink contains?

� What does that number mean
to you? Is that a high or low
amount?

� Was there anything you didn't un-
derstand or that wasn't clear in the
warning?

� What was unclear?
� What about it applies/doesn't apply
to you?

� Is there anything in this warning
message that makes you feel con-
cerned about using energy drinks?
What? Why?

� Would this concern change your
use of energy drinks? How?

� Howwouldyouimprovethiswarning?
� Any other comments?

Summary

Give a brief summary (2–3minutes) of
main points raised in the discussion.

� If there are no further comments, I
would like to summarize some of
the main points raised today .

� Doyou agree that these are themain
points that came out of today's dis-
cussion? Is there anything else you
would like to add?

Hand out thank-you letter and provide
remuneration.

� We would like to thank you for your
participation in thisdiscussiongroup.



Supplemental Material 2. Example Codes

Code Quotation
Focus Group (location:

age range, y)

Advertising: associated with
extreme sports

Yeah, like Red Bull, they all like sponsor a lot. Yeah, like, Red
Bull sponsors a lot of, like, dirt biking and mountain biking.

Snowboarding too.
Like, a lot of extreme sports, yeah.

Toronto: 16–18

Advertising: product
recognition (brand)

Since I see that pretty much everywhere, so that the NOS, like, I
just don’t know that one, I don’t even know what it is, really,
I’ve never tasted it and my friends don’t take any, either, so
I’mmore attracted to taking a Red Bull, Monster, or Rockstar,
let’s say, than an NOS.

Montreal: 12–15

Advertising: targeted to
adolescents

Well, the labels on the bottle, how the bottle is made, they don’t
want to necessarily attract people, let’s say in their thirties,
they want to try to go get the teenagers maybe more, by
creating a new format, a new font, how the bottle is designed
and conceived.

Montreal: 16–18

AmED: mixing makes
it worse

Yeah ’cause you’re mixing, like, a lot more stuff instead of just
having, like, just that energy—or just the—just the alcohol.
You’re mixing it both so that’s, like, mixing—basically it’s
almost like mixing chemicals together, right. There’s always
reactions and stuff. You could probably have, like, either, like, a
way worse effect on your body or a better effect on your body
but you just don’t know because there’s somuch stuff in both.

Toronto: 16–18

Amount of caffeine How much we should have? Probably a small a day. A small
coffee from, like, Tim Horton’s a day.

Toronto: 16–18

Awareness of AmED They mix alcohol and energy drinks. Montreal: 12–15
They sell stuff that’s already all mixed up, so it must be really
popular,mixingenergydrinks and. There is already something
called, there is a type of small booze, there, a small shot.

Montreal: 16–18

Characteristics of CEDs:
contains caffeine

It has a lot of caffeine in it. Toronto: 12–15

Characteristics of CEDs:
contains sugar

Just to know that it’s an energy drink, we know that there is lot
of sugar in it.

Montreal: 12–15

Characteristics of CEDs:
gives energy/boost/wakes
up

It’s like a quick boost. Toronto: 16–18

Coffee Well, there’s caffeine in coffee and coffee’s not that bad unless
you have a lot, like, a lot of caffeine could be bad.

Toronto: 12–15

Well, I think that a coffee, it’s . there is no harm in drinking
some, let’s say, once a . well, you know, you have some,
like, not 3 times a day, but, you know, you want to have some
once in a while, that’s not dangerous. But, like, energy drinks,
I don’t know how much is in there, but it’s, like, 8 cups of
coffee in there, so .

Montreal: 12–15

Consumption of CEDs Yeah, my friend drinks it a lot. Toronto: 12–15
Most of us have them, like, literally every day, my friends, too. Toronto: 16–18

Controls on access to CED The drinks are super available. We can go in any convenience
store and buy asmuch as youwant and they let you do it. And
they don’t care because they’re making money with us.

