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1
Introduction

Imagine, if you will, a big pile of money. Let’s call it a million dollars.
It’s all yours to spend, any way you want. What would you buy?

Didn’t take long to spend that money, did it? Well, lucky for you,
an hour later you get another million to spend. Now what would you
do with that money? How about if you got another million dollars an
hour later — and kept it up around the clock, all year long?

Well, now imagine that deluge of money aimed right at our kids
— spent convincing them to eat and drink MORE MORE MORE of
the foods and beverages that are least healthy for them. That’s how
much money the food and beverage industry in the U.S. spends to
reach our children with their messages: one million dollars an hour,
every hour of every day, targeted at children and youth. It adds up
to $10 to $12 billion dollars a year spent on youth marketing alone.
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It’s natural to feel overwhelmed by this amount of marketing —
but in fact, there are many things that local groups can do, in their
own communities, to limit marketing and counter its effect. 

We developed this toolkit to help community advocates under-
stand how food marketing affects kids’ health and what they can do
about it at the local level. This toolkit is designed to be used in con-
junction with our video, Fighting Junk Food Marketing to Kids, which
illustrates community-based actions to address marketing. We hope
you will use this notebook and the video as community organizing
tools to stimulate local advocacy for policies that limit the impact of
food and beverage marketing to kids. The activities and discussion
guides included here will help you use the toolkit to discuss market-
ing and what your community can do about it in many settings: 

At community meetings

With school leadership

With youth 

At neighborhood house parties

At coalition meetings 

With merchants, after-school program directors, and others
who have the power to limit some kinds of marketing

Why talk about policy when the problem of healthy eating and
active living is ultimately an individual struggle? We believe that
while individual choices about health are important, the environ-
ment is critical in shaping those choices. Behavior happens in a
context. For example, we might be able to educate everyone about
the value of eating fruits and vegetables daily, but if there’s no
place to buy reasonably priced fresh produce, then no one has the
opportunity to eat it, no matter how motivated or educated they are. 

Our commitment is to support advocates in shaping their envi-
ronment, to make their local community a place where the healthy
choice is — on all levels — the easiest choice to make. 
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2
Food and Beverage Marketing: 
Targeting our kids

Unhealthy foods are hurting our kids:

Since 1980, overweight rates have doubled among children and
tripled among adolescents.1 More than one out of every three U.S.
children born in 2000 is expected to get diabetes in their lifetime.2
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1 CDC, National Center for Health
Statistics, Prevalence of Overweight

Among Children and Adolescents:
United States, 1999-2002, available at

http://www.cdc.gov/nchs/
products/pubs/pubd/hestats/

overwght99.htm 

2 CDC, National Center for Chronic
Disease Prevention and Health

Promotion, Diabetes Public Health
Resource, CDC Statements on

Diabetes Issues,
http://www.cdc.gov/diabetes/news/

docs/lifetime.htm 
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3 Centers for Disease Control, “CDC’s
KidsMedia: Physical Activity and
Youth,” available at
http://www.cdc.gov/kidsmedia/
background.htm. Cited in Linn S,
Consuming Kids, Anchor Books, New
York, 2004.

4 Pavkov ME et al, “Effect of Youth-
Onset Type 2 Diabetes Mellitus on
Incidence of End-Stage Renal Disease
and Mortality in Young and Middle-
Aged Pima Indians,” Journal of the
American Medical Association,
296:421-426, July 26, 2006.

5 Olshansky SJ et al, “A potential
decline in life expectancy in the United
States in the 21st century,” New
England Journal of Medicine,
352:1138-1145, March 17, 2005. 

6 Hedley AA, Ogden CL, Johnson CL,
Carroll MD, Curtin LR, Flegal KM,
“Prevalence of overweight and obesity
among US children, adolescents and
adults 199-2002,” JAMA, 2004; 291:
2847-2850.

7 Out of Balance: Marketing of Soda,
Candy, Snacks and Fast Foods Drowns
Out Healthful Messages. CPEHN and
Consumers Union report, September
2005.

8 US Dept. of Agriculture, “Changes
Over 25 Years in the Dietary Intakes of
Children 6-19 years” (April 2005), cour-
tesy of author Rhonda Sebastian, cited
in Out of Balance: Marketing of Soda,
Candy, Snacks and Fast Foods Drowns
Out Healthful Messages. CPEHN and
Consumers Union report, September
2005.

9 Jacobson MF. Liquid candy: how soft
drinks are harming Americans’ health.
Washington, DC: Center for Science in
the Public Interest; 2005.
http://www.cspinet.org/liquidcandy/

10 Ludwig DS et al., “Relation between
consumption of sugar-sweetened
drinks and childhood obesity: A
prospective, observational analysis,”
Lancet 357:505-508, 2001.

11 Ebbeling CB, et al. Effects of
decreasing sugar-sweetened beverage
consumption on body weight in adoles-
cents: a randomized, controlled pilot
study. Pediatrics. 2006;117:673-80.

According to the CDC, among overweight children between 5
and 10 years of age, 60 percent already have at least one cardio-
vascular disease risk factor that can lead to atherosclerosis, hyper-
tension, and diabetes in adulthood.3

This is particularly critical because, as a recent study con-
firmed, development of Type 2 diabetes before age 20 leads to a
high risk of kidney disease and death by middle age.4 Today’s gen-
eration of children is the first in modern history that is expected to
have shorter life spans than their parents, due to the chronic dis-
eases associated with poor nutrition, inactivity and obesity.5

People of color in the U.S. disproportionately suffer from obesi-
ty, overweight, and chronic illnesses such as diabetes and cardio-
vascular disease. The disparity is especially true in children:

28.2% of white children age 6-19 are overweight or at risk
for overweight;

35.4% of black children are overweight or at risk;

