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Food Advertising and Marketing to Children and Youth:

Do They Influence Unhealthy Food Purchases?

c alifornia youth, like their peers across the country,
continue to face a nutrition and physical activity crisis.
Today's youth generally fail to meet the dietary guidelines
for Americans that recommend children two years and older
eat a diet consisting of nutrient dense foods. This includes eating
foods that are low in fat, sugar and sodium, eating a variety of
fruits, vegetables, and whole grains, and consuming fat-free or
low-fat milk or milk products. The 2005 Dietary Guidelines for
Americans also recommend that children two years and older
be physically active at least one hour each day on most, but
preferably all days of the week. However, a California study
found that only two percent of teenagers met all five diet and
activity recommendations." Among children in grades five, seven,
and nine who were tested with California’s mandated physical
fitness test in 2004, 73 percent failed to meet the state’s minimum
fitness standards and more than one-quarter were overweight.?

Schools play a significant role in providing food to children and in
shaping children’s acquisition of lifetime dietary habits. In a 2003
study of California high schools, more than 70 percent of the
responding districts reported selling pizza, chips, cookies, and soda
ala carte (sold outside the federal reimbursable meal program).
In comparison, there was only one healthy item (fruit) that was sold
ala carte by over 70 percent of the responding districts.?

Food marketing aimed at children and youth now reaches
young people almost everywhere they are throughout the day
from television to in-school and in-store marketing, to kids clubs,
magazines, the Internet, and toy products. The most prevalent forms
of marketing to children are television and in-school marketing.*

Why are Children and Youth Targeted with
Food Marketing?

Marketers recognize that children and youth are a major
market force because of their spending power, purchasing
influence, and future as adult consumers. The estimates of
spending by children and youth are between $25 and $140
billion a year> Children and youth also influence another
$500 billion of family and other spending per year®

Businesses see schools as an opportunity to make direct sales,
and to cultivate brand awareness and loyalty. School-based
marketing also adds credibility to marketing activities by
associating the company’'s name and product with trusted
schools or teachers.®

Advertising in Schools Has Become Big Business
Commercial activities in schools have become increasingly common
over the past decade. Such activities come in the form of:

I Product sales, such as soft drinks, fast food and snack items
sold out of vending machines, student stores, food carts, and
snack bars, as well as exclusive soft drink and branded food
contracts. This also includes fundraising activities.

2. Direct advertising, such as food and beverage ads placed around
campus on buses, scoreboards, billboards, posters, banners, and
on book covers. Also common are advertisements on the public
announcement system or on classroom television broadcasts.

3. Indirect advertising, such as corporate sponsored educational
programs, sports sponsorships, and incentive programs using
contests, coupons and products.”®

4. Market research, including student surveys or panels, product
pilot or taste tests that expose students to a company's product.

In a 2000 study of California high schools, nearly 72 percent of
responding districts allowed advertising for fast food and beverages
on high school campuses, while only |3 percent prohibited such
advertising’ In a follow-up survey in 2003, the most common fast
food or beverage advertisement on high school campuses were
advertisements on vending machines (48%), scoreboards or signs
(31%), and posters (23%).> A 2006 California study found that 60
percent of the posters and signage for food and beverage products
on responding high school campuses promote foods high in sugar,
sodium and fat.'® Additionally, 65 percent of vending machine ads
and 71 percent of logos displayed on equipment were for soda
and other sweetened beverages.'

Many companies engage cash-strapped schools by offering
marketing dollars as a way for schools to bridge budgets gaps. Of
all product sales in schools, exclusive soft-drink contracts are the
fastest growing ventures.” In exchange for financial compensation,
schools or school districts sign exclusive beverage contracts
with soft drink companies that allow advertising through product
donations, scoreboards and marquees, signage, clothing, and
school supplies. The more beverages sold, the higher the
commissions for the district and soft drink company.'' Such
agreements promote soft drink consumption by students.

Marketers believe brand preference begins before purchase
behavior does.'? These practices are significant because a study
of primary school children found that exposure to advertising
influenced which foods children claimed to like; and another
study showed that labeling and signage on a vending machine
had an effect on what was bought by secondary school students."

For resources and information on school nutrition and physical activity policy, visit www.CaliforniaProject LEAN.org



Marketing in S5chools

Movement Against Advertising in Schools

The National Association of State Boards of Education
developed a policy on school/business relationships that states
“selling or providing access to a captive audience in the
classroom for commercial purposes is exploitation and a
violation of public trust.”

