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Context: The IOM released an expert committee report in 2005 that assessed the nature, extent, and
influence of food and beverage marketing practices on the diets and health of American children and
adolescents. The report concluded that prevailing marketing practices did not support a healthful
diet and offered recommendations for diverse stakeholders to promote a healthful diet. The
investigators evaluated progress made by food, beverage, and restaurant companies; trade
associations; entertainment companies; and the media to achieve the IOM report recommenda-
tions over 5 years.

Evidence acquisition: A literature review was conducted of electronic databases and relevant
government, industry, and media websites between December 1, 2005, and January 31, 2011.
Evidence selection was guided by the IOM LEAD principles (i.e., locate, evaluate, and assemble
evidence to inform decisions) and five qualitative-research criteria, and it was validated by data
and investigator triangulation. The investigators selected and categorized 117 data sources into
two evidence tables used to evaluate industry progress (i.e., no, limited, moderate, and
extensive).

Evidence synthesis: Food and beverage companies made moderate progress; however, limited
progress was made by other industry subsectors. Industry stakeholders used integrated marketing
communications (IMC) to promote primarily unhealthy products, which threaten children’s and
adolescents’ health and miss opportunities to promote a healthy eating environment.

Conclusions: Diverse industry stakeholders have several untapped opportunities to advance prog-
ress by promoting IMC to support a healthful diet; substantially strengthening self-regulatory
programs; supporting truthful and non-misleading product labeling and health claims; engaging in

partnerships; and funding independent evaluations of collective efforts.
(Am ] Prev Med 2011;41(3):322-333) © 2011 American Journal of Preventive Medicine

Context

ood and beverage marketing to children and ado-
lescents is a complex, contentious, and rapidly
evolving issue linked to the U.S. overweight and
obesity crisis that affects one third (32%) of American
children and adolescents, aged 2-19 years."> In 2004,
Congress directed the IOM of the National Academies to
convene an expert committee to review the evidence for
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food and beverage marketing practices that influence the
diets of children and adolescents and recommend strate-
gies to promote a healthful diet. In December 2005, the
IOM released an expert committee report, Food Market-
ing to Children and Youth: Threat or Opportunity?” which
assessed the nature, extent, and influence of food and
beverage marketing on the diets and health of American
children and adolescents.

The IOM committee documented that most Ameri-
can children and adolescents have inadequate intakes
of nutrient-dense food groups (i.e., fruits, vegetables,
whole grains, and low-fat dairy) and consume lower
than recommended levels of shortfall nutrients (i.e.,
potassium, fiber, and calcium).> Young people also
have excessive intakes of energy-dense foods and bev-
erages and consume higher than recommended levels
of nutrients of concern (i.e., sodium, added sugars,
total calories, total fat, and saturated fat). Recent
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analyses have confirmed these troubling dietary
trends.*

The IOM committee conducted a systematic literature
review and found that TV advertising influenced chil-
dren’s preferences and purchase requests, diets, and
health. The committee’s findings were limited to TV ad-
vertising because of knowledge gaps and lack of access to
proprietary information about newer forms of inte-
grated marketing communications (IMC), whereby
companies combine advertising, public relations, sales
promotion, direct marketing, sponsorships, and point-
of-purchase with many communication techniques to
provide clarity, consistency, and maximum impact to
reach customers.'*!!

The IOM committee® also found that leading food and
beverage companies spent substantial resources to mar-
ket branded food and beverage products to young people
that do not support a healthful diet. These findings were
confirmed by the Federal Trade Com-
mission (FTC)."? According to the 2006

and actions industry stakeholders might pursue to ad-
vance progress toward the IOM food marketing report
recommendations.

