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Executive Summary

Executive Summary

A. Background and Overview

This report is a follow-up to the Federal Trade Commission’s 2008 report: Marketing Food
to Children and Adolescents: A Review of Industry Expenditures, Activities, and Self- Regula-
tion. The 2008 report was requested by Congress and prompted by concerns about dramatic
increases in the rate of childhood obesity. It examined the state of food and beverage marketing
to children as of 2006, at the early development of industry self-regulatory initiatives to improve
the nutritional profile of foods marketed to children. Using data obtained through compulsory
process orders to 44 major food and beverage marketers, the Commission found that the food in-
dustry spent $2.1 billion marketing food to youth in 2006. The Commission documented which
categories of foods and beverages were most heavily marketed to children and teens, as well as
which marketing techniques were used. The Commission also assessed early self-regulatory ef-
forts to promote more nutritious foods and made specific recommendations for further action by
the food industry and media. In particular, the Commission conducted a detailed assessment of
the Children’s Food and Beverage Advertising Initiative (CFBAI), a significant self-regulatory
program launched by the Council of Better Business Bureaus in 2006. Because self-regulation
was still at its nascence, the Commission committed to prepare a follow-up report assessing
industry progress.

The 2006 data from the first report serve as a baseline for measuring the impact of industry
efforts. The current report compares 2006 data to 2009 data from the 44 original companies and
four additional companies. Total spending on food marketing to youth dropped 19.5% in 2009,
to $1.79 billion. Spending on youth-directed television advertising fell 19.5%, while spend-
ing on new media, such as online and viral marketing, increased 50%. The overall picture of
how marketers reach children, however, did not significantly change. Companies continue to
use a wide variety of techniques to reach young people, and marketing campaigns are heavily
integrated, combining traditional media, Internet, digital marketing, packaging, and often using
cross-promotions with popular movies or TV characters across all of these. Those techniques are
highly effective. Consumer research submitted by the reporting companies confirms the “pester
power” phenomenon — child-directed marketing and promotional activities drive children’s food
requests. Children, in turn, play an important role in which products their parents purchase at the
store, and which restaurants they frequent.

An important new element of the current report is the nutritional analysis of foods marketed
to youth. The report examines whether and to what extent the nutritional quality of foods mar-

keted to children and teens has improved with the advent of self-regulatory initiatives. Overall,
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there were a number of modest improvements from 2006 to 2009, with more pronounced chang-
es in particular food categories. The Commission is also aware that many food companies have
continued to improve the nutritional profile of their foods, for example, by further reducing the
sugar content of cereals marketed to children and increasing the whole grain content.

Finally, this report examines the progress industry has made in marketing food responsibly
to children and shifting the emphasis of that marketing to more nutritious choices. The food and
beverage industry, and in particular the CFBAI, has made major strides since the early days of
self-regulation in 2006. The industry has expanded the scope of children’s marketing to which
their efforts apply and has strengthened and standardized the nutritional criteria for foods mar-
keting to children. New uniform criteria, developed by the CFBAI and scheduled to take effect
on December 31, 2013, will likely lead to further improvements in the nutritional quality of
foods marketed to children, but could be further strengthened to more closely track key dietary
advice in the 2010 Dietary Guidelines for Americans. In addition, the Alliance for a Healthier
Generation has also succeeded in improving the nutritional quality of foods and beverages sold
in schools. Within the media industry, individual entertainment companies have taken a leader-
ship role in limiting character licensing and other cross-promotions to children and restricting ad
placement during children’s programming to nutritious foods. Despite the commendable prog-
ress, this report identifies areas where further efforts could be made by the food and beverage

industry and the media industry to improve the nutritional quality of foods marketed to youth.