39.9% of Mexican-American children are overweight or at
risk .6

Consumption of foods high in calories, fat and sugars, such as
sodas, fast food, packaged snack foods and desserts, accounts for
much of the increase in overweight among children. Nearly 20% of
caloric intake among 12-to-18 year olds comes from fast food, com-
pared with 6.5% in the late 1970s.7 In 2002, soda composed 50%
of the total beverage intake for kids aged 12-19, a 58.5% increase
since 1977, while milk consumption decreased nearly 9% for teens
and more than 20% for children aged 6-11.8 At the start of the
twenty-first century, the average teenage boy in the U.S. consumed
two cans of soda a day, and teenage girls drank a little more than
one 12-ounce can of soda per day.9

This is a concern because children who drink more soft drinks
are more likely to become overweight,10 and a recent study found
that decreasing children’s consumption of sugar-sweetened drinks
resulted in improved Body Mass Indexes (BMIs) for those originally
at a higher BMI.11
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12 Brown R and Washton R, “The Kids
Market in the US,” Packaged Facts,

May 1, 2006. http://www.
packagedfacts.com/pub/

1119536.html

13 Horgan KB et al, “Television Food
Advertising: Targeting children in a

toxic environment,” in Singer and
Singer, Handbook of Children and the

Media, Sage Publications, 2001. Cited
in “Raising Media Savvy Kids: A

Common Sense Toolkit,” Common
Sense Media, 2005.

14 Advertising Age, “100 Leading
National Advertisers,” June 26, 2006.

www.adage.com/images/random/
lna2006.pdf

15 Harrison K, Marske A, “Nutritional
content of foods advertised during the

television programs children watch
most,” American Journal of Public

Health, 2005; 95:1568-1574.

16 Out of Balance: Marketing of Soda,
Candy, Snacks and Fast Foods Drowns

Out Healthful Messages. CPEHN and
Consumers Union report, September

2005.

Kids are a primary market:

Marketers want to reach children not only to sell their products now
but to develop customers for life. Marketing may influence children
to develop positive feelings about a branded food or beverage
before they even get a chance to taste it, leading to the industry’s
dream achievement: “cradle-to-grave brand loyalty.” To make this
happen, food marketers reach out to children constantly, starting
when they are very young.

Corporations understand that children are a lucrative market.
Kids in the U.S. have tremendous purchasing power: children
between 3 and 11 years old bought or influenced the purchase of
$18 billion worth of products and entertainment in 2005.12

Advertising of unhealthy foods far outweighs that of healthier foods:

Food is advertised in more than half of all ads targeting children,
and children see an average of one food ad for every five minutes
of Saturday morning TV they watch.13

Advertising Age reported that $12.38 billion was spent on
“measured media” advertising alone by the food, beverage and
restaurant industries in 2005.14 This includes TV, radio, magazine,
newspaper, billboard and Internet ads; TV is where the majority of
these advertising dollars are spent, by far.

The foods advertised on television are generally not healthy.
One recent study found that packaged snack foods, fast foods, and
sweets accounted for 83% of foods advertised during TV shows
heavily viewed by children.15

By comparison, the California Pan Ethnic Health Network and
Consumers Union found that a mere $9.55 million was spent in
2004 on communications for the federal and California “5 A Day”
programs (which promote eating five fruits and vegetables a day for
better health). With industry expenditures more than one thousand
times greater than the 5 A Day budgets, “it is no wonder that
healthful dietary messages from government, parents and others
are barely audible,” according to CPEHN and CU.16
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Notable Voices:

“Corporate America doesn’t spend $10 billion a year on [food]

advertising aimed at children on the off chance that it might be

effective. No. It spends $10 billion because that advertising works

brilliantly. . . because it persuades children to demand — to the

point of throwing temper tantrums, if necessary — a regular diet of

candy, cookies, sugary cereal, sodas, and all manner of junk food.

That’s why most of the fast-food chains market expressly to chil-

dren, rolling out ad campaigns using popular cartoon characters

and movie figures.”

Senator Tom Harkin,

in a speech to the

7th Annual KidScreen Summit

February 8, 2006
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17 Direct quote from The National
Academies press release, 12/6/05,

“Food Marketing Aimed at Kids
Influences Poor Nutritional Choices,

IOM Study Finds; Broad Effort Needed
to Promote Healthier Products and

Diets.”

18 Food Marketing to Children and
Youth: Threat or Opportunity? Institute

of Medicine, December 2005. 

19 Ibid.

20 Kunkel D, “Children and Television
Advertising,” in Singer and Singer,

Handbook of Children and the Media,
Sage Publications, 2001.

The evidence is in: Children’s diets are adversely affected by food marketing:

In December 2005, the Institute of Medicine released Food
Marketing to Children and Youth: Threat or Opportunity?, an
exhaustive review of the scientific evidence on food marketing to
children and obesity. This report contained two key findings:

Food and beverage marketing targeted to children ages 12
and under leads them to request and consume high-calo-
rie, low-nutrient products.17

The dominant focus of marketing to children and youth is
on foods and beverages high in calories and low in nutri-
ents, and is sharply out of balance with healthful diets.18

Practices such as using popular cartoon characters on food packag-
ing and in ads are particularly persuasive. Even the food and bever-
age industry’s own Children’s Advertising Review Unit (CARU) admit-
ted that “the mere appearance of a character with a product can
significantly alter a child’s perception of the product.”19

The effect of advertising is even stronger on younger children.
Children under the age of 8 do not recognize the persuasive intent
of ads and tend to accept them as accurate and unbiased.20



It’s even worse for communities of color:

Just as people of color in the U.S. suffer disproportionately from
obesity, overweight, and chronic illnesses such as diabetes and car-
diovascular disease, they are also disproportionately targeted by the
food industry.

Food companies and advertisers reach communities of color
through targeted advertising — campaigns designed for and placed
specifically in media and TV shows whose audiences are largely
made up of people of color. In 2005, food, beverage, candy and
restaurant companies spent nearly $512 million to advertise in
Hispanic media, outspent only by the automotive industry.21 Six of
the top 10 advertisers on BET (Black Entertainment Television) in
1999 were food or beverage companies, which together spent
$30.5 million to pitch their goods to BET viewers that year. 22

The foods and beverages marketed to African-Americans and
Latinos are often not as healthy as those marketed to general audi-
ences. For instance, a recent survey of prime-time TV programs
found that far more food commercials appear on shows with large
African-American audiences than those for general audiences, and
that most of these ads are for “fast food, candy, soda, or meat (e.g.,
sausages, cold cuts.)”23
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21 Advertising Age’s “Hispanic Fact
Pact, Annual Guide to Hispanic

Advertising and Marketing,” 2006 edi-
tion, page 10.

