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A Provide an overview of food marketing directed at
children in the United States and its potential impact on
eating habits and health.

A Gain a better understanding of confusing and
misleading food labeling practices used in marketing to
children..

A Learn about barriers to restricting food marketing and
federal and state bills aimed at protecting children from
the influence of food marketing.
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Continuing Education Credit

AViIIanova University M. Louise Fitzpatrick College of Nursing is
accredited as a provider of nursing continuing professional
DAY NAenBNAA k' At N ! BNEdqQAA , ?2a&r Nr > &NDANA
Commission on Accreditation. This activity awards 1 contact hour
for nursing professionals.

AThis activity awards 1 CPEU in accordance with the Commission
eAN EdQNANAGQOQO éNfdracAndeAyr >a&MC &acdec ! nn

Y Level 2 activity
YSuggested CDR Performance Indicators: 2.3.5, 12.4.1, 13.1.3, 13.1.
To receive CE credit ,you must attend the entire program.
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Did you use your phone to
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If you are calling in today rather than using your
computer to log on, and need CE credit, please
email mcner@villanova.edu  and provide your
name
and the number you called in from and we will
send you an online link for an evaluation and
your
CE certificate.
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mailto:mcner@villanova.edu

Use the Q&A Box for Questions

AQuestions are welcome!

APlease send through the Q&A Box
during the presentation.

AQ&A session will follow the program.

eANPF AAADANr ~dAA Aea kN
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Disclosures

There are no relevant financial relationships with
Ineligible companies for those involved with the
ability to control the content of the activity.

Planners will review participant feedback to
evaluate for real or perceived commercial bias in
any activity.
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Introducing our Speaker

Food Marketing and Children

Jennifer L. Pomeranz, JD, MPH
Associate Professor

School of Global Public Health
New York University
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Food Marketing and Children

Jennifer L. Pomeranz, JD, MPH (Associate Professor)




A FoodMarketingto Children

A TheFirst! 1 AT Al Arbt€at@for speech
A Foodindustryself-regulation

A Foodlabelingissues

A Questions



Do You Think Marketing

Impacts You? Others?







Arnold Strehlau's family has been pr oviding milk for Swiss Miss Hot
Cocoa since 1956. At five years old, Arnold started feeding the baby
calves. Now, he runs the whole farm and calls his nephews when he
needs extra help. Every day starts with breakfast at 9am, and the job
Isn't done until af'ter 7pm. “It’s not 2 chore to me,” he says, “when you
love the cattle and love your work .

{IT'S wHAT MAKES (T RICH AND cREAMY]

“REAL MILK. REAL
ARNOLD STREHLAU: Owner ?F-S1rcnln<1 ﬁJZI S
L ———

STOIEIEWS.
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REAL FOOD MAD!
BY REAL PEOPLE.
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Meet the Kretzschmers
They are three generations of
farmers, and Just one of the Michigan
families that proudly grows and harvests the
majority of the White Winter Wheat that goes
Mo our Non-GMO Project Verified crackers




AFood environment shapes
food/beverage choices for
everyone

AMarketing directed at youth
IS especially problematic

AFood preferences, norms,
tastes, behaviors and portion
sizes are established during
childhood and adolescence
and are difficult to change

J.Harriset al. AnnualReviewof PublicHealth.2009



7 IOM: do not comprehendbersuasiventent of
marketing

7 APA acceptcommercialclaimsastruthful

7 FTC lackcapacityto distinguishbetween
persuasiorandinformation

Z Veryyoungchildrencannotdifferentiate
betweencartoonsandreality



Z Institute of MedicineReport(2005)

Z Strongevidencethat TVadvertisinginfluencesthe
food andbeveragepreferencespurchaserequests,
andconsumptionby childrenages2z11lyears

7 FederallradeCommissiorcollectedfood
marketingdata; Reports2008,2012
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Sweetenedbeverages
Restauranftood
Breakfastcereal
Snhacks

Candy

FTCReport2008
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Restaurantood
CarbonatedBeverages
BreakfastCereals

Snacks

Juiceandother sugarybeverages

FTCReport2012



A SoclalMedia- Influencercommunications
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Alruwaily A, MangoldC,GreeneT, et al. Child SocialMedia
InfluencersandUnhealthy FoodProductPlacement.Pediatrics.
2020;146(5):€20194057
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A Videosfeaturingfood and/ordrinkswere
viewedlbilliontimes.

A 90%food and/ordrinkswereunhealthy
brandeditems(eg,- A$1T 1T Al Ao O0Q

A 4% unhealthyunbrandeditems (eg, hot dogs)

A 3%healthyunbrandeditems(eg,fruit)

A 2%healthybranded(eg,Yoplaityogurt).

Bragget al. Pediatrics2020



A FederallradeCommissionFTCuidelines
allsocialmediaE 1 &1 O AudstligcloLa &
endorsements.

A #ad Isnot likelyenough

A Written and/ororal disclosuresnay be
disregardedor not understoodby children



the commerciakcontent

A Host-sellingis prohibited ontelevision(bythe
FCCut not prohibited by the FTCon
YouTube

A Goalseparatecommerciakcontentand program
materialto aid childrenin distinguishing
advertisingfrom program

A TheYouTubeKidsapphasbeencharacterized
ashost-selingDT @OA Ol EAO850



Chilepackaging UK TelevisionTime
Restrictions
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zO#1 1 Glkakn@kenolaw8 abridgingthe
freedomof OPAAAE 0




A Corespeech(political, religious)
A Protectideasandfree debate
A Governmentcannotsuppresor require.