B. Dollars Spent on Marketing to Youth

In 2009, the 48 reporting companies spent $1.79 billion on youth marketing, a 19.5% drop in
inflation-adjusted expenditures compared to 2006. Of the $1.79 billion, $1 billion was directed
to children ages 2-11, and $1 billion was directed to teens ages 12-17, with $263 million overlap-
ping the two age groups. For those food and beverage products promoted to children or teens,
the overall expenditures for promotional activities directed to a// audiences, including additional
adult-oriented marketing, was $9.65 billion, slightly less than the $9.69 billion spent in 2006.
Therefore, the expenditures directed to those between the ages of 2 and 17 represented 18.5% of
all consumer-directed marketing expenditures for those products, down from 21.6% in 2006.

Quick-service restaurant (QSR) foods, carbonated beverages, and breakfast cereals account-
ed for $1.29 billion of all youth-directed expenditures, 72% of the total (the same as in 2006).
The reporting QSRs spent $714 million on youth marketing in 2009 (down from $733 million
in 2006), with $583 million directed to children and $183 million directed to teens (including
overlap of the two age groups). The drop in child-directed expenditures for QSR food was due
primarily to reduced premium expenditures, which offset a substantial increase in child-directed

television advertising. The increase in teen-directed expenditures for QSRs stemmed primarily
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from greater television expenditures as well as modest increases in radio and new media adver-
tising. Carbonated beverage companies reported $395 million in youth-directed expenditures,
about 97% of which were teen-directed. Nearly $82.3 million, or 21%, of carbonated beverage
youth marketing consisted of in-school expenditures, down in absolute and relative amounts
from 2006. Breakfast cereal companies reported $186 million in youth-directed expenditures,
down from the $237 million reported for 2006, but more evenly distributed between children
($173 million) and teens ($103 million, including overlap).

Although food marketers spent 19.5% less on youth-directed television in 2009 ($633 mil-
lion), television remained the predominant medium to reach youth, accounting for 35% of total
youth-directed marketing expenditures, just as in 2006. Marketers spent $375 million to reach
children via television and $364 million to reach teens, significant drops from 2006. QSRs ($154
million) and breakfast cereals ($102 million) accounted for 68% of the child television expendi-
tures. QSRs accounted for nearly 36%, or $130 million, of the teen television expenditures. All
told, food marketers spent $695 million on traditional measured media (television, radio, and
print) directed to youth, a significant drop from the $848 million spent in 2006.

In contrast, the food companies spent 50% more to reach youth using new media (e.g., on-
line, mobile, and viral marketing), compared to 2006. New media accounted for approximately
7% ($122.5 million) of all reported youth expenditures, up from 4% in 2006. Breakfast cereals
($22 million), QSR foods ($19 million), and snack foods ($10 million) were the top three cat-
egories for child-directed new media expenditures. Carbonated beverages ($23 million), candy
and frozen desserts ($12 million), and snack foods ($11 million) were the top three categories
for teens. Appendix D to this report discusses youth exposure to online display advertising, food
company websites (including advergames), and mobile advertising during 2006 and 2009.

The companies reported $393 million to reach youth consumers through premiums, account-
ing for 22% of all youth-directed expenditures. QSRs accounted for most of the industry’s $377
million on premiums to children ($341 million for QSR child-directed premiums). Total child-
directed premium expenditures dropped 28%, due primarily to fewer children visiting QSRs in
2009 and reduced premium costs. The companies reported spending $113 million on in-store
marketing and packaging to reach children and teens, a 46% drop from 2006. They spent 22%
less ($315 million) on other traditional promotions, including product placement, movie, video,
and video game advertising, cross-promotion license fees, athletic and event sponsorship, and
celebrity endorsement fees. Finally, the companies reported in-school marketing expenditures
of $149 million, representing 8.3% of all youth expenditures, a significant drop from the $186
million reported for 2006. Most in-school expenditures were teen-directed, and 93% were for

carbonated ($82.3 million) and non-carbonated ($55.9 million) beverages.
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As in 2006, nearly one-third of all youth-directed marketing involved cross-promotion ex-
penditures, such as licensing fees paid for and expenditures associated with implementing mar-
keting campaigns incorporating a licensed character or other cross-promotion. Youth-directed
cross-promotion expenditures went down in 2009 ($584 million versus $666 million in 2006).
Half of all child-directed marketing dollars ($530.7 million) involved cross-promotions, and
QSRs ($428 million) accounted for 81% of that amount. The QSR foods and carbonated bever-
ages categories spent more than half of their respective child-directed expenditures on cross-
promotions. The companies spent significantly less on teen-directed cross-promotions ($127
million). The carbonated beverages category ($46 million) spent the most, followed by the
breakfast cereal category ($28 million), and QSRs ($25 million).