22 Williams, JD, working paper,
Advertising expenditures by firm and

brand in African American-oriented
electronic and print media: An analysis

of 1999 competitive media reporting
(CMR) data, University of Texas at

Austin advertising department, 2005.
Cited in Out of Balance: Marketing of
Soda, Candy, Snacks and Fast Foods

Drowns Out Healthful Messages.
CPEHN and Consumers Union report,

September 2005.

23 Henderson V, Kelly B, “Food adver-
tising in the age of obesity: Content

analysis of food advertising on general
market and African American televi-
sion,” Journal of Nutrition Education

and Behavior, July-August 2005; 5-85.
Cited in Out of Balance: Marketing of
Soda, Candy, Snacks and Fast Foods

Drowns Out Healthful Messages.
CPEHN and Consumers Union report,

September 2005.
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3
Marketing: More than just advertising

People are usually most aware of the ads that kids watch on TV, but
it’s important to realize that marketing is far broader and more
wide-reaching than that. In fact only 20% of all food and beverage
marketing in 2004 was devoted to ads on TV, radio, print, billboards
or the internet.
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$10.5 billion
per year

The food and beverage industry spends $10-12 billion a year —
that’s one million dollars every hour of every day — just to reach
children and youth. Of that:

$1 billion is spent on advertising to kids (primarily on TV);

$4.5 billion goes to youth-targeted promotions such as pre-
miums, coupons, sweepstakes and contests;

$2 billion is spent on youth-targeted public relations, such
as efforts to place articles about the product in youth
media;

$3 billion goes to packaging designed for children.24

Youth-Targeted Food and Beverage Marketing
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24 IOM Fact Sheet “Advertising,
Marketing and the Media: Improving

Messages,” September 2004. Drawn
from Preventing Childhood Obesity:

Health in the Balance, 2005.

Youth PR 
$2 billion

$10.5 billion
per year

Packaging 
$3 billion

Promotions 
$4.5 billion

TV Ads 
$1 billion
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25 Quoted in Children Now’s Policy
Brief, “Interactive Advertising and

Children: Issues and Implications,”
Summer 2005. http://www.

childrennow.org/assets/pdf/
issues_media_iadbrief_2005.pdf

Notable Voices:

“It is important to recognize that young children are [already] being

manipulated rather effectively by television ads that are not 

interactive and not tailored to the individual child. As there is more

tailoring and more interactive capability, advertising is going to be

more powerful than ever before. I think that’s what underscores the

need for more regulatory intervention.”

Dale Kunkel, PhD

Professor of Communication

University of Arizona25



Marketing’s classic Four P’s: 

In order to combat the effects of marketing, we must understand
how it is designed to work. In the 1950s, marketing guru Philip
Kotler developed the concept of the Four P’s of Marketing: 26

Product,

Place,

Promotion, and

Price.

Marketers adjust each of these components to arrive at a mix that
will influence the customer to choose their products over the com-
petitor’s. 

This framework provides a useful way to explore how marketing
works. Food and beverage marketers reach our kids at every one of
these marketing points:

Product:

Product refers to the full bundle of goods and services offered to
the customer, including any packaging it comes in and the “non-tan-
gibles” —- benefits —- the customer perceives to come along with
the product.

The industry tries to convince children that they need special
“fun” foods designed just for them. There has been a dramatic
increase in new food products developed for and targeted to U.S.
children and youth in the last 10 years. (See chart, next page.)

Of course, a healthy diet for kids is very similar to that for
adults, and children don’t need any special foods. Products such as
chicken nuggets, fruit leather, colored ketchup, sugared cereals and
other foods “just for kids” are created to make money for the food
companies, not to meet children’s special dietary needs.

The way products are packaged plays a big role in their appeal
to children. Popular cartoon characters such as SpongeBob
SquarePants and Dora the Explorer appear on everything from
Honeycomb cereal and Teddy Grahams crackers to frozen meals
and Cheezit’s. Interestingly, Kraft’s own voluntary policies about
marketing to kids, adopted in 2005, dictate that they don’t adver-
tise on TV with these characters, but as of 2006 they are still used
on packaging for Kraft Macaroni and Cheese and other kid-oriented
Kraft products.
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26 Philip Kotler, 1950s marketing guru,
cited in HBS Week, May 6, 2002



The way foods are packaged can also promote over-consump-
tion (bags of chips that most people perceive to be a single serving;
Big Gulps packing enough soda for 8 servings) or can encourage
moderation (Kraft is bringing out a line of Oreos packaged two to a
packet, to delineate the serving size).

Toys and other give-aways packaged with food products are
another way marketers reach children. You can get a McDonald’s
Happy Meal with “baby safe” toys for toddlers under 3 years old
(including toys from the baby-targeted TV show Teletubbies in a
2000 promotion).
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Significant Growth in 
New Food Products Targeted to 

U.S. Children and Youth
1994 to 2004

new products targeted
to total market

new products targeted
to children & youth

source: Williams J. 2005b. Product Proliferation
Analysis for New Food and Beverage Products
Targeted to Children 1994–2004. University of
Texas at Austin Working Paper.



Place:

Place refers to where and how the product is distributed and sold.
The marketers’ objective is to make their products accessible in as
many places as possible — making it seem normal for our cars,
cafes and bookstores, libraries, schools, sports arenas, movie the-
aters, and as many other places as possible to be considered
appropriate places to eat.

For food and beverages aimed at kids, the following “place”
considerations all have impact:

locations of stores selling both healthy and unhealthy food,
including convenience stores and grocery stores, farmers
markets, etc.

location and proliferation of fast food outlets

food and beverage sales opportunities at schools and in
after-school programs

within stores: positioning on shelves, in special displays or
at checkout (Food companies often pay grocery stores to
display their products in special high-visibility locations
such as at the ends of aisles.)
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Food marketers try to reach out to children everywhere they
spend time. There is a good deal of documentation of the problem
of unhealthy foods and sodas sold at school. For those communi-
ties who would like to tackle this problem head on, we highly recom-
mend California Project LEAN’s toolkit, Captive Kids: Selling Obesity
at Schools. This action guide to stop the marketing of unhealthy
foods and beverages in school is available at http://www.
californiaprojectlean.org.