Evidence Acquisition

Table 1 summarizes the methods used to evaluate indus-
try progress. The investigators (1) established the evi-
dence selection approach, criteria, and search strategy,
including search terms; (2) conducted a literature review
between December 1, 2005, and January 31, 2011, of
electronic databases, federal government agency web-
sites, company and industry websites, gray-literature
studies and reports, and media stories or news releases;
(3) selected and categorized 117 evidence sources (n=47
published articles and reports and n=70 media stories or
news releases) into two evidence tables; (4) indepen-
dently reviewed the evidence for the major IOM recom-
mendations and subrecommendations before assigning

an evaluation category, and reached con-

marketing expenditures of 44 food, bev- See

sensus on the progress evaluation category
(i.e., no, limited, moderate, and extensive)

erage, and restaurant companies, more related for stakeholder groups in a specific sector
than $1.6 billion were spent to market Commentary by pertinent to each recommendation; and
primarily unhealthy products to chil- McGinnis in (5) identified opportunities and potential
dren and adolescents, of which $870 this issue.

actions that industry stakeholders could

million were spent to market to chil-
dren aged <12 years and more than $1
billion were spent to market to adolescents."

The IOM committee concluded that food and beverage
marketing influences the diets and health of children and
adolescents; current marketing practices are out of bal-
ance with a healthful diet and create an environment that
puts young people’s health at risk; companies and mar-
keters have underutilized their potential to apply re-
sources and creativity to market a healthful diet; achiev-
ing a healthful diet will require industry leadership and
sustained, multisectoral, and integrated efforts; and cur-
rent public policy lacks support or authority to address
emerging marketing practices that influence diets.

The IOM report offered 10 recommendations to guide
diverse private- and public-sector stakeholders to pro-
mote a healthful diet to children and adolescents. The
first five recommendations focus on industry stakehold-
ers including food, beverage, and restaurant companies;
industry trade associations; food retailers; entertainment
companies; and the media.

A companion paper will address public-sector stake-
holder progress. This paper reviews the available evi-
dence between December 1, 2005, and January 31, 2011,
to evaluate industry stakeholders’ progress to market a
healthful diet to children and adolescents. The results are
discussed within the context of potential opportunities
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take to accelerate progress toward the IOM
food marketing recommendations based on
the evidence table, other expert committee reports, and
grounded in the evolving policy developments for each
area explored.

To guide the evidence selection and interpretation, the
investigators used principles developed by a separate
IOM expert committee in 2010,"* based on an obesity-
prevention decision-making framework to locate, evalu-
ate, and assemble evidence to inform decisions (LEAD).
The LEAD principles were developed for decisionmakers
to use a systems perspective to identify the type of evi-
dence required to answer specific public health questions
when evidence is limited but actions must be taken. The
LEAD approach combines available evidence with the-
ory, professional experience, and local wisdom to inform
decision making and integrates scientific evidence into
broader factors that influence obesity-prevention poli-
cies."” The investigators selected the LEAD approach be-
cause it was appropriate to the research task to use all
available evidence to inform policy. Food marketing to
young people is a complex issue requiring diverse evi-
dence from broad areas to evaluate overall progress over
time made by multiple stakeholders to market a healthful
diet to children and adolescents.

The investigators used five accepted qualitative-
research criteria'* (i.e., data relevance, research-design
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Table 1. Methodologic approach used to evaluate industry progress

evidence selection approach, criteria, and search strategy

and credibility by data verification)

of the White House Press Secretary)

Media stories, press and news releases

Primary author, year, and reference number

Major findings

I. Investigators used the IOM LEAD principles (i.e., locate, evaluate, and assemble evidence to inform decisions) to establish

Five qualitative-research criteria (i.e., data relevance, research-design quality, professional judgment, contextual analysis,

Search terms (i.e., child, children, adolescents, food advertising, food marketing, beverage advertising, health, wellness,
obesity, overweight, food retail, restaurant, fast food, media, entertainment, product reformulation, labeling, nutrient
profiling, health claim, nutrient claim, advertising, marketing, industry self-regulation, licensed character, and partnership)

Triangulation (i.e., data and investigator) to identify convergence of evidence
Il. LOCATE: Investigators conducted a literature review between December 1, 2005, and January 31, 2011
Electronic databases (i.e., MEDLINE, Science Direct, LexisNexis, Library of Congress, Business Source Premier and Mergent)

U.S. federal government agency websites (i.e., DHHS, CDC, Department of Education, Federal Communications
Commission, Food and Drug Administration, Federal Trade Commission, NIH, U.S. Department of Agriculture, and the Office

Websites of food, beverage, restaurant, and entertainment companies and industry trade associations

Studies and reports released by industry, government, nonprofit organization, foundations, and academic institutions

