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A glossary of terms is provided to explain terms used in health and marketing that may be unfamiliar when used outside of either discipline.
	Term [reference]
	Definition

	Ad scepticism [1]
	The tendency to disbelieve the informational claims of advertising.

	Bandwagon heuristic/effect [2]
	Implies collective endorsement and popularity of the underlying content. The idea that ‘if others think that something is good, then I should too’.

	Brand attitude [3]
	The positive or negative feelings and opinions of consumers toward a brand.

	Celebrity [4]
	A famous person, especially in entertainment or sport.

	Cognitive processing/elaboration [5]
	The use of pre-existing knowledge in support of new learning i.e. relating new information to something you already know. 

	Consumer-generated advertising [6]
	Brand content created by consumers, such as a picture, video, or blog post about a product, often shared over social media.

	Corporate brand [7]
	Has a broader scope than promoting products and services. The brand name is used in advertising to stakeholders. Importance is placed on the attitude and spirit behind the company e.g. Apple, Nike. 

	Elaboration Likelihood Model [8]
· Central processing
· Peripheral processing
	A model that proposes every message is undergoing the process of persuasion, affecting the attitude and views of the reader. There are two routes to persuasion, equally effective but used at different times:
· Central route: consists of thoughtful consideration of the arguments (ideas, content) of the message. The consumer is being an active participant in the process of persuasion. Requires motivation and ability. 
· Peripheral route: When the consumer decides whether to agree with the message based on other cues besides the strength of the arguments or ideas in the message. When there is little motivation to think critically. 

	Engagement [9]
	Refers to social media activities that include browsing, liking, commenting on, and sharing content. 

	Facebook [10]
	A social networking website where users can post comments, share photographs, and post links to news or other interesting content on the web, chat live, and watch short-form video.

	Herd behaviour [11]
	The phenomenon of individuals deciding to follow others and imitating group behaviours rather than deciding independently on the basis of their own, private information.

	Human brand [12]
	Any well-known persona who is the subject of marketing communication efforts. Refers to both SMI and celebrities. 

	Instagram [13]
	A social networking site that involves posting photos with the option of using enhancement filters, and nonreciprocal following of other users. Accounts can be private (request to follow others) or public (anyone can follow).

	Message credibility [14]
	How message characteristics (e.g. language intensity, message content, message delivery) impact perceptions of believability, either of the source or the source’s message. 

	Microblogging platforms [9]
	A type of blog in which users can post small pieces of digital content like pictures, video, or audio on the Internet.

	Micro-celebrity [15]
	People “amping up” their popularity over the Web using techniques like video, blogs, and social networking sites (e.g. Instagram, Facebook).

	Nutrition Professional [16]
	An individual who holds a degree in Nutrition, with 3+ years’ experience working within the field.

	Post-truth era [17]
	Relating to a situation in which people are more likely to accept an argument based on their emotions and beliefs, rather than one based on facts.

	Reverse bandwagon heuristic/effect [18]
	Consumer perceives the lowest credibility (or other outcome) when the bandwagon is highest (e.g. number of followers).

	Self-Determination Theory [19]
· Autonomy
· Competence
· Relatedness
	A theory of human motivation concerned with people’s innate psychological needs. Concerned with the motivation behind people’s choices that occur without external influence.
· Autonomy: person’s need to feel that his or her activities are self-chosen, self-governed, and self-endorsed. 
· Competence: A person’s innate, life-span tendency to seek feelings of effectiveness, achievement, and challenge in his or her activities.
· Relatedness: A person’s need to feel a sense of closeness with others.

	Snob effect [20]
	In economics: Snob consumers see the price as an indicator of privilege and avoid using popular brands in order to have an inner-directed consumption experience, i.e. the need to be the only consumer of a product. 
On social media: When consumers see others have liked/engaged with a post and, therefore, do not want to engage as they do not want to be associated with others.

	Social media [21]
	Any web-based communication channel, dedicated to community-based input, interaction, content-sharing, or collaboration.

	Social media influencer [21]
	Individuals, or groups of individuals, who can shape attitudes and behaviours through online channels. Can be a celebrity or someone that is unknown outside of social media.


	Source credibility [22]
	A communicator’s positive characteristics that affect the receiver’s acceptance of a message. Includes the speaker’s attractiveness, trustworthiness, and expertise.

	Twitter [23]
	An online news and social networking site where people communicate in short messages called Tweets. There is a 280-character limit.

	YouTube [24]
	A public video-sharing website where people can experience varying degrees of engagement with videos, ranging from casual viewing to sharing videos in order to maintain social relationships.
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