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May 18, 2007 R
Office of the Secretary
Federal Trade Commission
~ Room H-135 (Annex J)

600 Pennsylvanja Ave., N.W
Washingtori, D.C. 20580
(filed ejectronically)

e SECRETARL

Office of Management and B adget .
Attention. Desk Officer for the Federal Trade Comumission
(ViaFax) :

Re: Food Industry Marketing to Children Report: Paperwork Comment: FTC File
No: PO64504 : :

We write in strong support of the Federal Trade Commission’s upcoming study of
food and beverage industry markeling activities and expenditures targeted (o children and
adolescents (Federal Register. Vol. 72, No. 74, April 18, 2007). In particular, we urge
Congress and the FTC to request and analyze information on the extent and nature of
firms' market research and ta get marketing activities focused on ethnic minority youth.
Although obesity rates have icreased for boys and girls within each cthnic and racial
group, they have increased thi: most and are the highest for African Amecrican girls and
Mexican-American boys (Og¢len et al. 2006). U.S, national bealth examination survey
data for 2003-2004 indicate tt at for children aged six to 11, 27% of African American
girls are obese compared to the still very high 17% of non-Hispanic white girls and 19%

- of Mexican American girls, Among boys aged six to 11, 25% of Mexican American boys
are obese compared to 19% oi" non-Hispanic White boys and 18% of non-Hispanic Black
boys (Ogden et al. 2006). When a lower cut off is used to include children who have
high weight levels but do rot mcct the obesity cutoff', the ptevalenee doubles. These

 disparities pose a major challenge for policy makers, the public health community and the
lood marketing industry (Kun anyika and Grier 2006). However, academic research on
marketing and food-related perceptions among ethnically diverse populations is lacking

~ despite the fact that thesc populations are growing in number (Population Reference

Rurean 2006), ‘ ‘

- Although the public discussiois of food and beverage matkceting in:the context of the
obesity epidemic often note thz higher Jevels of obesity among cthnic minority youth,
cthnic targot marketing is rarety detailed given a lack of rclevant information. ‘Thus, the
Food Industry Murketing to Cildren Report represents an opportunity 1o gain
information that may assist in the development of interventions to help curb the obesity
epidemic among those most alFected.
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Our support for the need to request and analyze information on target ﬁmrkcting activities
focused on ethnic minority youth is based on four key points, whlch are summarized
below, and then detailed in the paragraphs that follow,

Key points:

1. Ethnic minority children Likely have higher exposure to marketing strategies
than majority childyen. ,

2. Ethnic minority chiidren may respond more favorably to.ethnically targeted
marketing strategie: than do majority children.

3. Marketing is not just advertising (e.g. it also includes product, distribution
and pricing strategiis), so one cannot consider advertising in isnlaﬁon.

‘4. There is limited rese arch focused speciﬁcally on ethnic mmonty children and
more is needed.

Detailed Support

1. Ethnic minority children likely have higher exposure to marketing strategies than
majority children. From a practical perspective, ethnic minority youth are an especially
attractive segment for food ard beverage marketers. Minority youth are growing faster .
than other youth, and are precicted to comprise almost half of all U.S. children in the next
5 years (U.S. Census Bureau) So, from a business perspective, minority youth are
important to marketers.

Ethnic minority children may also have h1gher exposure to marketing promotions
because they spend significan:ly more time with media (Roberts ct al. 2005; Roberts ct al.
1999; Woodard I'V and Gridira 2000). One Kaiser Foundation report found that both
Black and Hispanic children aged 2 to 7 year old spent at least 2 more hours per week
with media than White children.[ 1999 report Table 8-¢]. Another Kaiser report found
that 8 to 18 year old Black yointh spent 14 and 2 more hours per week watching TV,
DVDs and movies than White youth, and that Hispanic youth spent 6 more hours.

- Further, minority children are exposed to promotions that are targeted to all children,
those targeted specifically to miinority children, and also those targeted to minority
teenagers and adults (Moore 2:J04),

Ethnic minority children may :ilso be exposed to a different mix of information than other
children (Kumanyika and Grier 2006). Research has found that TV shows featuring
African Americans have more food commercials than do general prime-time shows and
that these comrmercials feature more candy, soda and snacks (Henderson and Kelly 2006,
Otley and Tadasse 2006, Tirockar and Jain 2003).



