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Sugar-sweetened beverages 
A qualitative investigation of knowledge, beliefs and attitudes… 

•  Understanding of sugar in SSBs was limited 
I don’t know, …sports drinks… I don’t see it as having as much sugar as an energy drink or a Red Bull.  I still think 
it has sugar but it’s not at those really high unhealthy levels. (F, Young Adult, Mid-SES) 
 

•  Consumption reported on a ‘treat’ basis however ‘treats’ occurred frequently, even daily. 
The sugary ones I see as a treat … like with dinner you know, I’ll have a nice little drink. (F, Parent, Low-SES) 
 

•  Sometimes used to fill energy ‘deficit’ esp. for sports, for children and for both  
… [I] make a conscious choice to give them a sugar drink, for energy. (F, Parent, Mid-SES) 

I do play sports so it’s really handy, like I play cricket, I’m a bowler, after I come in, for tea break, I will have a 
Gatorade or two, just to get the energy levels back up. (M, Parent, Low) 
 

•  Limited knowledge of the health impacts of high consumption, especially long term health 
consequences, and low perceived personal relevance (e.g. weight gain) 



Sugar-sweetened beverages 
…responses to potential regulatory measures to curb obesity 
 
•  Health initiatives to curb consumption were generally supported, with participants 

suggesting:  
•  Social marketing campaigns aimed at adults and parents of young children, 
•  Integration into the school curriculum. 
•  Improved labelling of SSB (e.g. utilising a traffic light system) 
•  Restrictions on supply and marketing of SSBs to children 

 
•  Taxation of SSBs was not well received by many, mainly due to personal consumption. 

•  Consensus that a tax would need to be substantial to influence purchasing behaviour (e.g. 
15-20%). 

•  Several expressed concern that taxing SSB was not appropriate when other forms of 
sugar were not taxed e.g. chocolate bars, junk food.  

•  Taxation had higher support if hypothecated for health initiatives. 

 