Some school districts have agreed and moved to protect
students from commercial influences. For example in 1999,
the San Francisco Unified School District's Board of Education
passed the “Commercial-Free Schools Act” which set limits
on in-school advertising. The act forbids teachers from using
curriculum that includes unnecessary brand name advertising,
forbids the district from entering into a district-wide exclusive
soft drink or snack food contract, and requires the Board of
Education to approve all long-term corporate sponsorships.

The vast majority of all advertising
on school campuses—posters,
vending ads, events, come from soda,

fast food, and junk food companies.'®

Promising Policy Directions

The growing epidemic of childhood obesity highlights the role

that food and beverage advertising plays in influencing youth eating

behaviors. While not all commercial communications with youth
are inappropriate, some feel youth are a vulnerable group that
should be protected from commercial influences which may
adversely impact their health. The following are recommended
strategies for moderating commercial influences at schools:

I. Eliminate the marketing and advertising of unhealthy foods
and beverages at school.

* New local wellness policies should include promotional
activities that encourage students to consume fruits and
vegetables, low-fat and non-fat milk, and waten.

2. Eliminate commercial influences that promote unhealthy foods
and beverages in district curriculum, classroom materials and
on campus.

* Review resources provided by outside sources, including
curriculum and Channel One broadcasts used in the classroom,
to ensure they do not promote unhealthy foods and beverages.

* Prohibit any district curriculum from including identifiable
brand names in the content of the curriculum.

* Restrict teachers from using identifiable brand names in their
instruction unless absolutely necessary to teaching the lesson.

3. Include consumer education as part of the curriculum.

Adopt school-based curricula that teach youth media literacy
skills which teach them to be informed consumers of the media.

California’s Obesity Crisis: Focus on Solutions

4. Set guidelines for business partnerships that restrict marketing
and advertising of unhealthy foods and beverages.

* Encourage partnerships with business that do not include
product advertising to students.

* For school staff with the responsibility of entering into
business partnerships, conduct trainings on the perils of
marketing unhealthy foods on campus.

Captive Kids: Selling Obesity at Schools is a resource to help stop the
marketing of unhealthy foods and beverages on school campuses.
Visit www.CaliforniaProjectLEANL.org.

References

|. California Teen Eating Exercise and Nutrition Survey (CalTEENS).
2000; Public Health Institute; www.phi.org.

2. California Physical Fitness Testing. 2004; California Department of
Education; www.cde.ca.gov.

3. California High School Fast Food Survey. 2003; Samuels &
Associates and Public Health Institute; www.phi.org.

4. Food Marketing and Advertising Directed at Children and Adolescents:
Implications for Child Overweight November |8,2003; American
Public Health Association Policy Statement; www.apha.org.

5. McNeal J. Tapping the three kids' markets. American Demographics
1998;20:37-41, and Strasburger VC. Children and TV advertising:
nowhere to run, nowhere to hide. ] Dev Behav Pediatr 2001;22:
185-187.

6. Pestering Parents: How Food Companies Market Obesity to
Children. November 2003; Center for Science in the Public Interest;
www.cspinet.org.

7. US Public education: Commercial activities in schools. Report to
congressional requesters. 2000; US General Accounting Office,
GAO/HEHS-00-156.

8. Food Politics: How the Food Industry Influences Nutrition and
Health. 2002; M. Nestle; Los Angeles: University of Califomia Press.

9. California High School Fast Food Survey. 2000; Samuels &
Associates and Public Health Institute; www.phi.org.

10. Food and Beverage Marketing on California High School
Campuses: Findings and Recommendations; 2006; Samuels and
Associates and Public Health Institute; www.phi.org.

I'l. Prevalence and Specifics of District-wide Beverage Contracts in
Califomia’s Largest School Districts: Findings and Recommendations.
2002; Public Health Institute; www.phi.org,

[2. McNeal J. The Kids Market: Myth and Realities. Ithaca, NY:
Paramount Market Publishing, [999.

I3. Does Food Promotion Influence Children? A Systematic Review of
the Evidence. 2004; G. Hastings; Food Standards Agency; University
of Strathclyde Centre for Social Marketing.

The Public Health Institute would like to thank California Project LEAN for their assistance
with this publication. The publication was funded by a grant from The California Endowment,
and the California Department of Justice, Antitrust Law Section, from litigation settlement funds
to improve the health and nutrition of California consumers.

¢’ PUBLIC
HEALTH

INSTITUTE

Public Health Institute

555 |2th Street, |0th Floor
QOakland, CA 94607-4046
Phone: 510.285.5500

Fax: 510.285.5501

Web: www.phi.org





<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