2. Ethnic minority children may respond more favorably to ethnicslly targeted

marketing strategies than -lo majority children. Research suggests that Black

* adolescents are more likely 10 pay more attention to and identify with Black characters

and to respond more favoratly to Black targeted ads (Aaker et al, 2000; Appiah 2004,
2001a, 2001b; Grier and Brimbaugh 1999). Advertisers use racial and ethnic cues such
as minority models, ethnic symbols, linguistic styles and music to link cultural values,
beliefs, and norms with the consumption of specific food products. For example, one

- campaign co-sponsored by a fast food company and a beverage company distributed

black history materials in sct ools to black children. The frequency and resonance of
identity-linked targeted marketing which promotes less healthful products may support

- the development of less healihful eating patterns and result in adverse health effects.

3. Marketing is not just ads ertising (e.g. it also includes product, distribution and
‘pricing strategies), so one cinnot consider advertising, or even promotion, in - :
isolation. Food marketing strategies. may. in the aggrepate. challenge the ability of ethnic
minority consumers to eat healthy. Promotional strategies also include food industry
sponsorships, partnerships with community-based organizations, in-school marketing,
and street marketing. These t:chniques are used by the marketer to create long-term
favorable associations with brands by embedding the product into children’s lives. These
techniques may not fall under the rubric of typical advertising and marketing gnidelines.
Further, while the research suggests differences in minority children’s exposure to
advertising, the salience of this advertising and the amount and types of food products
advertised, marketing strategy also encompasses how accessible products are and what
they cost. Many ethnic minor:ty coramunities have fewer supermarkets and more fast
food restaurants than white communities. Generally, minority children are more likely to
live in communities with Jimiied access to healthful food options (Kumanyika and Grier
2006). For example, the Food Trust in Philadelphia evaluated the snacks available in the

_ corner stores in 5 mjnority coinmunities that children frequent on their way to and from

school. They found that only «ne¢ carried low-fat milk and none had fresh fruits (Grier
and Bryant 2005) Marketer dustribution strategies may constrain the ability of ethnic
minority children (and their pi rents) to purchase healthy food.

All these elements of marketir.g strategy work together to potentially create different
“marketing environments” for ethnic minority children and may challenge parents’
awareness of, and ability 1o provide healthier options for their children (Grier and
Kumanyika, under review),

4. There is limited research {acused specifically on ethnic minority children aad
more is necded. Most acadeniic research on marketing strategies to children does not
specifically consider issues thet may be of particular relevance to ethnic minority
children. For example, a systcratic review on the effects of food promotion to children
(Hastings 2003) examined over 100 articles, and fewer than five of the reviewed articles
examined effects among ethnic minority children. And most of this research was more
than 10 to 15 years old. Dcsplt- the limited academic research, there is a burgeconing
commercial market research inJustry that studies ethnic minerity youth to help develop
and implement these strategies. Market research on ethnic minority youth is being done
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- I'by spccmlized firms for mozt of the major food and bevetage marketers. However, this
research is often proprietary to a partioular company, or costly.

~ Given these observcd differe noes regarding marketing to ethnic minority youth, it is

imperative that Congress amil the FTC request and analyze infonmation on the extent and
nature of firms market reseaich and target marketing activities specifically focused on

- ethnic minonity children. Such information wil) assist researchers, policymakers and
imarketers in d:velopmg interventions to ensure that food and beverage marketing plays a
- positive role in the health amil well-bemg of ALL children.

ReSpcctfully submitted,
Sonya 4, Gner '

Sonya A. Grier. PhD, MBA
Associate Professor of Marketing
American University

Kogod School of Business

4400 Massachusetts Avenue, NW

- - Washington, D.C. 20016-804-%
griers@american.edu

Shiriki K. Kumanyika

Shiriki K. Kumanyika, PhD, }.D, MPH
Associate Dean for Health Promotion & Discase Prevention

| _ Professor of Epidemiology, D epartments of Biostatistics & Epidemiology

and Pediatrics (Nutrition)
Founder, African American C»llaborative Obesity Research Network
Umversny of Pennsylvania School of Mcdicine

8" Floor, Blockley Hali; 423 (juardian Drive
Philadelpbia PA 19 104-6021

skumanyi@mail. med.upenn.c.lu
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