
Policy Extract 

 

Solving the problem of childhood obesity within a generation 

 

Food marketing to children and adolescents is a big business. Children and 

adolescents are an important demographic for marketers for several reasons: (1) they 

are customers themselves; (2) they influence purchases made by parents and 

caregivers; (3) they are the future adult market.  

 

B. Food Marketing  

While a causal link between marketing and increasing childhood obesity rates has yet 

to be firmly established, research indicates that advertising can have a strong 

influence on children. Young children in particular have difficulty distinguishing 

between television programming content and advertising, or comprehending the 

purpose of advertising. Older children, and even adults, are influenced by advertising 

too.  

The marketing of food products can also be a powerful tool to drive the purchase of 

healthy products and to communicate important information about healthy eating 

choices.  

 

Recommendations 

The Federal government can play a critical role in improving the media environment 

for children with respect to the marketing of foods and beverages. It can do so while 

fully respective the First Amendment right to free speech. Generally, this role includes:  

 Bringing together key stakeholders to develop collaborative solutions; 

 Providing guidance to industry on voluntary initiatives; 

 Conducting consumer education and outreach campaigns; and 

 Promulgating laws and regulations when other methods prove insufficient.  

Recommendation 2.5: The food and beverage industry should extent its self-regulatory 

programme to cover all forms of marketing to children, and food retailers should avoid 

in-store marketing that promotes unhealthy products to children.  

Recommendation 2.6: All media and entertainment companies should limit the 

licensing of their popular characters to food and beverage products that are healthy 

and consistent with science-based nutrition standards.  

Recommendation 2.7: The food and beverage industry and the media and 

entertainment industry should jointly adopt meaningful, uniform nutrition standards for 

marketing food and beverages to children, as well as a uniform standard for what 

constitutes marketing to children.  

https://letsmove.obamawhitehouse.archives.gov/sites/letsmove.gov/files/TaskForce_on_Childhood_Obesity_May2010_FullReport.pdf


Recommendation 2.8: Industry should provide technology to help consumers 

distinguish between advertisements for healthy and unhealthy foods and to limit their 

children’s exposure to unhealthy food advertisements.  

Recommendation 2.9: If voluntary efforts to limit the marketing of less healthy foods 

and beverages to children do not yield substantial results, the FCC could consider 

revisiting and modernising rules on commercial time during children’s programming.  

 

Benchmarks of Success 

A substantial yearly increase in the promotion of healthy food and beverage 

advertisements targeting children such that, within three years, the majority of food 

and beverage advertisements directed to children promote healthy foods. 

A substantial yearly decrease in the use of licensed characters to promote foods and 

beverages that are not healthy such that, within three years, licensed characters are 

used only to promote healthy foods and beverages. 


