
Office of the Secretary 
Federal Trade Collzmission 
Room H-135(ANIW J) 
600YennsylvaoiaAve., N.W 
Washington, D.C.20580 
(filod electronically) 

Office of Management and B rdgcr 
A ~ i e n l i o ~ ~Desk OZT1cer ror tile Ftbe~dTrade Commission 
(Via Fax) 

Re: Food Industry Markctine to Children Report: Paperrork Comment: FTC File 
No.PO64504 

We write in strong suppw t ofthc Wded Trade Commission's upcoming s t d y  of 
food and brvengc industry markcling activWcs and expnditurs fargeld lo childrcn and 
adolescents(Fe&ral Hegkrcr. Val. 72, No.74, April 18,2007). Inparticular, we urge 
Congrcss and the FTC to req~!estand analym infomation on the extent and nature of 
firms' ma&& research and twgct marketing acdvities focused on cthnic minority youth. 
Although obesity rates have iilcreascd for boys and girls within each cthnic and racial 
gro:?. they have incxscd th~:most md are tkc highsst for Afican Amcrican girls md 
.Mextcan-Americanboys (Ogtlcn ct al. 2006). U,S,national health examination s u n 9  
data for 2003-2004indicate rliat for childrenaged six to J 1,25% of African American 
oirls are obese curnparcd lo t te  still very high 17%of non-Hispanic white girls and 19%I=' 

ofMexican American girls. Among boys aged six ca 1 1,25% ofM.exicanAmerican bays 
are obesc compared to 19% wl'non-Hispanic Whits boys and 18% ofnon-HispanicRlack ' 
boys (Ogdm et al. 2006). When a lower cut off js used to include children who have 
hi# wcight lcvcla but do r.01 :ncct t!c obcsiv cutoff', thc p ~ a l c n u .doublcs. Thcss 
disparities pose a major challenge for policy makcrs, the public health community and the 
rood markcring industry (Kun.anyikaand G e t  2006). Howevcr, academic research on 
~narkctingand food-related perceptions among ethnically diverse populations is lacking 
dcspito the kct that thesc pop~rlationsare growing innumber (Population Reference 
Ruresl~l7006), 

Atthough thc public discussioits of food a d bcvcragc matkcting in.thccontcxt ofthc 
obesity cpidemic o k n note th2 higher levels ofobcsity among cthnic minority youth. 
cthnic targct marketing is rarely detailed givena lack of relevant infonnatlon. 'I'l~us.thc 
/*hodInd~~~tryMwktin,~to C.'llIdrenReporr representsan opportunity to gain 
informntion that may assist in the developlnent o f  inrervcntions to liclp curb the obesit) 
epidclnic among those most alfected. 



Our support for the necd to :lmequestand analyze informatiohon tatget marketing activities 
focused on ethnic minority !path is based on fourkey pints, which are surnmarixed 
below, and then detailed in the paragraphs that f011ow. 

Kq p~inls= 

1. 	 Ethnic minority chi ldren likely have hsgber expoaure to marketing strategim 
than majority childlllen. 

2. 	 Ethnic minority chilldren m y  respond more favorably to ethnically targeted 
marketingst~ategi~;than do majority children. 

3. 	 Marketing is not jus t advertising(eg,italso includes product, diatributioa 
and pricing atrategIl.s),so one cannot consider adve*ing in fsohtion. . 

4. 	 There is limited reewebfocused speclcallp on ethnic minority children and 
more is needed. 

Detailed Sap-

1. Ethnic minority children likely have higher expoaure to marketingstrategiestbnn 
majority children. From a pficticsl perspective, ethnic minority youth are an especially 
attractive segment forfood ard beverage marketers. Minority youth arc growing faster 
than otheryouth, and are precricted to comprise almostbalf ofall U.S.children in the next 
5 years (US.Ceusus Bureau) So, fiom abusiness perspective, minorityyouth are 
important to marketers. 

Ethnic m i n o w  children may also have higher exposure to marketing promotions 
bccausc thcy spend significan:lymore tinu with rncdia(Robcrts ct at. 2005; Robcrts ct d. 
1999; Woodard IV 8nd Gridiaa 2000). Om Kaiser Foundation report found that both. 
Black andHispanic childrenaged 2 to 7 year old spent at l a s t  2 more hours per week 
with media than Whitc chil&tn[ 1999 report Table 841. Another Kaiser report found 
that 8 to 18 year oid Black youth spent I4 and %more hours per week watching TV, 
DVDs and movies than White youth, and that Hispanic youth spent 6 more hours. 
Further, minority children sxe expsed to promotions that are targetedto all children, 
thosc targcted specificallyto rr k in~tiychildren, and also those targeted to minority 
teenagers and adults (Moore 21)04), 

Ethnic minority children may 1rl90be exposed to a different mix of infonation than other 
children (Kumanyikaand On'c r 2006). Rcswch has found tbat TV shows featuring 
African Amm'cans have more food commercials than do general prime-time shows and 
that these commercials fature more candy, soda and snacks (Henderson and Kelly 2006; 
Otlcy and Tadasse 2006; Tirodkar a dJain 2003). 



