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ÿɐǱǍʳẏɾ ʭǸǩȡɅǍɶ ɐǩȲǸǪʌȡʬǸɾ

ÅProvide an overview of food marketing directed at 
children in the United States and its potential impact on 
eating habits and health.
ÅGain a better understanding of confusing and 

misleading food labeling practices used in marketing to 
children..
ÅLearn about barriers to restricting food marketing and 

federal and state bills aimed at protecting children from 
the influence of food marketing. 



Continuing Education Credit

ÅVillanova University M. Louise Fitzpatrick College of Nursing is 
accredited as a provider of nursing continuing professional 
ǱǸʬǸȺɐɳɃǸɅʌ ǩʳ ʌțǸ !ɃǸɶȡǪǍɅ ¸ʔɶɾǸɾ >ɶǸǱǸɅʌȡǍȺȡɅȓ >ǸɅʌǸɶẏɾ 
Commission on Accreditation. This activity awards 1 contact hour 
for nursing professionals.

ÅThis activity awards 1 CPEU in accordance with the Commission 
ɐɅ EȡǸʌǸʌȡǪ éǸȓȡɾʌɶǍʌȡɐɅẏɾ >æMĆ æɶȡɐɶ !ɳɳɶɐʬǍȺ æɶɐȓɶǍɃ

ỸLevel 2 activity
ỸSuggested CDR Performance Indicators: 2.3.5, 12.4.1, 13.1.3, 13.1.
ỸTo receive CE credit , you must attend the entire program.



Did you use your phone to 
ǍǪǪǸɾɾ ʌɐǱǍʳẏɾ ʭǸǩȡɅǍɶṤ

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. 

mailto:mcner@villanova.edu


Use the Q&A Box for Questions

ÅQuestions are welcome!
ÅPlease send through the Q&A Box 

during the presentation.
ÅQ&A session will follow the program. 

¸ɐʌǸṝ ñȺȡǱǸɾ ʭȡȺȺ Ʌɐʌ ǩǸ ɳɐɾʌǸǱ Ȓɐɶ ʌɐǱǍʳẏɾ 
program 



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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ÁFoodMarketingto Children

ÁTheFirst!ÍÅÎÄÍÅÎÔȭÓprotectionfor speech

ÁFoodindustryself-regulation

ÁFoodlabelingissues

ÁQuestions









J.Harriset al.AnnualReviewof PublicHealth.2009

ÅFood environment shapes 

food/beverage choices for 

everyone

ÅMarketing directed at youth 

is especially problematic

ÅFood preferences, norms, 

tastes, behaviors and portion 

sizes are established during 

childhood and adolescence 

and are difficult to change



ɆIOM: donot comprehendpersuasiveintent of 
marketing

ɆAPA: acceptcommercialclaimsastruthful

ɆFTC: lackcapacityto distinguishbetween 
persuasionandinformation

ɆVeryyoungchildrencannotdifferentiate 
betweencartoonsandreality



ɆInstitute of MedicineReport(2005)

ɆStrongevidencethat TVadvertisinginfluencesthe 
food andbeveragepreferences,purchaserequests, 
andconsumptionby childrenages2ɀ11years

ɆFederalTradeCommissioncollectedfood 
marketingdata;Reports2008,2012



Ɇ Sweetenedbeverages
Ɇ Restaurantfood
Ɇ Breakfastcereal
Ɇ Snacks
Ɇ Candy

FTCReport2008



1. RestaurantFood
2. CarbonatedBeverages
3. BreakfastCereals
4. Snacks
5. Juiceandother sugarybeverages

FTCReport2012



ÁSocialMedia- Influencercommunications

AlruwailyA, MangoldC,GreeneT,et al.ChildSocialMedia
InfluencersandUnhealthyFoodProductPlacement.Pediatrics.
2020;146(5):e20194057



ÁVideosfeaturingfood and/ordrinkswere 
viewed1billion times.
Á90%food and/ordrinkswereunhealthy 

brandeditems(eg,-Ã$ÏÎÁÌÄȭÓɊ
Á4%unhealthyunbrandeditems(eg,hot dogs)
Á3%healthyunbrandeditems(eg,fruit)
Á2%healthybranded(eg,Yoplait yogurt).