Ill. EVALUATE and ASSEMBLE: Investigators selected and categorized 117 evidence sources (n=47 published articles or reports
and n=70 media stories, press or hews releases) into two evidence tables that contained the following information:

Study design or report description (i.e., government, industry, foundation, nongovernment organization, peer-reviewed
journal article, and expert committee report), or media story, press or news release description

All of the available evidence was considered before one of four evaluation categories was selected (i.e., no, limited, moderate,
and extensive) for stakeholders within a specific sector pertinent to each IOM recommendation, drawing from these criteria:

Stakeholder transparency, accountability, cooperation, and collaboration within and across sectors with other groups (e.g.,
government and public health advocates), consistency of actions, establishing and implementing meaningful goals and
benchmarks, and voluntary reporting on progress to promote a healthful diet to children and adolescents

IV. INFORM DECISIONS: Investigators identified opportunities and potential actions that industry stakeholders could take to
advance progress toward the IOM food marketing recommendations

Proposed actions are grounded in the evidence tables, the evolving policy developments for each relevant area, and
supported by other expert committee and advisory group reports

quality, professional judgment, contextual analysis, and
credibility by data verification) and data and investigator
triangulation to validate evidence convergence.'>'® The
search terms were selected after reviewing the existing
food and beverage marketing literature (Table 1). The
initial search yielded hundreds of documents. The inves-
tigators repeated and refined subsequent searches ac-
cording to specific evaluations that pertained to the IOM
recommendations for each industry sector examined.

Appendix A (available online at www.ajpmonline.org)
summarizes the study designs, report descriptions, and
findings for 47 evidence sources. Appendix B (available
online at www.ajpmonline.org) lists 70 media stories,
press, or news releases used for the evaluation.

Figure 1 provides the recommendations for industry
stakeholders, specific action domains, and a progress
evaluation for each industry sector. The investigators
convened to discuss opportunities and actions that in-

dustry decision makers might take to accelerate progress
toward the IOM committee’s recommendations. Figure 1
highlights potential opportunities and actions that are
grounded in the evidence tables, the evolving policy de-
velopments for each area, and supported by other expert
committee and advisory group reports. The results are
presented in a narrative summary.

Evidence Synthesis

The evaluation showed that extensive progress was not
made by any industry stakeholder to achieve the IOM rec-
ommendations (Figure 1). Moderate progress was made by
food and beverage companies and industry, in cooperation
with public-sector groups, to improve marketing practice
standards; and limited progress was made by restaurants,
industry trade associations, entertainment companies, and
the media over the 5-year period reviewed.

www.ajpmonline.org
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STAKEHOLDERS  ACTION DOMAINS PROGRESS * SUGGESTED ACTIONS

ALL AREAS [[(s]a]4:7.5) 88 « Expand healthier food and beverage products

e Product development e Strengthen and support industry self-regulatory
and reformulation pragrams

* Advertising and marketing * Improve product labeling and use truthful and

* Product labeling and health claims non-misleading health claims to promote healthy

* Engage all marketing vehicles food and beverage products
and venues * Encourage partnerships to promote a healthful diet

* Support evaluations of collective efforts to
promote a healthful diet

2. RESTAURANTS  ALL AREAS LIMITED « Join and support industry self-regulatory programs
¢ Expand healthier choices ¢ Establish healthy meal standards and healthy
* Prominent menu labeling default choices
* Use competitive pricing strategically to promote
healthy options
« Dffer toys and incentives only with healthy food,
beverage and meal products
* Promote clear menu labeling
* Encourage partnerships to promote a healthful diet
* Support evaluations of collective efforts to
promote a healthful diet

3. INDUSTRY ALL AREAS LIMITED ¢ Develop a competitive framework for members
TRADE * Support members to develop to promote a healthful diet
ASSOCIATIONS  and adopt industry-wide food * Provide technical assistance to members to adhere
and beverage marketing to government nutrition standards for marketing
practice standards to children and adolescents
* Provide technical assistance ¢ Incentivize grocery stores and food retailers to
to members promote healthy options
* Collaborate with public-sector * Evaluate the 2006 school snack food agreement
sl e GMA initiatives * Work with the FDA to develop and adopt industry-
e wide food and beverage front-of-package labeling
* Encourage partnerships to promote a
healthful diet
* Support evaluations of collective efforts to
promote a healthful diet