C. Nutrition in Marketing to Youth

The 48 reporting companies marketed a total of 625 food and beverage products to youth
in 2006 and 2009 combined. The Commission’s nutritional analysis of these products focuses
on key nutrients and food components identified in the 2010 Dietary Guidelines for Americans
as important elements to either limit (calories, sodium, sugar, saturated fat, trans fat, and calo-
ries) or increase (fiber, whole grains, calcium, Vitamin D, and potassium) for a healthy diet. The
Commission also requested information about fruit, vegetable, dairy, and other food groups, but
did not obtain sufficient data to analyze whether the products provide meaningful contributions
of such food groups. All nutrition data are weighted by marketing expenditures to more accu-
rately reflect the overall nutritional quality of foods in youth-directed marketing.

The Commission realizes that many of the reporting companies have continued to refor-
mulate existing products and introduce new products since the 2009 data was collected, with
the result that the overall nutritional profile of the children’s food marketplace has continued to
improve. The Commission commends industry for these efforts. The analysis, in this report,
however, is limited to the two years for which data was collected.

A few general observations about the average nutritional quality of foods marketed to youth
in 2006 and 2009 can be made by aggregating the nutrition data for all products. These general
observations, however, are not always mirrored by trends in a specific product category. The
analysis of all products (excluding QSR foods) shows that, overall, foods marketed to children
were higher in calories and sodium than foods marketed to teens in both 2006 and 2009, but
lower in sugar, largely due to less child-directed marketing of carbonated beverages and candy.
Nutrients to increase, such as fiber, whole grain, calcium, and Vitamin D, were higher in foods
marketed to children than those marketed to teens in both years. There were modest improve-
ments across all key nutrients from 2006 to 2009 for foods marketed to children and improve-

ments in all but sodium and saturated fat content for foods marketed to teens. The nutritional
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improvements in foods marketed to youth were due both to reformulation of many of the prod-
ucts that were marketed in both years, as well as to products being introduced or newly adver-
tised to youth in 2009 in place of less nutritious products that were either taken off the market or
no longer advertised.

Cereal: There were small nutritional improvements across the board for cereal marketed to
children and teens from 2006 to 2009, but those changes were generally too small to be nutrition-
ally meaningful in the context of the daily diet. For example, average whole grain content of
cereal marketed to children increased by 1.6 g per serving in 2009, the equivalent of one tenth of
one of the three daily servings of whole grain recommended by the 2010 Dietary Guidelines for
Americans.

There was also a small reduction in average sugar content in children’s cereal marketing (0.9
g per serving), but this included a dramatic shift in 2009 away from marketing of the most sug-
ary cereals. As a result, marketing to children of cereals with 13 g of sugar or more per serving
was eliminated. The percentage of children’s marketing for cereals containing primarily (51% or
more) whole grain also increased in 2009. Marketing of cereals containing mostly refined grain,
however, continued to dominate the youth market in 2009, representing 86% of the children’s
market, and 80% of the teen market. In 2009, only 3% of cereal marketed to children met FDA’s
standard for a “low sodium” claim.

A comparison of cereal marketed to children and teens with marketing of those same cereal
products to all ages reveals that, in 2009, the cereals most heavily marketed to children were
least nutritious. Cereal marketed to children averaged 2 g more sugar per serving and half the
whole grain content of cereal marketed to older audiences. Cereal marketed to children with li-
censed characters or other cross-promotions had less than half the whole grain of cereal marketed
to children without cross-promotions.

