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¢ One-third of American children and youth are either obese or at risk of

¢ Obesity is linked to increased risk for Type 2 diabetes, coronary heart
disease, cancer, and hypertension.?
¢ Due to increasing obesity rates, this generation of children may be the first in 200 years with a shorter life

expectancy than their parents. *

Food Marketing Works
¢ |n 2006, based on a comprehensive review of the research, the Institute of Medicine
issued a report finding strong evidence that television advertising influences children’s food
preferences, purchase requests, and diets. Among its recommendations: Stop using

licensed characters to promote junk food.>

« Children consume about 167 extra calories for ever hour of TV that they watch.® A
preschooler’s risk for obesity increases by 6% for every hour of TV watched per day.’

¢ One thirty-second commercial can influence the brand
preferences of children as young as two.®

¢ |In a 2007 study, preschool children reported that food in McDonald’s wrappers
tasted better than food in plain wrappers, suggesting that branding can even
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trump sensory input.®
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It's Everywhere
» Food and beverage advertisers are spending between $10 and $15 billion annually marketing to children.®

e About 98% of all televised food ads seen by children are for foods high in sugar, fat, or sodium.**

« Eight out of ten food companies that advertise on television also do advertising to children on the web? in
virtual worlds such as Whyville, and Nicktropolis,™® and through advergames** such as Pringles “Snack

Attack.”

¢ In 2006, more than 80 different media programs were used to promote food to children
through brand licensing or toy giveaways. That same year fast food restaurants sold more

than 1.2 billion kids meals with toys.*®
e Coca-Cola paid $20 million for product placement in American ldol, which is frequently
among the top rated TV shows for children 2-11.

¢ Burger King has branded games specifically designed for cell phones. In “BK City”
players navigate through a Burger King restaurant, interact with the King, and encounter

flying Whopper sandwiches.*’
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¢ Junk food continues to be marketed in schools through vending machines, team sponsorships, incentive
programs, fundraising, direct advertising, and sponsored educational materials.*®

Mixed Messages

¢ In-school junk food advertising masquerades as education.
Ronald McDonald visits schools to promote literacy, character
education, and fitness. McDonaId s, Coke and Pepsi all have
in-school fithess programs.*

o Characters appearing on high-sugar and high-calorie foods .
also appear on healthier foods, sending mixed messages to ' 4 Cr = SPisey. A
children. Dora the Explorer appears as a chocolate lollipop?® ~ Ny @'
and on packaging for fruits and vegetables. * g > '

¢ Food and beverage companies are positioning themselves as partners in the fight
against childhood obesity, yet corporations such as Coca Cola and Pepsico have consistently Iobbred
against state and local legislation to curb the marketing of unhealthy foods and beverages in schools.?

¢ In 2007, CCFC launched a campaign to “fire Shrek” from his role as a spokes-character for the Department
of Health and Human Services, because at the same time, the film Shrek Il was promoting M&M’s,
Snickers, Skittles, McDonald’s Happy Meals, Keebler E.L. Fudge Double Stuffed cookies, and more.?*
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