ALL AREAS [ [=]: /3 LY 8  Expand and promote healthy products through

* Expand, enforce and evaluate integrated marketing communications (IMC)
industry self-regulatory guidelines ¢ Collaborate with public-sector stakeholders and the
beyond advertising IWG to strengthen and support the CFBAI beyond

* Use of licensed characters advertising and expand pledges to adolescents

* Cooperate with the FTC and CARU * Use licensed characters only for healthy food and
to evaluate and enforce the beverage product promotion
expanded guidelines * Cooperate with the the FTC, CBBB, CARU and CFBAI

k to evaluate and enforce the expanded guidelines

5. MEDIA & ALL AREAS LIMITED * Join and support industry self-regulatory progra
ENTERTAINMENT » Use multiple media platforms to * Use licensed characters only for healthy
ComPANIES promote storylines and messages product promotion

that support a healthful diet * Media accurately report and interpret press
* Media serve as accurate stories to the public
interpreters and reporters * Encourage partnerships to promote a healthful diet
to the public ® Support evaluations of collective efforts to promote
k a healthful diet

Figure 1. Potential opportunities and actions for industry stakeholders to promote a healthful diet to American children
and adolescents

Note: Based on the IOM private-sector recommendations

ABA, American Beverage Association; CARU, Children’s Advertising Review Unit; CBBB, Council of the Better Business Bureaus, Inc.; CFBAI,
Children’s Food and Beverage Advertising Initiative; FMI, Food Marketing Institute; FDA, Food and Drug Administration; FTC, Federal Trade
Commission; GMA, Grocery Manufacturers Association; IMC, Integrated Marketing Communications; IWG, Federal Interagency Working Group
on Marketing to Children (i.e., CDC, FDA, FTC, USDA); NRA, Natonal Restaurant Association; SFA, Snack Food Association
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Food and Beverage Companies—Moderate
Progress Achieved

Industry reports suggest that progress was made to
reformulate and expand healthier products'’~**; re-
duce TV advertising for unhealthy products (i.e., sweet
snacks and sugar-sweetened beverages [SSBs])*' %%
that was supported by two independent evalua-
tions*>?’; develop front-of-package (FOP) labeling for
consumers to identify healthy products®®*?; and initi-
ate partnerships to promote a healthful diet and
healthy lifestyles.”*"

In 2006, the Council of the Better Business Bureaus
(CBBB) and National Advertising Review Council an-
nounced revisions to strengthen the Children’s Advertis-
ing Review Unit’s (CARU’s) self-regulatory guidelines
and released the Children’s Food and Beverage Advertis-
ing Initiative (CFBAI).*”> The CFBAI became operational
with ten food companies in July 2007.%'

By September 2010, 17 companies (15 food and bever-
age companies and two restaurant companies) partici-
pated in the CFBAI and voluntarily pledged to shift the
child-directed advertising messages to encourage health-
ier dietary choices and healthy lifestyles.>

Three CFBAI monitoring reports were released at 6,
12, and 24 months (2008 -2010)*'>* that documented
high compliance with company pledges for child-
directed advertising. The CFBAI guidelines were
strengthened and revised in 2009 and 2010.>*7>° Several
food and beverage companies promote healthy lifestyles
through public-private partnerships with industry coali-
tions, such as the Healthy Weight Commitment Founda-
tion (HWCF),>**” and the Partnership for a Healthier
America (PHA).?®

The investigators’ progress evaluation found that de-
spite positive actions reported, product reformulations
showed only incremental changes to meet healthier nu-
trient profiles®~*'; companies continued to advertise
and market unhealthy foods and beverages to young peo-
ple'>**~** compared to pre-December 2005 marketing
trends*>™'; companies used misleading advertising
and health claims to promote children’s products®*>* and
the FTC and CARU investigated certain claims>~"; and
FOP labeling symbols and nutrient-profiling systems
were based on different criteria that hindered consum-
ers’ selection of healthy products in grocery stores.*®>®
Company pledges failed to protect children aged <12
years and adolescents, aged 12-17 years, from all types
of marketing practices promoting unhealthy prod-
ucts® %% nonparticipating CFBAI companies were
more likely to market unhealthy products®'; and pub-
lic-private partnerships should be evaluated for
effectiveness.”