As many schools have started to limit unhealthy food and bev-
erage products and marketing, marketers have made incursions
into other areas where kids are, including targeting after-school
programs. For example, Taco Bell has built kitchens in community
centers to train youth to work in fast food; Altria (owner of Kraft
Foods as well as Philip Morris tobacco companies) provides curricu-
lum kits on decision-making skills to after-school programs such as
Boys and Girls Clubs; and other marketers provide new product
taste tests, food giveaways, and other promotional activities to
after-school programs. The industry claims these activities are fun
for the kids, and a money-saver for the program — but in fact the
company gets to use the kids as a free focus group for developing
their new products — without the parents’ knowledge or permission.
Of course, the food and beverage products promoted are usually
not healthy. For more on how you can combat these marketing prac-
tices in after-school programs, see Sections 4 and 5 of this toolkit.
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Promotion:

Promotion refers to the advertisements and other techniques mar-
keters use to make customers aware of the product and eager to
seek it out. This includes traditional advertising on TV, radio and in
print, but also many other forms of promotion, including a booming
trend of interactive promotions via the Internet and other digital
media.

In an age of increasing digital media, corporations are pursuing
many new opportunities to get their desired customers to “engage”
with their brands. A July 2006 study from the Kaiser Family
Foundation found that 85% of the leading food brands that target
children on TV also have websites with online content that is target-
ed to children.27 Most contain “advergames” — interactive games in
which a company’s product or brand characters are featured, func-
tioning as a game and an advertisement in one. These are
“designed to draw attention to the brand in a playful way, and for an
extended period of time.”28

These food and beverage product websites are aimed at keep-
ing the child engaged with the brand for as long as possible, while
bombarding them with messages about the product. For instance,
at http://www.cheetos.com, kids can “hang out” with “Chester
Cheetah,” an animated Latino-accented cheetah character, who
leads children on interactive games and tours of his funhouse while
pitching Cheetos brand snacks.

Similarly, the Oreo website contains interactive games, a “per-
sonality test” (“Are you an Oreo dunker, twister, or licker?”), and ani-
mated cartoons of milk and Oreo hanging out together — as well as
TV ads clearly aimed at kids under 12. Kraft’s own internal guide-
lines for advertising say they will no longer target young children
with TV ads for their less healthy products — yet these ads are still
shown on their website.
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27 Moore, ES., “It’s Child’s Play:
Advergaming and the Online Marketing

of Food to Children.” The Henry J.
Kaiser Family Foundation, Menlo Park,

CA, 2006. Available at:
http://profile.kff.org/entmedia/

entmedia071906pkg.cfm

28 “Child’s Play” executive summary,
ibid., pg. 6.



These and other food and beverage websites offer children
product coupons and incentives for product purchase. Many of
them provide “viral marketing” opportunities, where kids can send
their friends messages about the website and the product. After all,
marketers know that nothing promotes a product like peer-to-peer
word of mouth. And many of the sites solicit personal information,
product preferences and other valuable marketing data from their
child visitors.

Beyond their online presence, food and beverage marketers
pursue other promotional activities to target children and youth,
including:

Promotional tie-ins with kids’ movies. 
For example, McDonald’s and M-n-Ms both had summer
2006 promotions linked to Disney’s “Pirates of the
Caribbean: Dead Man’s Chest.”

Sponsorship of cultural or community events:
Burger King sponsored the Vibe (hip hop magazine) Music
Fest in June 2005 (during Black Music Month), featuring
artists such as Kayne West, Sean Combs, Keyshia Cole,
Ludacris, and more.29

Mobile phone and email ads:
Companies are increasingly using text messaging and
email to connect with their young customers. Teens provide
their cell phone number or email address when signing up
for a membership on a food or beverage website (for exam-
ple, registering to receive Mountain Dew’s “Dewsletter”).
Parental permission is not required for youth over age 13.
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29 http://musicfest.vibe.com/



Price:

This final “P” deals with how much is charged for the product.
Marketers have a great deal of discretion over their product pricing.
They can choose to package and price items to encourage cus-
tomers to consume more of some products.

For example, less nutritious foods are often priced more cheap-
ly than healthier ones. This is because they are often cheaper to
produce, cheaper to ship, cheaper to store, and longer lasting —
therefore companies can charge less for them. The fact that a 20-
ounce soda is cheaper than a 20-ounce bottle of milk, for instance,
may encourage greater soda consumption and discourage milk con-
sumption.

One widely practiced pricing strategy in the food and beverage
industry is volume discounts. Fast food restaurants offer two burg-
ers for a dollar; corner markets trumpet a 64-ounce “Big Gulp” soda
for just pennies more than a more moderate serving. These prac-
tices appeal to customers, especially young people, who have fewer
disposable dollars and are in search of bargains. However, they can
also encourage customers to buy and consume more than they oth-
erwise would have, which can contribute to overweight and health
problems.
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4
Solutions:
What can local communities do to limit marketing to kids?

Because advertising and marketing programs are produced central-
ly in major multi-national corporations, and because the First
Amendment protects commercial speech in advertisements, many
local communities feel their hands are tied to do anything about the
marketing deluging their children.

Fortunately, however, there are a variety of legal and potentially
effective routes that local communities can use to intervene in the
four Ps of classic marketing. We present only a sampling here; you
may come up with other strategies that could make a difference as
well.
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Product:

• Ban products outright if they are health or safety threats: e.g.,
ban the sale of sodas on school grounds.

• Regulate a product directly, including what, when, where and
how products are sold: e.g., a community could require that
candy or other products be sold only after certain hours or out-
side of a X feet radius from a school.

• Impose product standards: e.g., foods sold as a complete “meal”
must not exceed predetermined limits for unhealthy characteris-
tics such as calories, salt, fat, etc.