Bragget al.Pediatrics2020



ÁFederalTradeCommission(FTC)guidelines 
all socialmediaÉÎÆÌÕÅÎÃÅÒÓȭmustdisclose 
endorsements.
Á#ad isnot likelyenough
ÁWritten and/ororaldisclosuresmaybe 

disregardedor not understoodby children



ÁHost-sellingiswhentheȰÃÈÁÒÁÃÔÅÒȱdelivers
the commercialcontent
ÁHost-sellingisprohibitedon television(bythe 

FCC)but not prohibitedby the FTCon 
YouTube
ÁGoalseparatecommercialcontentandprogram 

materialto aidchildrenin distinguishing 
advertisingfrom program

ÁTheYouTubeKidsapphasbeencharacterized
ashost-sellingȰÏÎÓÔÅÒÏÉÄÓȢȱ



Chilepackaging UKTelevisionTime
Restrictions



ɆȰ#ÏÎÇÒÅÓÓshallmakeno lawȣabridgingthe 
freedomofÓÐÅÅÃÈȱ



ÁCorespeech(political,religious)

ÁProtect ideasandfreedebate

ÁGovernmentcannotsuppressor require.



ÁCommercialspeech(advertising,labeling)

ÁNot possibleto restrict truthful advertising







ÁTobaccoMarketing
ÁEvento protect children,MAcouldnot 

prohibit tobaccoads:

Áin storesfrom beingplacedlowerthan 5feet

Áor

Áoutdoorbillboardswithin 1,000feet of schoolsor 
playgrounds

ǐCutoff substantialcommunicationto adults

Lorillardv.Reilly(2001)





ÁCommercialspeechthat is false,deceptive, 
or misleading



ɆAdvertising(TV,internet,mobile)

ɆFalse,deceptive,unfairactsor practices

ɆStateattorneysgeneralhavethe samepower

ɆKID-VIDRulemaking1978

ÁFTCImprovementsAct of 1980





ÁAny junk food advertisementdirectedtowardschildren
12andundershallbe treated asanunfairanddeceptive
practiceby the FederalTradeCommission(FTC).



ÁChildrenare 
inherentlyvulnerable

ÁMarketing unhealthy 
foodsto children is 
inherently
misleading

ÁStatecanregulate 
false,unfairand 
deceptivemarketing 
to children



ages2-17
(2011)



foodnavigator-usa.com



ɆSelf-Regulatory=Voluntary
ɆYouth2-11yearsold
ɆImplemented2007
ɆOriginally10companies
ɆEachÃÏÍÐÁÎÙȭÓowninternalnutrition

criteria
ɆPercentof audienceoriginallyЈ50%then

35%



2008Top102011Top10

#1 #2 #3 #4 #5

#6 #7 #8 #9 #10

UConnRuddCenter





ɆLessthan12yearsold

ɆCoca-ColaandHersheysaythey do not 
market to children<12yearsold

ɆEffective2021,programmingaudienceЈΩΦϻ 
childrenisȰÃÈÉÌÄ-ÄÉÒÅÃÔÅÄȱ

ÁSeconduniform category-specificnutrition 
criteriaeffectiveJanuary1,2020.





5 and up

8 and up

All ages

12 and up







Á TV
Á Radio
Á Print
Á Internet/digitalmedia,includingwebsites,videoand 

computergames,open-accessplatformsthat havechild-
directedcontent likeYouTube, mobileappsor mobilemedia

Á Influencercommunications
Á Productplacementsandproductintegrations
Á Licensedcharacters,celebrities,andmovietie-insin covered 

media
Á No adsin ElementarySchools











4 out of 45Qualify

(Not These)~8 year old



Rudd 
Center









ÁChildrencaptiveaudience

ÁNon-PublicForum(governmentproperty that is 
not opento the publiclike apark)

ÁGovernmentcanreservethe property for its 
lawfullydedicatedpurpose=Education



ÁSmartSnackrules
ÁSchoolsareprohibited from allowingany

marketingof foods that do not meet the
smartsnackstandards





ÁSchoolcanstill banall marketingor

ÁContractwith vendorsfor limited marketing

ÁE.g.,onlyadvertiseDasaninot Coca-Cola