Drinks: There were small but positive changes in the nutritional profile of drinks marketed
to youth (carbonated beverages, non-carbonated beverages, 100% juice, and water). As an ex-
ample, drinks marketed to both children and teens averaged 20 fewer calories per serving in 2009
than in 2006. Almost all of the sugar in drinks marketed to both children and teens was added
sugar, rather than naturally occurring sugar from fruit or fruit juice. Drinks marketed to children
and teens averaged more than 20 g of added sugar per serving in 2009. At this level, applying
the 2010 Dietary Guidelines for Americans limit for “discretionary calories” from solid fats and
added sugars, one youth-marketed drink provided a third of the total daily limit for discretionary
calories. Water and 100% juice products continued to represent a small percentage of overall
youth drink marketing — 16% of drinks marketed to children and 8% of drinks marketed to teens
in 2009. The data also showed that carbonated beverages marketed to teens averaged 10% more

calories and added sugars in new media than in traditional measured media in 2009.
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The most significant improvement came in the context of in-school drink marketing, which
was subject to a self-regulatory program launched in 2006 by the Alliance for a Healthier Gen-
eration and the American Beverage Association. In the school setting, average calorie content
of drinks fell more than 30% for both children and teens. Marketing of water and 100% juice
products was also more prominent in the school setting than in other youth drink marketing, rep-
resenting 35% of in-school drinks marketed to children and 29% to teens in 2009.

Dairy: Analysis of dairy marketing to youth is limited to dairy drinks and yogurt. Spending
on cheese and other dairy product marketing to youth was too small to allow meaningful analy-
sis. Nearly all dairy drink marketing to children and teens in both 2006 and 2009 was for non-fat
and low-fat products that were unflavored (contained no added sugar). The percentage of mar-
keting for dairy drinks with added sugar fell from 19% of children’s dairy drink spending in 2006
to 7% in 2009; for teens, spending on dairy drinks with added sugar fell from 10% in 2006 to 1%
in 2009.

The overall nutritional profile of yogurt product marketing improved for both children and
teens from 2006 to 2009. For example, yogurts marketed to both age groups had approximately
20 fewer calories, half the saturated fat, and an additional 13% of the daily value for calcium per
6-0z serving in 2009. The total sugar content of yogurt products marketed to youth also dropped
by approximately 2 g per 6-0z serving. Despite this drop, more than three quarters of children’s
marketing and more than half of teen marketing in 2009 was for yogurt containing 24 g or more
total sugar per 6-o0z serving, with nearly half of that sugar coming from added flavorings.

Snacks: Snacks marketed to both children and teens showed minimal or no improvements
in nutrition from 2006 to 2009. None of the snacks marketed to children in either 2006 or 2009
met the FDA labeling claim standard for “low” calorie. As of 2009, 45% met FDA’s standard
for “low” saturated fat, 43% met the “low” sodium standard, and virtually no snacks marketed
to children met FDA’s standard for a “good source” of fiber or contained more than 50% whole
grain. There was no significant or systematic difference, either positive or negative, between
snack marketing in new media and traditional measured media. This was also true for the com-
parison of snack marketing with and without cross-promotions.

Prepared foods: Prepared foods is a diverse product category that encompasses individual
foods, entrees, and meals, with portion sizes ranging from less than 100 g to more than 300 g.
Nutritional changes from 2006 to 2009 in this category were mixed. Calories increased by about
16% and sugar by about 50% in children’s prepared food marketing, while saturated fat remained
constant and sodium fell substantially. For teen marketing, calories rose slightly (4%) along with
sugar, while sodium and saturated fat both dropped. There were small to modest improvements
in 2009 for both children and teens in fiber, whole grain, and potassium content. Calcium con-

tent was also up slightly for children’s marketing but not for teens.
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Candy/Frozen Desserts: The primary change in this category was a large reduction in the
number of products marketed and total spending. There was also some nutritional improve-
ment in the category, particularly with respect to children’s marketing, which averaged 30 fewer
calories, 7 g less sugar, and 0.6 g less saturated fat per serving in 2009. In both years, the calorie,
sugar, and saturated fat content for marketing to teens was substantially higher than for children’s
marketing. This was due in part to more marketing of chocolate and ice cream products to teens.