Restaurants—Limited Progress Achieved
Full-service and quick-serve chain restaurants (QSRs)
made limited progress to expand and promote healthier
meals and provide calories and other nutrition informa-
tion at point of choice and consumption. A 2006 Key-
stone Center advisory committee (with industry repre-
sentatives) reinforced the IOM food marketing report
recommendations for restaurants to expand healthier op-
tions, reduce portion sizes, and promote menu label-
ing®*°% however, restaurants failed to act, as revealed by
two studies in 2008 -2009 that documented that less than
10% of children’s restaurant meals met healthful criteria
consistent with the Dietary Guidelines for Americans
(DG A).66,67

In 2010, the Rudd Center released a study examining
children’s and adolescents’ meal choices at 12 leading
QSR chains.®® The study documented that only 12 of 3039
children’s meal combinations met established nutrition cri-
teria for preschoolers; only 15 meals met nutrition criteria
for older children; meals purchased by adolescents pro-
vided an average of 800 -1100 calories/meal, representing
half of their recommended daily calories; and meals sold
to young people rarely offered healthy side dishes as the
default choice.*®

Although some restaurants reported expanding
healthier children’s meal options,”’ >’ changes made
suggested an industry strategy to respond to negative
public relations generated by advocacy groups disclosing
that most restaurant meals exceeded young children’s
recommended daily calories (480 calories/meal, repre-
senting one third of the recommended 1300 calories/day
for young children)®” and adolescents’ recommended
daily calories (733 calories/meal, representing one third
of the recommended 2200 calories/meal for adoles-
cents).”® Meals also exceeded recommendations for so-
dium, fat, and added sugars®®~®® that contributed to poor
diet quality. Two studies suggested that mandatory menu
labeling may help parents make healthier choices for their
children.”"”?

Only Subway and Walt Disney restaurants have desig-
nated healthy default choices (i.e., fruits, nonstarchy veg-
etables, and low-fat or fat-free milk) as the preferred side
dishes and beverages, respectively, accompanying chil-
dren’s meals instead of high-calorie, low-nutrient options
(i.e., french fries and SSBs).°*®®”?> McDonald’s and
Burger King are the only two restaurants participating in
the CFBAL>'"*’ Several other leading QSR restaurants,
including YUM! Brands (the parent company for KFC,
Taco Bell, and Pizza Hut) and Subway, have not joined
the CFBAL

The QSR sector spent more than $4.2 billion in 2009 on
marketing to young people and adults through TV, digi-
tal, mobile, and social media.®® From 2003 through 2009,

www.ajpmonline.org



Kraak et al / Am ] Prev Med 2011;41(3):322-333 327

exposure to QSR chain TV advertisements increased by
21% for preschoolers; 34% for children (aged 2-11 years);
and 39% for adolescents (aged 12-17 years).”>°® African-
American children and adolescents, who are dispropor-
tionately affected by higher overweight and obesity rates,
were targeted more aggressively by QSR chain restaurant
TV advertisements during this period.”>**7*

A 2010 evaluation documented that only 24% of 42
restaurants had marketing policies for children and had
complied with the FTC’s recommendation to standardize
nutrition criteria for marketing to children.”> No evi-
dence showed that restaurants had used competitive pric-
ing to encourage healthy meals, and QSR restaurants
failed to provide nutrition guidelines for meals when
offering toys to children.”>”® McDonald’s opposed health
advocates in California’s Santa Clara County”” and San
Francisco’® to legally mandate specific nutrition stan-
dards when distributing toys or incentives with chil-
dren’s meals. Although McDonald’s defended its
Happy Meals,”” the company reportedly reformulated
children’s meals and posted the updated information
on a public website®® after being threatened with a
consumer advocacy-group lawsuit®' formally initiated
in December 2010.%

Restaurants have not joined public-private partner-
ships such as the HWCF and the PHA to promote a
healthful diet. The restaurant leadership inadequacies
were noted by First Lady Michelle Obama, who encour-
aged the sector to substantially improve meals for Amer-
ican children and families and their involvement in the
Let’s Move! initiative.>