2. Ethnic mhority childre~rmay reaporid more favorably to ctbnically targeted 
marketingatrategia than 40 majority children. Research suggests that Black 
adolescents are more likely io pay more mention to and identie with Black characters 
and to respond more favoratlly to Black targeted ads (Aakcr et al. 2000; Appiah 2004, 
2001a,2001b; Grier and Bn;rnbaugh 1999). Advertisers use racial and ethnic cues such 
as minority modek, ethnic sp~bols,linguistic styles and music to link cultwrsl values, 
belie$%,and norms with the consumption of specific food products. For sample, one 
campaign co-sponsored by t i  fast food company and a beverage company distributed 
black history materialsin sct.oolsto black childrcn.The frequency and resonance of  
identity-linlced targeted marketing which promotes less healthfulproducts m y  support 
the developmentof less heallffil eating patterns and result in adverse health cff-. 

3. Narketing is notjut ad\ erti~iug(e.g. it also indwda product, distribution and 
pricing strategiw),so one a~lanotconsider advertising, or even promotion, in 
isolation. Foodmarketing slrategies. may. in the aggregate. challenge the abdity ofethic 
minority consumers to eat he\lthy. Promotional strategies also include food industry 
sponsorships, partnexships with community-based orgmhtions, in-school marketing, 
and street marketing. These tc:chniques are used by the marketerto create long-term 
favorable associationswith bandsby embedding the prduct into cwdrrm's Mvcs. These 
techniques may not MI undct the rubic oftypical advertisingand marketing guidelines. 
Further, while the research suggests differences inminority children's exposure to 
advmtising,the salience of this advertising and the amount and ?ypesof food products 
advertised, marketing sttateB-also encompasseshow accessible products are and what 
they cost Many ethnic minot:tycommunities have fewer s u ~ k e t sand more fast 
food restaurantsthan white o~~rnmunities.Generally, minority children oue more likely to 
live in communitieswith limited access to healthful food optionsOfumaayikaand Grier 
2006). Forexample, the Food Trust in Philadelphiaevaluated the snack available in the 
cornet stores in 5 minority coltinunitiesthat childrenfkquent on their way to and from 
school. Thcy found that only t mc cam'ed low-fat milk and none had ficsh h i t s (Gn'cr 
and Bryant 2005). Marketer d.lstributionstrategies may constrain the ability of ethnic 
mino* children (and thcir p rcnts) to purchue hcalthy food 

All these elements ofmarkctirg strategy work together topotentially create different 
"marketingenvironments"for etbnic minority children and may challenge parents' 
awareness of, and ability to prl~vidchealthieroptions for their children (Grier and 
Kumanyika, under review). 

4. There i s  limited research f.ocusedspecifically on ethnic minority children and 
more is  needed. Most acaden~icresearch on marketing strategiestochildren dots not 
specifically consider issuos that may be of particularrelevanceto ethnic minority 
chilcbzn. For example, a systcrl~aticreview on the e h of food prumotion to childrcn 
(Hasting3 2003)examinedovel. I00artblos, and fewer than five of the reviewed articles 
examincd effects among ethniceminority children. And most of this research was more 
than 10 to 2 5 years 016 Despitl.:the limited academic research, there i s  a burgconing 
ooml~~crcialmarket research inllustrythat studies ethnic minority youth to help develop 
and implement these strategies. Market research on ethnic minority youth is being done 



by specializedfirms for most of the major food andbeverage marketers. Howoucr, this 
research is often proprietary to a partiodar company, orcostly. 

Given these observed differc'ncesregarding marketingto ethnic minority youth, it is 
imperative that Congress mithe FTC request and analyze infomation on the extent and 
nature offirms market reswohand target markstingactivities specifically focused on 
ethnic minority children. Suih infinmation will assist f e s e a f c ~policymakersand 
marketers indeveloping intelverrtionsto ensure that food and bevemge marketing plays a 
positive role in the hcalth ant L well-being of ALL cMIdren. 
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