Quick-Service Restaurant Foods: Because QSR companies were permitted to aggregate
data by promotional activity in 2006, it was not possible to retroactively isolate spending for
specific menu items. Nutritional analysis for this category is therefore based mainly on data for
products advertised on television. Five companies reported data for both 2006 and 2009. Four
additional companies were added in 2009.

For the five companies reporting in both years, there was some improvement from 2006 to
2009. In child-directed TV advertising, products averaged 79 fewer calories, 57 mg less sodium,
6 g less sugar, and 0.5 g less saturated fat. In teen-directed TV advertising, improvements were
more modest; products averaged 43 fewer calories, 14 mg less sodium, and 1 g less sugar. The
positive nutritional changes were primarily due to significant marketing of new, generally more
nutritious, meal and menu items. Advertising to children was generally better nutritionally —
with fewer calories, much less sodium, and less saturated fat — than advertising to teens in both
2006 and 2009. Children’s products averaged somewhat higher sugar content, however, pos-
sibly from milk and fruit that accompanied children’s meals. When advertising by the four new
reporting companies (that are not CFBAI pledge companies) is factored in, the new company
products have a modest negative effect on average 2009 nutrition levels.

The Commission also compared the nutritional profile of products advertised to children as
“children’s meals” with other meal and main dish items that were also advertised to children in
2009. A much higher percentage of 2009 advertising for “children’s meals” met FDA standards
for “low calorie” (100% of “children’s meals” vs. 7% of other meals and main dishes), “low
sodium” (100% vs. 6%), and “low saturated fat” (64% vs. less than 1%). Because most charac-
ter licensing and other cross-promotions in QSR advertising are tied to “children’s meals,” this
comparison also serves as a proxy for comparing marketing with and without cross-promotions
and suggests that QSR products marketed with cross-promotion were more nutritious.

Finally, QSR products marketed in new media in 2009 had a better average nutritional
profile than products marketed in traditional measured media, for both children and teens, due
largely to the fact that most online and other new media promotion was for “children’s meals,”
rather than for other meals and main dishes.

CFBAI Program Impact on Nutrition: Companies participating in the CFBAI self-reg-
ulatory program accounted for 82% of 2006 spending on children’s food marketing, and 89%
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of 2009 spending. The average nutritional profile of CFBAI-member products improved from
2006 to 2009. For both 2006 and 2009, a comparison of the nutritional profile of food marketed
through television advertising (an activity covered by the CFBAI pledges), with the nutritional
profile of foods marketed through packaging and in-store displays (activities not covered by the
pledges), revealed that food advertised on television were better on some nutrients and worse on
others as compared to foods marketed through packaging and in-store displays. A comparison of
foods marketed in 2006 to foods marketed in 2009, however, revealed that there were greater nu-
tritional improvements in food advertised on television as compared to foods marketed through
packaging and in-store displays. For example, food advertised on television had greater reduc-
tions in sodium, sugar, and calories than foods marketed through packaging and in-store dis-
plays. In addition, foods advertised on television had a slight increase in whole grain from 2006
to 2009, whereas food marketed through packaging and in-store displays had a small decrease in
whole grain.