• Impose product labeling requirements: e.g., require chain restau-
rants to provide nutrition info on their menus or menu boards.
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Place:

(Some of these are land use strategies that could have a spillover
effect on marketing.)

• Communities can map the location of different kinds of market-
ing in their community, as an assessment of the marketing envi-
ronment. (See Activities, next section.)

• Ask grocers to designate a “Candy-Free Check Out Aisle” to give
parents an opportunity to dodge the “pester factor” in the check-
out line.

• Pass a sidewalk encroachment ordinance saying small groceries
may use sidewalk space outside the store for selling goods, but
only for produce. 

• Use vacant lot parcels (donated by the city) for community gar-
dens to supply farmers’ markets.

• Use the conditional use permit (CUP) process to put a moratori-
um on new fast food or junk food outlets in a community.

• A land use law could 1) prevent fast food outlets from opening
within 500 feet of schools; 2) prevent fast food outlets from
opening within 500 feet of another fast food outlet; and 3) limit
the number of fast food outlets in a community to one per every
X residents.

• Ask retailers (grocery stores etc) to put healthier items within
eye’s sight of children and lower nutrient items on the higher
shelves, or to arrange cereal boxes with the nutrition labels out
rather than the cartoon-character-laden fronts out.

• Pass local legislation to require that candy, for instance, be
placed behind the counter so that the customer must ask to pur-
chase the product. Similar to the restrictions that commonly
eliminate self-service for tobacco products, such limits are
intended to discourage impulse purchases, and also reduce the
threat of shoplifting.30

• Add language banning marketing and promotion of unhealthy
foods to the school district’s Local Wellness Policy.

• Ask after-school programs not to allow food and beverage mar-
keters to provide activities or curricula to the program.

• Eliminate drive-through service at restaurants selling unhealthy
foods.
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Promotion: 

• Ask retailers not to display any in-store promotions that feature
cartoon characters selling unhealthy foods (or that target people
of color).

• Pass an ordinance banning giveaways of toys or other promo-
tional items (e.g. “Happy Meal” toys) in connection with
unhealthy fast food.31

• Ask your city council to pass a resolution to request specified
federal, state, and local officials and private industries to take
actions concerning foods and beverages marketed to children.32

• Support proposed federal restrictions on food advertising during
kids’ TV programming and on the use of cartoon characters to
sell unhealthy products.33

Price:

• Make certain snack foods and/or sodas more expensive by tax-
ing them. (Unlike with alcohol and tobacco taxes, however, “junk
food” taxes have not been found to reduce consumption.)

• Levy regulatory fees (an additional business license fee) on
retailers who sell products that have been demonstrated to
increase obesity, for instance sweetened beverages and restau-
rant meals. Fees raised must be earmarked for specific public
health promotion programs.
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encourages unhealthy eating; note

that restricting toys is not restricting
speech.” Ibid.

32 Model resolution language is avail-
able from Center for Science in the

Public Interest at http://
www.cspinet.org/nutritionpolicy/

modelcity_marketingresolution.pdf

33 These proposed restrictions (such
as Sen. Tom Harkin’s HeLP America

Act) haven’t gone far yet, but according
to the IOM’s December 2005 report, if
two years of industry voluntary efforts

do not make a dent in the problem,
stricter regulation and legislation on
advertising should be pursued. See

also CSPI report Guidelines for
Responsible Food Marketing to

Children at http://www.cspinet.org/
marketingguidelines.pdf
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5
Discussion Guides, 
Activities, 
and Worksheets

Video Viewing and Discussion Guide: Fighting Junk Food Marketing to Kids

The video Fighting Junk Food Marketing to Kids is organized into
five chapters: Introduction, The Problem, What Exactly Is
Marketing?, What Local Groups Can Do, and The Future. You can
play it straight through (it lasts about 14 minutes) or stop it after
“What Is Marketing” and “What Local Groups Can Do” to discuss.

These open-ended questions are designed to stimulate discus-
sion, share learning, and begin to consider community-based
responses to the problem of food and beverage marketing that tar-
gets kids.
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The Problem

• What new marketing tactics did you learn about in the video?

• What surprised you?

• What do you think motivates the food and beverage industries to
target children and youth?

• What examples of child- or youth-targeted marketing have you
seen lately?

• What examples of ethnic-aimed target marketing can you think
of?

• How do you feel about this?

For parents: 

• Which of these types of marketing do you think your children are
exposed to?

• How do you feel about the industry’s marketing practices? 

• Is it appropriate for the industry to use marketing designed
specifically for children to see but for parents not to see (for
instance, websites and cell-phone ads)?

For youth: 

• What kinds of new ads or other marketing have you noticed late-
ly? 

• Think of a specific food or beverage ad you have seen recently.
What message do you think the marketer is trying to convey
about their product?

• What tactics do marketers use to make their products seem cool
or appealing to your peers?

• Can you think of a way in which your food choices have been
influenced by marketing? What about your friends’ choices?
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The Solution

• Should there be rules about marketing foods and beverages to
kids? What should they be?

• If you could make one change in food and beverage marketing,
what would it be?

• What did you think of the possible solutions profiled in the
video? 

• Have any of these changes been tried in your community? What
was the response?

• What changes would you like to see happen around junk food
marketing in your community?

• Do you know of policy makers or other influential people in your
community or social network who support these changes?

• What arguments or considerations do you think would help con-
vince the leadership in your community to act on this issue?

Fighting Junk Food Marketing to Kids  |  bmsg.org31

 



Activities
On the following pages are some activities you can do with a group
after watching and discussing the video. They are designed to work
well for groups of youth, parents, professionals, or a mix. For each
one, we describe the objective of the activity, what you will need to
carry out the activity, and instructions for the group and for process-
ing the activity.

1: Prioritizing: Brainstorm solutions on butcher paper, then priori-
tize among them.

2: Tracking: Map all kinds of marketing in your community; youth
scavenger hunt.

3: Framing: Practice answering hard questions about marketing.