Industry Trade Associations—Limited
Progress Achieved
Industry trade associations collectively made limited
progress to demonstrate leadership and harness industry
creativity, support, and resources to market a healthful
diet. Trade associations representing the food, beverage,
food retail, and fresh produce industry demonstrated cer-
tain positive actions during the period reviewed.”>%*~*°
Very limited progress was made by trade associations
representing advertisers and marketers,”** restau-
rants,”” and the confection®® and snack-food®® sectors.
No evidence showed that the 2006 school snack-food
agreement’® had been evaluated. Unhealthy food and
beverage products were widely available to children
through food retailers.””*® Nevertheless, Wal-Mart an-
nounced encouraging steps in early 2011 to expand
healthier options.”” Only three trade associations are
members or partners of the HWCE.””

This evaluation accounted for delayed industry trade
actions—which appeared to improve in February 2010
after Let’s Move! was initiated'’° and in May 2010 after
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the release of the White House Task Force Report on
Childhood Obesity'*' —and lobbying actions that under-
mined public health goals. The National Restaurant As-
sociation (NRA) neither publicly encouraged members
to join the CFBAI nor provided technical support to
promote clear advertising policies to children that
aligned with healthy criteria. NRA also failed to support
mentu labeling until it became apparent that it would be
enacted into law through healthcare reform legislation in
March 2010."% Two advertising trade associations con-
tinue to defend their right to advertise to children.”*?
The National Confectioners Association viewed the
Child Nutrition Program Reauthorization legislation as a
threat because of proposed limits on candy sales in school
vending machines.”* These trade associations did not
make position papers or policies publicly available to
support marketing a healthful diet.

The Grocery Manufacturers Association’s (GMA’s)
positive actions were evaluated within the context of
spending $1.6 million and the NRA spending $1.4 mil-
lion, respectively, to lobby legislators to oppose an SSB
tax in 2009."** In late 2010 and early 2011, GMA and the
Food Marketing Institute (FMI) announced that they had
developed their own FOP nutrition labeling system called
“Nutrition Keys” and pledged a $50 million education
campaign to provide American consumers with an easy-
to-use format providing calories, saturated fat, sodium,
and added sugars.'®* "% This strategy was developed
without FDA input'®” and preempted a forthcoming
IOM report based on consumers’ understanding of
FOP systems. The industry initiative could confuse
consumers unless it is spearheaded by the Food and
Drug Administration (FDA) and informed by IOM
recommendations.”®

Marketing Practice Standards—Moderate
Progress Achieved

Industry stakeholders made moderate progress to work
with government and other groups to establish and en-
force marketing standards for young people. By 2010, a
total of 17 companies, representing about two thirds of
the industry marketing expenditures for children and
adolescents, voluntarily participated in the CFBAI and
reported progress in revising, applying, and evaluating
their advertising standards.”>**>*®19-11% " Although,
many marketing practices and marketing to adolescents
were excluded from companies’ pledges.

Government made moderate progress to evaluate
companies’ compliance. The FTC released three reports
between 2006 and 2008 — one with the DHHS acknowl-
edging some positive company actions'’; an analysis of
young people’s TV advertising exposure between 1977
and 2004 that showed a majority of advertisements pro-
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moted unhealthy foods to children aged 2-11 years
through prime-time TV and other programming'''; and
a report documenting that more than $1.6 billion was
spent in 2006 to market primarily unhealthy food and
beverage products to young people.'”

A 2008 Senate hearing''? and the FTC'? urged compa-
nies to adopt meaningful, uniform nutrition standards
for all products marketed to children, and develop
pledges beyond child-directed advertising that would ap-
ply to all forms of marketing, including measured media
spending (representing media categories that companies
use to promote products systematically tracked by media
research companies) and unmeasured media spending
(representing sales promotions, coupons, and Internet-
based marketing that are not systematically tracked).>'?
No company has yet complied fully with the FTC
recommendations.