The Commission also examined how CFBAI-member food advertising from 2009 measured
up to the CFBAI 2014 uniform nutrition criteria. Even though the nutrition profile of children’s
food advertising has likely changed significantly since 2009, there are still observations worth
noting. In particular, the criteria for “nutrients to limit” (calories, saturated fat, sodium, and
sugar) seem to be set at levels that are more challenging to reach than the criteria for nutrition
components to encourage. As of 2009, 64% of CFBAI-member advertising would need reduc-
tion in at least one nutrient to limit to meet the 2014 uniform nutrition criteria, while only 20%
would need any increase in nutrition components to encourage. Also of interest in the QSR
category, “children’s meals” marketed by CFBAI members were much closer to meeting the new
criteria for nutrients to limit than were other meals and main dishes, almost all of which were
marketed to children by QSRs that have not joined the CFBAL

D. Methods of Promoting Food and Beverages to Youth

Food and beverage companies continued to use a full spectrum of promotional techniques
and formats to market their products to children and teens. As in 2006, youth-directed marketing
campaigns were often fully integrated across a variety of media. Themes from television adver-
tising carried over to packaging and in-store displays, and to the Internet. Packaging promoted
food product websites, where young consumers played advergames featuring the food, entered
contests, received “points” to redeem premiums, and engaged their friends in the campaign
through social networking.

Cross-promotion was a hallmark of marketing food to young people, particularly children.
In 2009, the companies reported more than 120 cross-promotions (up from 80 in 2006) tying

food and beverage products to popular movies, TV programs, cartoon characters, toys, websites,
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video games, theme parks, and other entertainment venues. Ice Age: Dawn of the Dinosaurs,
the Madagascar movies, and Night at the Museum were prominent in 2009 and were used to
promote QSR meals, cereal, fruit snacks, yogurt, candy, carbonated beverages, and many other
products. Promotions included TV and print ads for the foods featuring movie characters, toy
premiums distributed with QSR children’s meals, movie characters appearing on packaging
along with codes to enter contests online, co-branded websites with games and sweepstakes,
and fruit snacks imprinted with movie images. Nickelodeon and Cartoon Network also licensed
their shows and popular TV characters to promote a wide variety of foods to young people.
SpongeBob episodes, for example, could be viewed on food company websites with cross-links
between Nickelodeon’s SpongeBob website and the food company site. Sesame Street licensed
its characters to food companies but limited licensing to fresh fruits and vegetables. Foods and
beverages were also cross-promoted with amusement parks, popular video games, and children’s
websites such as NeoPets.com.

Television advertising was less prevalent in 2009 but remained a staple of food and beverage
marketing to youth, often featuring company-created spokescharacters or other animation. Some
TV ads featured children or teens engaged in sports or other physical activities. Companies also
continued to use print and radio, though not extensively. Print ads for fruit snacks, crackers, and
lunch kits appeared in Marvel Comics, Nickelodeon Magazine, and SI Kids, as well as a variety
of other “tween” and teen magazines. Radio ads to teens were mainly for carbonated beverages,
sports drinks, and energy drinks.

Internet promotional activities have become an anchor for food marketing, with more than
90% of the reporting companies engaging in online marketing in 2009. Online marketing is far
less costly than TV and other media, and more interactive and engaging. As set out in Appen-
dix D to this report, in 2009, ad-supported, child-oriented websites generated over 2.1 billion
display ad impressions for food products, reflecting little change from the 1.96 billion food ad
impressions detected for 2006. As in 2006, the breakfast cereal category generated most of those
impressions (1 billion), and pre-sweetened cereals tended to be the most advertised food products
on both child- and teen-oriented websites. Child-directed virtual worlds also ran a significant
amount of display advertising for foods. Nine of the top-ten consumer goods advertised on 13 of
the most popular online worlds for children were foods.

Food company websites remained a viable part of integrated marketing campaigns in 2009,
but their popularity did not grow appreciably from 2006. About two million children ages 2-11
(and nearly three million 6-14-year-olds) per month visited at least one of 73 food company web-
sites most likely to attract children during the latter half of 2009. Few individual food company
websites averaged more than 100,000 child visitors per month, the exceptions being Millsberry.
com (284,000), HappyMeal.com (189,000), MyCokeRewards.com (177,000), and McWorld.com
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(139,000). Millsberry.com ceased operations in 2011. Further, child visitors spent little time on
company websites, the exceptions being Millsberry.com (45 minutes for children) and Postopia.
com (29 minutes for 6-14-year-olds). Finally, as in 2006, a sizable subset of youth regularly
visited and spent significant time on multiple food company websites each month during 2009.
Through the four months ending December 2009, more than a half million children 2-11, and
nearly 700,000 6-14-year-olds, averaged more than 30 minutes per month on two or more of the
73 food sites examined.