4: Strategizing: Plan concrete next steps to change your communi-
ty’s marketing environment.
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Activity

Prioritizing: Solutions Brainstorm

Objective:
This activity will help your group brainstorm possible actions you
can take at the local level to address marketing that targets kids,
and to prioritize among those possible actions. The activity moves
quickly, generating lots of ideas and energy in a short time.

What you will need:
Large sheets of butcher paper — 8 to 16 sheets

Markers — at least 4

Tape to hang butcher paper around the room

Time keeping device and whistle (optional)

Small circle or star stickers — 5 for each participant

To conduct the activity: 
Hang 4 to 8 sheets of butcher paper around the room — leaving
enough space between each sheet for a small group to stand and
work at each sheet. Label the top of each paper with one of the 4Ps
of marketing: “Place,” “Product/Packaging,” “Promotions,” and
“Price.” (If you have a large group, you may want to have two sets of
sheets with the same four labels.)

Divide the group into 4 to 8 groups (each small group should have
no more than four or five people in it). Position one small group in
front of each paper, and give each group one marker.

Give instructions to the group:
“This is a brainstorming activity. The point is to generate as many
ideas as possible about what policies we might implement in this
community that would help limit food marketing to youth. Work with
your small group to come up with as many policies as you can think
of in each of these 4P categories. It’s OK to repeat policies you may
have heard about in the video or during our earlier discussions. No
idea is too outrageous! Write as many ideas as you can — you have
only two minutes at each paper. When I blow this whistle, stop work-
ing on your sheet and move your entire group to the next one to
your right; take a few seconds to read the ideas already on the
paper and then start brainstorming more ideas for that category.
This way every group will contribute to every category, in a short
time. Any questions?”

Fighting Junk Food Marketing to Kids  |  bmsg.org33



Start the groups working and watch the time. After three or four
minutes, blow the whistle and get each group to move to the next
paper, read what’s already been written, and add any new ideas
they have. After another four minutes, blow the whistle again.
Continue until every group has worked on each of the four topic
areas.

Next steps:
Have everyone sit down and read through all the papers, discussing
all the options listed and clarifying anything that isn’t clear. Ask the
group to discuss pros and cons of the various ideas listed.

Finally, hand out five stickers to each participant. Instructions to the
group: “Now I want you to review all the ideas here and think care-
fully about what you think would work best and make the biggest
impact in your community. Use these stickers to vote for the policy
ideas that you think the coalition should work on first. You may put
your stickers on five different ideas, or you may put all five on one
idea that you really feel strongly about. This will give us an idea of
where the group’s priorities lie, and where we should think about
focusing our effort. Any questions? Go ahead and get up now and
put your stickers on the papers.”

When everyone has voted, see which two or three ideas got the
most votes. Ask whether there is agreement about pursuing some
or all of these ideas. 
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Activity

Tracking: Map the Marketing in Your Community

Objective:
In order to focus your change efforts, it’s important to know what
kinds of marketing are most prevalent in your town or neighbor-
hood. This activity will help you assess the marketing in your com-
munity in a systematic way. The youth version (scavenger hunt) will
help make youth aware of the different kinds of junk food marketing
that targets them in their community.

What you will need:
An enlarged map of your neighborhood or town 

A list of types of marketing to look for

Clipboards and pens

For youth version:

Cell phone cameras or digital cameras if possible — one per group

The scavenger hunt list (reverse side), one copy for each group

To conduct the activity:
Walk around your neighborhood in small groups and mark each
type of marketing on your map in code. (See reverse side for cate-
gories.)

For youth:

Do a marketing scavenger hunt! Divide into teams of up to 6 youth
and send the teams out into the community with a list of marketing
examples to find in one hour (or more, if you like). You can take pic-
tures of each example with digital cameras or cell phone cameras,
or just make notes about where you found each item. (Be sure to
ask permission to take pictures in a store! Tell the cashier or man-
ager what organization you are from and that you are doing a youth
group project on healthy eating and marketing.)

Not all of these types of marketing will be in every neighborhood —
but look and see what you find! Make note of where you find each
item.

The team that finds the most examples of food and beverage mar-
keting within the time limit wins.
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Types of food and beverage marketing to look for:

On the street:
Signs for movie tie-in promotions at a fast food restaurant (for
instance, “Star Wars” posters at Burger King)

“Happy Meal” type promotion — free toy with fast food kid’s meal

Signs in fast food restaurant windows — what kinds of foods are
they promoting? Are they healthy or not so healthy?

Food or beverage billboard or ad aimed at children

Food or beverage billboard or ad aimed at teens

Food or beverage logos on vending machines 

Food or beverage billboard near a playground or school

Kids’ menus/coloring sheets that use food or beverage logos

Posters or billboards for community cultural events sponsored by
food or beverage companies

At home or the library:
Food or beverage website targeting teens

Food or beverage website targeting younger children

In corner stores or grocery stores:
Food or beverage promotions (displays, signs, etc.) aimed at kids

Cartoon characters on food packaging

Posters showing junk food snacks for sale

Candy, chips, etc. displayed in check-out aisles

At school:
Logos on vending machines

Food or beverage logos on scoreboards

Food or beverage logos on food service equipment: coolers, bottle
bins, refrigeration units

Food or beverage logos on napkins and cups

Food or beverage sponsored signs, ads and posters

Food or beverage sponsored classroom materials
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Activity

Framing: Answer Hard Questions About Marketing

Objective:
This activity will help you anticipate and practice answering some of
the challenging questions you may get asked as you pursue policy
change around food marketing to young people. You will feel more
comfortable debating these issues with policy makers or others if
you have a chance to practice good answers in advance.

What you will need:
A list of challenging questions on the policy goal you are pursuing
(see ours on the next page and add your own!)

Index cards and pens

Noisemakers such as bells, whistles, or clickers — one for each
group of 5 participants

To conduct the activity:
Ask the group to think about one audience that needs to be con-
vinced of the importance of this issue and your solution. It might be
business owners, city council members, parents, or others. Ask
each person to come up with one hard question that this audience
might ask about the proposed solution. Write that question down on
an index card and hand it in.