A Commerciakpeech(advertising|abeling)
A Not possibleto restrict truthful advertising




ADVANCE

Complete nutrition for baby's first

NOURISHING
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Restricting Commercial Speech




A TobaccoMarketing
A Evento protect children,MA couldnot
prohibittobaccoads:
A in storesfrom beingplacedlowerthan 5feet
A or
A outdoor billboardswithin 1,000feet of schoolsor
playgrounds
Cutoff substantialcommunicationto adults

Lorillardv. Reilly(2001)
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i'm lovin' it

Whole Grain&Calcium :

Guaranteed W

NATURALLY &
ARTIFICIALLY FLAVORED
SWEETENED CEREAL @  NET WT 15.6 OZ (442g)




A Commerciakpeechthat isfalse,deceptive,
or misleading



7 Advertising(TV,internet, mobile)

# False deceptive,unfairactsor practices

7 State attorneysgeneralhavethe samepower
? KID-VIDRulemakingl97/8

A FTCImprovementsAct of 1980




SUppORT YOUR CHILD'S

DAILY VALUE OF
ml XIDAN
NUTRIEN!

VITAMINS
ABC&E




U.S. SENATE COMMITTEE ON

Health, Education CHAIR RANKING MEMBER HEARINGS COMMITTEE ACTIONS  ABOUT
Labor & Pensions

04.19.2024

NEWS: Sanders and Booker Take on
Food and Beverage Industry with
New Legislation to Address
Childhood Diabetes and Obesity
Epidemics

WASHINGTON, April 19 — Sen. Bernie Sanders (I-Vt.), Chairman of the Senate Committee on
Health, Education, Labor, and Pensions (HELP), and Sen. Cory Booker (D-N.J.), along with Sen.

A Any junk food advertisementdirectedtowards children
12andundershallbe treated asanunfairand deceptive
practiceby the FederallradeCommissionFTC)




FoodNavigator \ ) _
A Childrenare

= | A | Nows | Sectors | Tronds | Bosources | Everi iInherentlyvulnerable

Protecting children from deceptive A Marketing unhealthy
food advertising: The scope of NY'’s foodsto children is
S213-B bhill .

Inherently

By Deniz Ataman ® ® @
21-Feb-2024 Last updated on 21-Feb-2024 at 14:58 GMT

misleading

A Statecanregulate
false,unfairand
deceptivemarketing
to children




Interagency Working Group
on Food Marketed to Children

Preliminary Proposed Nutrition Principles
to Guide Industry Self-Regulatory Efforts
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GMA: There is no middle groun
n kids marketing proposals

By Elaine Watson,

Food manufacturers will not support a controversial government
proposal on food marketing to kids - even with the promised ‘significant
revisions - because it is not supported by evidence, says the Grocery
Manufacturers Association (GMA).

’

The GMA was speaking to FoodNavigator-USA after
the interagency working group (IWG*) behind the
proposal told a Congressional committee on
Wednesday it was prepared to make "significant
revisions” to its original recommendations, which
were published in April.

Can we meet the IWG half way? ‘The short
answer is no’

If implemented, the ING
proposals could make a

. R e 'substantial contribution to the
ground with the IWG given its apparent willingness o epidemic’. claims the

to address industry concerns, GMA vice president of  American Di=*-%- *--- =%

Asked whether the industry could find some middle

faderal affaire Qratt Eaher caid: “The chart ancwer foodnavigatorusa.com



# SeltRegulatory=Voluntary

7 Youth2-11lyearsold

7 Implemented2007

E Ongmalllecompanles

7z EachA 1 | B Adwhitethalnutrition
criteria

7 Percentof audienceoriginallyJ 50%then
35%
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# Lessthan 12yearsold

7 CocaColaandHersheysaythey do not
marketto children<l12yearsold

¢ Effective2021,programmingaudience] Q ® m
childrenisOA EAE AAAOA A6

A Seconduniform category-specificnutrition
criteriaeffectiveJanuaryl, 2020.



But Nutrition Standards

Largely Irrelevant




All ages







| bk
open happiness™ Ceatools
= ."- < .




A
A
A
A

> > D

TV

Radio

Print

Internet/digital media,includingwebsites,videoand
computergames,openaccesdlatformsthat havechild-
directedcontentlike YouTubemobile appsor mobile media
Influencercommunications
Productplacementsandproductintegrations
Licensedacharacterscelebrities,andmovietie-insin covered
media

No adsin ElementarySchools



Where Does CFBAI NOT

Apply?




@ pepsi

presents
1 'The Super Bowl
Halftime Show
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Branding, Toys

mlovin’it
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(Not These)~8 yearold
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— CFBAl-approved {with smoothie and with juice)
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With juice
-~ fi ’!ﬂ’" Without drink
.‘ .
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Note: Government Speech and
School Marketing Different




e
A D
Eat a Variety of Colorful

Fruits and Vegetables
Every Day

d

ARE YOU POURINGS

DON’T DRINK YOURSELF FAT.
Cut back on soda and other sugary beverages.
Go with water, seltzer or low-fat milk instead.




A Childrencaptiveaudience

A Non-PublicForum(governmentpropertythat is
not opento the publiclike a park)

A Governmentcanreservethe propertyfor its
lawfully dedicatedpurpose=Education




A SmartSnackrules

A Schoolsare prohibited from allowingany
marketing of foodsthat do not meet the
smartsnackstandards



“Look-alike” Smart Snacks in schools

— Look-alike Smart Snacks Regular versions
sold in schools sold in stores

UCONN

RUDD CENTER

FOR FOOD POLICY & OBESITY




A Schoolcanstill banall marketingor
A Contractwith vendorsfor limited marketing

A E.g.,only advertiseDasaninot CocaCola




Misleading and Deceptive

Food Labels
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