Advergames promoting foods and beverages were a key focus of many child- and teen-
oriented sites. Advergames often offered multiple levels of play and some incorporated social
networking by allowing players to “invite a friend” to join the game. One game directed the
child to hold a cereal box up to a webcam in order to interact with the game. Other popular
online marketing activities included allowing children to create their own avatar and personalize
their virtual world, creating art work to share with a friend online, joining online “clubs” that of-
fer free or discounted meals on a child’s birthday, and downloading screen savers, “emoticons,”
ring tones, videos, and other items. Teen-directed websites often featured celebrity athletes and
musical artists, sports video games, online concerts, and sweepstakes. In addition to marketing
on their own websites, food and beverage companies also displayed banner ads on sites operated
by Nickelodeon, NeoPets, Cartoon Network, and Disney, as well as on popular game, sports, and
social media sites. Digital marketing to young people on mobile devices also increased with the
proliferation of these devices, using many of the same techniques used on the Internet, such as
games, free downloads, and contests.

Viral marketing and word-of-mouth activities were increasingly used by food marketers to
reach children and especially teens and were often closely integrated with Internet marketing.
Food marketers had their own Facebook and MySpace pages, links to Twitter accounts, dedi-
cated portions of YouTube, and used other popular social media sites. Websites often included
solicitations to “invite a friend” or “share with a friend”; in one case, a site urged advergame
players to enlist friends through Facebook and Skype. Food marketers also used word-of-mouth
techniques — recruiting consumers as “ambassadors” of the brand. Word-of-mouth techniques
were most often directed to teens.

Other traditional forms of marketing, such as product packaging and in-store marketing,
premiums, product placement, and celebrity endorsements, are described in detail in Section [V
of this report.

The Commission also collected consumer research from the companies related to their
youth-directed marketing. One theme that emerged from the research was the important role that
children play in purchasing decisions for food and beverages and how marketing promotes that

“pester power.” Purchase of particular foods or the choice to eat at particular QSRs was often
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driven by a child’s request. For example, one company’s study found that a child seeing an ad

for a food product or seeing the product on the shelf was a key factor in purchase and that 75%
of the purchasers surveyed bought the product for the first time because their child requested it.
Another study showed that in-store advertising campaigns using child-targeted character-based
themes outperformed those using mom-targeted themes.

Companies also conducted general research on the themes and content that appealed most
to youth, as well as on the appeal of specific promotional techniques. The research supported
the importance of product packaging, and in particular branding, to children and teens, and
confirmed the efficacy of popular characters and celebrities in marketing to children and teens.
Research on how to effectively engage children and teens on the Internet included a study by
one company noting that online marketing activities are a worthy investment because they keep
children engaged with the company and promote brand loyalty. Other research underscored the
importance of frequently updating online content to keep it fresh, and using streaming video and
interactive icons to appeal to teens. Research also confirmed the appeal of social media cam-
paigns on Facebook and Twitter; the appeal of contests, especially those that are simple and offer
instant gratification, such as entering a product code online; and the impact of children’s meal
toys on generating interest in eating at a restaurant. In contrast with research submitted for the
2008 report, companies found that healthy messages in advertising can be appealing to children,
although the research results were mixed. Finally, research on children’s and teens’ media usage
patterns included a study finding a sizable increase in use of social networking sites between the
ages of 11 and 14 (from 18% to 42%)).

