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Office of Management and Budget

Re: Food Industry Marketrng to Children Report PapenNork Comment; FTC File
No. P064504

Dear FTC Commissioners:

1 am writing to support and encourage the Federal Trade Commission to move
forward with its request for information from 44 major food and beverage
companies and quick service restaurants about their marketing practices and
expenditures directed to children and adolescents.

The Instltute of Medrcrne s (IOM s) extenswe study, Food Marketmg to Children

consumptlon habnts" Whlle these conclusions are strong, there is still much we
dan’t know’ about’ how ccompanies are targeting children and adolescents with
food and- beverage marketlng Because of the impact food marketing has on
children’s health we need to know the full nature and extent of the means and
mechanisms being used to target our children.

I, the undersigned, am a member of Healthy Eating, Active Living (HEAL), a
county coalition. We are working to improve children’s food and physical activity
environments to improve their health now and in the future. We are very
concerned about the marketing and advertising of unhealthy foods and
beverages to children and adolescents and encourage you to pursue your
investigation.

Thank you for taking this action.
Kelly Kerbow

Jefferson County Commission on Children and Families &
HEAL member