A 2006 Federal Communications Commission (FCC)
Task Force was unable to reach consensus on nutrition
standards and media marketing by 2008."'* In 2009, con-
cern about the limited effectiveness of industry self-
regulation prompted Congress to direct the federal gov-
ernment to convene an Interagency Working Group
(IWG) on Marketing to Children with representatives
from the CDC, FDA, FTC, and U.S. Department of Agri-
culture (USDA) to conduct a study and develop re-
commendations to establish food marketing standards
for promotional practices targeting children and
adolescents.'"*

Congress requested the IWG to submit its report and
recommendations by July 15, 2010. Although tentative
draft nutrition standards were released by the federal
IWG at an FTC meeting in December 2009,'"” delays in
posting to elicit public input prevented the IWG from
meeting the July 15, 2010, congressional deadline.''® In
September 2010, the FT'C delivered subpoenas to 48 food
and beverage manufacturers, distributors, and QSRs to
obtain information to review changes in industry expen-
ditures and marketing activities from 2006 to 2009 and to
assess the effectiveness of industry’s voluntary actions
over this period"'” for a follow-up report to be released in
2011.1%°

This progress evaluation noted several industry inade-
quacies to improve marketing practices that protect chil-
dren and adolescents. First, most companies have not
extended self-regulatory pledges to cover broader forms
of child-directed marketing, such as product packaging
and in-store marketing. The pledges of most companies
do not cover all forms of spending on “new media” (i.e.,
digital, mobile, and interactive social media) that are less
expensive and highly engaging to maximize young
people’s exposure to marketing messages for un-
healthy products more effectively when compared to

traditional forms of advertising."'® The pledges of
most companies also do not cover all school-based
marketing practices (i.e., fundraisers, sponsorship, in-
school celebrations, label-redemption programs, pro-
ducts donated as contributions-in-kind, and cause
marketing).'?° 1%

Second, companies have not extended pledges to cover
advertising and marketing practices that promote un-
healthy food and beverage products targeted to adoles-
cents.''” Third, each CFBAI member’s pledge is based on
its own selective nutrition standards rather than a univer-
sal set of evidence-based nutrition standards.®> Fourth,
although a reduction in third-party licensed characters
used to promote products to young children was ob-
served, companies are using other forms of cross-
promotion marketing.'** Nearly half (49.4%) of com-
pany advertisements use licensed characters to promote
unhealthy products,®’ which is important because chil-
dren prefer foods with licensed characters, especially for
energy-dense foods (candy) compared to healthier op-
tions (baby carrots).'**

Media and Entertainment
Companies—Limited Progress Achieved

The media and entertainment industry made limited
progress during the period reviewed. At a 2008 Senate
hearing,''? the FCC Chairman expressed concern that
few media companies had voluntarily limited advertise-
ments targeting children.'** A 2010 evaluation showed
that only one quarter of entertainment companies had a
clear policy on food marketing to children. Existing pol-
icies addressed third-party licensed characters but were
weaker for products marketed through broadcast, print,
and digital media and product placement.> Only Walt
Disney and Sesame Workshop reported limiting child-
directed marketing to products meeting specific nutrition
standards. The Cartoon Network developed policies for
licensed characters but lacked policies for other promo-
tional activities. Nickelodeon neither had nutrition stan-
dards nor a clear policy about food marketing to chil-
dren®>'*>12¢ despite earlier public commitments to
implement policies.'”"*”

One evaluation found that the percentage of advertise-
ments for high-calorie and low-nutrient foods aired by
entertainment companies decreased only slightly be-
tween 2005 and 2009 (before and after the CFBAI was
implemented) from about nine in ten (88%) to eight in
ten (79%) food advertisements.®’ No children’s enter-
tainment companies currently participate in the CFBAI
or HWCEF. Entertainment companies’ brand-equity char-
acters are exempted from the updated 2010 CFBAI prin-
ciples that encouraged member companies to limit third-
party licensed characters to advertise only products that

www.ajpmonline.org
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promote a healthful diet or healthy lifestyles. CFBAI
pledges exclude licensed characters on product packag-
ing because most companies do not consider this promo-
tion activity to represent advertising.*’