Montreal: 12–15

They don’t sell it to us even if we buy it, like, even if you try and
pay for it they won’t sell it to you.

Toronto: 12–15

Dose I think it can be bad if you overdo it.
Yeah, I think it’s bad to a certain extent. Like, if you drink too
much ...

Toronto: 12–15

(continued)
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Supplemental Material 2. Continued

Code Quotation
Focus Group (location:

age range, y)

I think anything in moderation; it’s not something that’s a huge
deal. I mean, like, if you’re drinking a ton—like, if you drink like
3 Red Bulls in a day, the amount of caffeine, I’m sure it does
something to your heart.

Toronto: 16–18

Effects of CEDs:
bad for health

Well, I think it’s clear that it’s bad. So, I don’t think there are
arguments that it’s good because it’s proven that it’s bad, so
.

Montreal: 12–15

Effects of CEDs: caffeine
related: addictive

I think they’re just like cigarettes or any other drug, just you get
addicted to them, it’s not good for you but you do it anyway.

Toronto: 16–18

Effects of CEDs: caffeine
related: crash after using

But you always crash. Like, after it runs out of, like, caffeine in
your body you just, like, have nothing left and you just crash.

Toronto: 12–15

Effects of CEDs: caffeine
related: heart: bad for heart

I’ve heard that some people got heart problems for drinking too
much energy drinks.

Toronto: 12–15

Effects of CEDs: caffeine
related: heart: makes
heart beat faster

A drink that makes the heart beat faster. Montreal: 12–15

Effects of CEDs: caffeine
related: sleep

It throws your entire schedule off, like, if you drink a drink a day
and then you don’t sleep at night and the next day, like, you
crash during the day and then your schedule will be off for,
like, a long time.

Toronto: 12–15

Effects of CEDs: sugar
content is bad for health

It’s also way too much sugar, like, lots and lots of sugar. If you
drink that every day, you don’t realize it, but you’re taking too
much sugar.

Montreal: 16–18

Effects of CEDs: unhealthy
ingredients

I think there are ingredients in there with funny names that you
don’t really see anywhere else. It’s not necessarily good for
our health; they don’t necessarily react well together, the
ingredients.

Montreal: 12–15

Effects of CEDs: when mixed
with alcohol (AmED): drink
more alcohol when mixed

Also, they’re really sweet and it does mask the alcohol; you’re
going to think that you’re drinking a lot less than you really are
and then bad things happen.

Toronto: 16–18

Effects of CEDs: when mixed
with alcohol (AmED): worse
than alcohol alone

It’s almost like mixing chemicals together, right. There’s always
reactions and stuff. You could probably have, like, either like a
wayworse effect on your body or a better effect on your body,
but you just don’t know because there’s so much stuff in
both.

Toronto: 16–18

How do they work Sugar and caffeine, that’s about it, right. Toronto: 16–18

Perceived target audience for
AmEDs

Young adults probably, too. Maybe not, like, a 40-year-old guy
maybe sitting and watching the hockey game wouldn’t really
mix an energy drink with his alcohol.

Toronto: 16–18

Perceived target audience for
CEDs

I see more youth drink it, that’s why I think that it’s more youth,
but like people often say, youth don’t really drink coffee, they
don’t really like it, they like stuff with carbonization—like that.

Montreal: 16–18

Perceived target audience for
CEDs: target audience of ads
shown

Like, any, like, age groups, like, our ages and up, like, because a
lot of our age group, like, we do sports, play basketball and
stuff.

Toronto: 12–15

I think it’s mainly for the 18-, 19-year-olds, like, when you start
to be an adult because then you feel there are new things that
are allowed, and I think it’s pretty much a period where you
want to experiment to the fullest the new things that are
permitted. So, when you see an ad like that, you go, ‘Hey!

Montreal: 12–15

(continued)
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Supplemental Material 2. Continued

Code Quotation
Focus Group (location:

age range, y)

That’s exactly what I’m looking for,’ new experiences, a way
to exercise my new rights.