Divide the group into several teams (at least three teams) of no
more than five people each. Give instructions to the group: “In this
activity, your small group becomes a team competing to come up
with the best answer to a hard question. Your team wants to ring in
first with your answer after the question is posed.

The ‘host’ will ask a question. After you’ve heard the question, con-
fer with your group to quickly come up with an answer. The answer
is considered ‘good’ if it the opposing teams or audience applauds.
The team that rings in first with a good answer gets 1 point, 2
points if the answer includes a policy solution. Any team can chal-
lenge and offer a better answer, which will be decided by ‘applause
meter.’ If no team rings in after 60 seconds, the round is forfeited.
The team with the most points at the end wins a prize.”

Ask a question from the index cards or from your pre-generated list
of hard questions. Make sure that the groups discuss possible
answers amongst themselves before ringing in with their answer —
the best answers are those generated by a whole team, not an indi-
vidual.

(If possible, it is great to have someone taking notes on all the
answers that come up during the game, for distribution back to the
group at a later date.)
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Some Hard Questions on Marketing Junk Food to Kids (Add your own!)

Why is this problem something we as a community should pay
attention to right now?

Don’t companies have the right to advertise their products to con-
sumers? It’s not like these are illegal products for kids to consume.

Doesn’t the problem of obesity and poor diets really start at home?
Why do we need policies to fix what is a problem of poor parenting?

Isn’t the obesity problem really about a lack of physical activity?

What do you think is the most important thing that should be done
about marketing of unhealthy food and beverages to children and
youth?
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Activity

Strategizing: Plan Next Steps to Address Marketing

Objective:
After doing the brainstorming activity described earlier, you may
have identified several policy areas to work on in your community.
This activity will help you take your planning process to the next
level by focusing on concrete next steps.

What you will need:
Pens

Copies of the developing strategy worksheet (in the next section)

To conduct the activity:
Divide into small groups and assign each group one policy to devel-
op further. Have the groups work for half an hour to discuss and
answer the questions on the developing strategy worksheet. 

Have each group share their policy goal, target, supporters and next
steps at the end of the time. Discuss any implications for the whole
coalition.
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Worksheets
These worksheets are designed to help formulate your thoughts on
some key approaches you might take to limiting marketing in your
community. Feel free to adapt the language here for your own pur-
poses, of course.

1: Talking about food and beverage marketing targeting kids

2: Developing strategy worksheet

3: Sample letter to a merchant

4: Sample letter to an after-school program
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Worksheet

When you get involved in an advocacy issue like limiting marketing
to kids, you will want to talk about the issue with friends, neighbors,
policymakers and many other people. Use this worksheet to organ-
ize your thoughts and identify your unique perspective on the issue.
Use this as raw material for writing a letter to the editor, for speak-
ing at a city council meeting, or just for talking to your friends about
the issue. You can help convince others to get involved!

Talking About Food and Beverage Marketing That Targets Kids

When I saw the video “Fighting Junk Food Marketing to Kids,” I felt

because

I have a unique perspective on this problem because 

What many people don’t realize about food industry marketing to kids is 

One thing that could really make a difference to prevent obesity and make our community healthier is 

I’m part of a coalition that is working to

Would you like to learn more about how you can get involved too?
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Worksheet

This worksheet can help you and other coalition members focus
your efforts and plan next steps for limiting marketing. Work togeth-
er in a small group to discuss and answer the following strategy
questions — the more specific you can be, the more useful this
activity will be for you!

Developing Strategy

1. The Problem:

What aspect of food and beverage marketing to kids are we most concerned about in this communi-
ty? Try to narrow the overall problem of marketing to kids down to one or two concrete areas you can
address locally — whether marketing at schools, proliferation of fast food outlets, or logos on vending
machines on public property.

2. The Solution:

What concrete policy change or changes would we like to see implemented to address this problem?
Remember, policy can be legislative or regulatory — such as a local ordinance limiting fast food out-
lets or a school district policy banning food and beverage marketing on campus — or voluntary, such
as a merchant agreeing not to display promotions that use cartoon characters to sell unhealthy
foods.

3. The Target:

What person or body has the power to make the necessary change? This may be an elected official, a
school board, or the owner of a market.
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4. The Supporters:

Who can be mobilized to apply pressure for change? Think about all the potential supporters in the
community who could be convinced to get involved — parents, health care providers, teachers, youth,
and more.

5. The Next Steps:

What do we need to do next to move forward on this goal? Next steps might involve doing more
research on the policy goal (developing model language, etc.), approaching the target to gauge their
response, or doing more community organizing to build your base of supporters.

5a. Identify next steps that youth, parents, and community leaders can engage in:

Youth:

Parents:

Other community leaders:

6. The Outcome:

How will we know when we have succeeded? Describe what will look different in your community as a
result of your successful efforts in this area.

6a. What evidence will you need to track in order to measure the change?



Worksheet

You can use this worksheet to ask a store owner or manager to
commit to changing the store’s food marketing practices.
Customize for your own needs.

Sample Letter to a Merchant

Merchant’s name
Store name
Address
City, ST  Zip

Dear [name]:

We are part of a community coalition working to prevent illness and early death related to obesity,
poor nutrition, and inactivity. We are working with [name of your organization or coalition leader] and
represent [number of members] active, concerned residents. Many of us are regular customers at
your store.

Did you know that X% of children in our community are overweight or at risk for overweight? The life-
time toll of diabetes, heart disease and other illnesses for these children will be dire — unless we
work together to reverse the trend.

That’s why our coalition is working hard to change the local environment that makes it too easy for
people to be unhealthy. In order to prevent disease and promote healthy living, we must make all our
environments as healthy as possible.

We are particularly concerned about _________________ [the prevalence of candy, the use of cartoon
characters to sell unhealthy foods to children, the lack of fresh produce available locally, etc.]. 

As a major supplier of foods to the community, your store can take a leadership position on this issue.

We are asking you to please consider _________________ [creating a candy-free check-out aisle,
refraining from displaying promotions that feature cartoon characters on unhealthy foods, adding
more fresh produce to your store, etc.].

This would help parents focus on providing the healthy options for their families, and would help
address the crucial health problems in our community.