The media shape the public’s opinions about obesity,
diet, and health by emphasizing feature stories and arti-
cles about the causes of unhealthy diets, affected groups,
and stakeholders responsible for an effective response.
Trends in media coverage of obesity-related stories
showed a steady increase during the period reviewed'?®
but the specific content and accuracy of these stories are
unknown. In 2009, a report examining U.S. healthcare
journalism found that financial pressures on the media
industry and competition to break news on innovative
and expanding Internet-based media platforms influence
and affect the quality of health reporting. These chal-
lenges have caused journalists specializing in healthcare
coverage to be concerned about the lack of in-depth,
detailed reporting and the influence of public relations
and advertising on news content and consumers’ percep-
tions of media stories."*’

Discussion

Eating behaviors of children and adolescents are highly
complex because they are influenced by the interplay of
many factors across different contexts to potentially cre-
ate healthy food and eating environments.'*° Marketing
to young people is equally complicated because it in-
volves diverse stakeholders with different motivations
and priorities that interact over time. The IOM commit-
tee identified food marketing to children and adolescents
as a current threat to young people’s diets and health but
also viewed marketing as potentially providing opportu-
nities to improve young people’s future diet and health.’

A subsequent 2007 IOM obesity prevention progress
report'’! acknowledged the tensions among private- and
public-sector stakeholders to promote a healthful diet to
children and adolescents, with special consideration for
the following issues: conveying consistent and appealing
messages; ensuring transparency by sharing relevant
marketing data; obtaining company-wide commitments;
understanding the interactions among companies, mar-
keting practices, and consumer demand; balancing free-
market system goals with protecting young people’s
health; and committing to monitor and evaluate all
efforts.

Industry decision makers and policymakers have
many opportunities to accelerate progress toward the
IOM food marketing committee’s recommendations and
to create healthy eating environments by using a new
infrastructure that has evolved since the 2006 IOM food
marketing report release. The infrastructure includes in-
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dustry self-regulatory mechanisms (i.e., CBBB, CARU,
and CFBAI); public-private partnerships; independent
monitoring and evaluations undertaken by academic and
advocacy groups; and federal government initiatives, in-
cluding the IWG on Food Marketing to Children,'** FTC
studies,"'®"'"” FDA leadership on FOP labeling,'** and
the HHS and USDA release of the DGA 2010."**

This evaluation found that moderate progress was
made by food and beverage companies and diverse
groups to strengthen marketing practice standards. How-
ever, restaurants, industry trade associations, entertain-
ment companies, and the media made limited progress.
Industry stakeholders used IMC to market primarily un-
healthy products that threaten children’s and adoles-
cents’ health and miss opportunities to promote healthy
eating environments. In July 2011, the CBBB and CFBAI
announced a promising agreement reached with partici-
pating companies to follow uniform nutrition criteria for
foods advertised to children. The new criteria will en-
courage companies to reformulate and develop new
products with less sodium, saturated fat and sugars, and
fewer calories; otherwise they will not advertise them
after December 31,2013."** There are many other oppor-
tunities and actions that industry stakeholders could take
to accelerate progress. Proposed actions are grounded in
the evidence reviewed for this progress evaluation, and
recommended by other expert committees and advisory
groups (Figure 1)'6,12,17,27,28,64,101,117,131—134

Conclusion

The IOM recommendations provide a coherent frame-
work to ensure that a nexus of coordinated actions are
implemented to promote a healthful diet to young people.
This paper used the IOM LEAD approach to evaluate
progress made by industry stakeholders to achieve the
IOM food marketing report recommendations for mar-
keting a healthful diet to children and adolescents. The
results can inform potential actions that decision makers
might take to promote healthy products, a healthful diet,
and healthy food and eating environments.

A companion paper will address public-sector stake-
holder progress. Moderate progress was made by food
and beverage companies and diverse private- and public-
sector stakeholders to improve marketing practice stan-
dards. Limited progress was made by restaurants, indus-
try trade associations, and entertainment companies and
the media to market a healthful diet. Diverse industry
stakeholders have many untapped opportunities to ad-
vance progress by collectively promoting IMC for healthy
food, beverages, and meals; substantially strengthening
self-regulatory programs; supporting clear, truthful, and
non-misleading product labeling and health claims; en-
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gaging in public-private partnerships; and funding inde-
pendent evaluations of collective efforts.
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