Reasons for using AmED: for
energy to party longer

Gives you more energy to, like, continue throughout the party or
something, or whatever you’re doing.

Toronto: 16–18

Reasons for using AmED:
taste (with alcohol)

It’s very sweet, so it takes away the taste of the alcohol, in my
opinion.

Montreal: 16–18

Reasons for using AmED:
to be able to drink more
(alcohol)

So you can drink more. Montreal: 16–18

Reasons for using AmED:
to get drunk

I heard it gets you drunk faster, that’s all. That’s why some
people do it.

Toronto: 16–18

Reasons for using CEDs:
addiction

You reach a point where to start to need it. Montreal: 16–18

Reasons for using CEDs:
convenience or habit

If I see one at a store and I just, like, want it. Toronto: 16–18

Reasons for using CEDs:
energy or staying awake

It has a lot of caffeine in it so people have energy to stay awake. Toronto: 12–15

Reasons for using CEDs:
fun/social context

With my friends, when they have some sometimes I have some. Montreal: 12–15

Reasons for using CEDs:
sports/exercise

When you tell yourself, ‘Ah, I’ve got a game,’ let’s say this
evening, well, I don’t know soccer or hockey, or whatever,
you tell yourself, ‘Okay, I might be a bit tired because I had
school today,’ so you’re going to have some.

Montreal: 12–15

A lot of my friends take some before training, for example. Montreal: 16–18

Reasons for using CEDs:
studying

For studying to stay awake or if they have to do assignments or
projects.

Toronto: 12–15

When you know that you have an exam the next day and you’ll
have to stay late, then I take one in the afternoon.

Montreal: 16–18

Reasons for using CEDs:
taste

I used to like to Monster, like, every day, maybe, but not really
anymore. I just like the taste.

Toronto: 16–18

Reasons for using CEDs:
work

Mostly to be able to go to work and to school. Montreal: 16–18

Risk perception of the
warnings

It’s just, like, not recommended. It’s not like if you’re a pregnant
woman you could have these effects. It’s just, like, it’s not
recommended so you can drink it.

Toronto: 16–18

It’s a little worrisome to see that they make they so small to hide
them, it’s, like, what’s so dangerous that you want to hide it
from us so much?

Montreal: 12–15

Warning labels On the warning they mostly talked about people, like, older
when who are, like, pregnant or breastfeeding and it doesn’t
really relate to us.

Toronto: 12–15

Warning labels: awareness I saw them on one of the projections, I don’t remember which,
but, like, that isn’t recommended for people under 18 years of
age, so, you know, I suspected that, but I didn’t know that it’s
really written on there.

Montreal: 12–15

There must be some, but it must be written in very small letters
in the back on the can.

Montreal: 16–18

Warning labels: company
self-interest

They say not recommended on most of them. They don’t say,
like, you shouldn’t ’cause they still want to make money off of
it, so they use recommended, so that they leave it up to you,

Toronto: 12–15

(continued)
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Supplemental Material 2. Continued

Code Quotation
Focus Group (location:

age range, y)

and then if anything happens then they say you can’t blame
them because they give you the option.

Warning labels:
hard to find/see

The warning, it’s really small and the font is really small, so that’s
why people don’t look it. They just buy it.

Toronto: 12–15

Warning labels: no
effects listed

If the drink doesn’t say what the side effects are, then they won’t
care and they’ll just do it anyways.

Toronto: 12–15

They don’t really tell you what can happen if you drink it, so
people might want to try to see what would happen.

Toronto: 12–15

Warning labels: reading/
using the label warning

Actually, I’ve never looked at the warnings. It’s more, like,
people telling me that it’s not good to drink that stuff, but I’ve
never looked at the warnings.

Montreal: 16–18

AmED indicates alcohol mixed with energy drinks; CED, caffeinated energy drinks.
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