We will follow up with you in person on _________________ [date] to discuss this further. Thank you
for your consideration.

Sincerely,

Your name, organization, address, phone number, etc.
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Worksheet

You can use this worksheet to ask your local Boys and Girls’ Club,
YMCA, or other after-school program to refuse to allow activities
sponsored by food and beverage companies. Customize for your
own needs, of course.

Sample Letter to an After-School Program

Director’s name
Program/Facility name
Address
City, ST  Zip

Dear [name]:

We are part of a community coalition working to make our community a place where our children can
grow up with healthy food and safe places to be physically active. We are working with [name of your
organization or coalition leader] and represent [number of members] active, concerned residents,
many of whom have children in your program.

Did you know that X% of children in our community are overweight or at risk for overweight? These
children are more likely to develop diabetes, heart disease and other illnesses — unless we work
together to make changes.

Our coalition is particularly concerned about food and beverage marketing activities that target our
children. These go way beyond flashy TV ads and try to reach kids everywhere they are — including in
after-school programs.

We were very upset to learn about a recent trend of food and beverage companies coming to after-
school programs to conduct new product taste tests, food giveaways, and other promotional activities.
The industry claims these activities are fun for the kids, and a money-saver for the program — but in
fact the company gets to use the kids as a free focus group for developing their new products — with-
out the parents’ knowledge or permission. Of course, the food and beverage products promoted are
usually not healthy.

As a major provider of after-school care in our community, your program can take a leadership posi-
tion on this issue.

We are asking you to please commit to rejecting all such activities suggested to you or sponsored by
food and beverage companies.

This would support parents in helping their kids resist marketing efforts, and contribute to making our
community a healthy place.

We will follow up with you in person on _________________ {date] to discuss this further. Thank you
for your consideration.

Sincerely,

Your name, organization, address, phone number, etc.
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Strategic Alliance’s Rapid Response Media Network 

In partnership with Berkeley Media Studies Group, the Strategic
Alliance designed the Rapid Response Media Network to help
California advocates influence public discussion on nutrition, physi-
cal activity, and related chronic diseases. The Network provides the
news analysis that advocates need to frame the events of the day
to support effective local and statewide nutrition and physical activi-
ty policy efforts. Media coverage shapes not only the public’s opin-
ion but also that of policy makers; the Rapid Response Media
Network offers an exciting opportunity to engage with local media
and insert the environmental and policy perspective on nutrition
and physical activity promotion into the public discourse. In addition
to working with individual Rapid Response members, Strategic
Alliance generates and distributes talking points and framing analy-
sis to guide responses to major news stories and industry actions.
To join, contact sana@preventioninstitute.org.

It’s Child’s Play: Advergaming and the Online Marketing of Food to Children
Kaiser J. Family Foundation
July 2006

The Kaiser Family Foundation released the first comprehensive
analysis of the nature and scope of online food advertising to chil-
dren to help inform policymakers, advocates and industry experts.
The report, It’s Child’s Play: Advergaming and the Online Marketing
of Food to Children, found that more than eight out of ten (85%) of
the top food brands that target children through TV advertising also
use branded websites to market to children online.

This report was released at a forum on Wednesday, July 19,
2006, in Washington, D.C., that included a roundtable discussion
featuring food industry leaders, government health officials and
consumer advocates. Download the report from
http://www.kff.org/entmedia/entmedia071906pkg.cfm
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Captive Kids: Selling Obesity at Schools 
An Action Guide to Stop the Marketing of Unhealthy Foods and Beverages at School
California Project LEAN, 2006

This tool kit addresses the issue of marketing unhealthy foods and
beverages on California school campuses. While geared toward
California health advocates, this tool kit may also be useful to
health advocates outside of California. Captive Kids includes infor-
mation on:

• marketing to children and youth through schools;

• key steps to develop policy that addresses marketing at schools;

• answers to legal questions; and

• talking points, case studies, fact sheets, additional resources
and more.

You can download the toolkit from http://www.
californiaprojectlean.org/
or call California Project LEAN at 916-552-9107.

Raising Media Savvy Kids: A Common Sense Toolkit
Common Sense Media, 2005

This parent education and engagement toolkit provides suggestions
and templates for engaging communities in media and kids’ issues,
including everything you need to facilitate a one-hour, interactive
parent education workshop. Materials include:

• ideas on how to plan, promote, and evaluate a workshop;

• a workshop script with step-by-step instructions;

• PowerPoint slides;

• an educational DVD;

• handouts and magnets.

Two toolkits are available; one for parents of children 5 years old
and younger, and the other for parents of elementary- and middle
school-age children. Each toolkit is available for $50, not including
sales tax (for California residents only) and shipping and handling.
For more information, see: http://www.commonsensemedia
.org/resources/community_toolkits/kids.php
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Out of Balance
Consumers Union and CPEHN (California Pan-Ethnic Health Network)
September 2005

This report documents how money spent to advertise foods includ-
ing soda, candy, snacks and fast foods dwarfs the dollars spent to
promote the California and Federal “5 A Day” programs to encour-
age eating vegetables and fruits. The report, written by Consumers
Union, the nonprofit publisher of Consumer Reports, and CPEHN,
concludes that this imbalance is one of the key factors contributing
to unhealthful dietary trends in the United States that have led to
the obesity crisis. Download the report from
http://www.cpehn.org/policybriefs.php

Appetite for Profit by Michelle Simon, Nation Books
forthcoming in October 2006

The major food companies are currently engaged in a massive pub-
lic relations campaign. These companies, including McDonald’s,
Coca-Cola, Kraft, and General Mills, are on the defensive for con-
tributing to America’s growing epidemic related to poor nutrition,
especially among children. In response, they are taking a public
stance of being “part of the solution” in numerous ways, all the
while lobbying against sound nutrition policies. The book explains
how to fight back by offering reliable resources. Readers will learn
how to spot the PR, how to not be fooled, and how to organize, for
example, to improve school food.
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Food and beverage 
companies spend billions
of dollars each year to
aggressively market
unhealthy foods to children.

This video shows what 
marketing is, how the food
industry targets kids, and
what local communities
can do to fight back.
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