Fewer than half of the reporting companies reported marketing activities targeted by gen-
der, race, or ethnicity. Examples included: a few child-targeted Spanish-language ads; soda and
energy ads on TV programming with a large African-American teen audience; digital marketing
of carbonated beverages targeted to Hispanic and African-American teens; a QSR-sponsored
town-hall meeting on college admissions for Hispanic teens; and athletic event sponsorship for
Hispanic children and teens. Gender-based marketing included sponsorship of girls or boys
sporting camps and events, and use of licensed characters, such as Disney Princesses, on cereal
boxes and other packaged foods. No companies reported targeted marketing based on income
level, although several companies sponsored athletic events intended to benefit lower income,

inner-city youth.

E. Trends in Youth Food and Beverage Consumption

For this report, the Commission also examined select food consumption data to look for
signs that children and teens are changing their diets as the major food companies shift their

expenditures , their marketing techniques, or the nutrition content of the food marketed to youth.
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According to data from CDC’s National Health and Nutrition Examination Survey (NHANES),
over the past decade, children and teens reduced their average daily caloric intake as well as
their consumption of total fat, sodium, and sugar. Over the same period, they ate more fiber and
calcium.

Survey data from The NPD Group reveal that children and teens have increased their fruit
consumption since at least 2005, a shift that may be attributable in part to the food companies’
healthy eating initiatives and increased youth awareness of healthy eating. Contemporaneous
with the increase in youth-targeted dairy marketing, children and teens consumed more dairy
products, especially yogurt. Children ate slightly more cereal in 2009, even though child-direct-
ed marketing expenditures dropped substantially from 2006; their consumption of pre-sweetened
cereals remained unchanged. Teen breakfast cereal consumption remained relatively flat be-
tween 2006 and 2009, even though the companies increased teen-directed marketing during that
period. Although the companies reduced their youth-directed marketing expenditures for carbon-
ated beverages between 2006 and 2009, there was a slight uptick in youth consumption. Trend
data over ten years, however, reveal that children and teens have sharply reduced their intake of
carbonated beverages, particularly regular (non-diet) soft drinks. In 2009, consistent with shifts
in companies’ marketing policies, children and teens drank the most caloric and sugary drinks
outside of the school setting.

NHANES data show that children and teens who reported eating at QSRs steadily reduced
their average daily intake of QSR-derived calories, total fat, sugar, and sodium between the
2003/2004 and 2009/2010 surveys. The same trend held for overweight and obese youth. These
consumption shifts track the increased marketing of QSR food with fewer calories, sugar, so-
dium, and saturated fat on child-directed television programs in 2009. Relatedly, NPD data show
that in recent years, the kids’ meals with toys that were purchased for children have included

fewer fries and full-calorie soft drinks and more milk, fruit, and fruit juice.
F. Summary of Industry Progress

1. The Food and Beverage Industry
Food and beverage companies have taken several positive steps in response to the recom-
mendations set forth in the Commission’s 2008 report, and to First Lady Michelle Obama’s Let §
Move! campaign. In 2008, for example, the Commission urged all companies to apply mean-
ingful nutrition standards to marketing directed to children and suggested that companies apply
broader indicia of what constitutes “directed to children.” The Commission also suggested that
companies more broadly construe the term “marketing” to cover all techniques used to reach

children and specifically to expand the scope of covered activities in the school setting.
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The food and beverage industry, especially those companies that participate in the CFBAI,
the Alliance for a Healthier Generation, and other self-regulatory initiatives, have made measur-
able progress in implementing those recommendations. The CFBALI, for example, has expanded
its membership to include four new participants with the result that all, or nearly all, children’s
marketing in many food categories is now covered by the CFBAI program. The CFBAI has
also continued to closely monitor its members and has reported high rates of compliance with its
program. The Commission notes, however, that some companies have not yet joined the CFBAI
or adopted meaningful nutrition standards of their own. For example, some restaurant chains,
candy companies, and baked good companies with sizable spending on the children’s market do
not participate in CFBAI. In addition, the Commission notes that franchisees, independent dis-
tributors, and local bottlers for CFBAI member companies do not always adhere to the member
companies’ pledge commitments.

CFBALI and its members have also made progress on expanding their definition of what con-
stitutes marketing “directed to children.” Many CFBAI members, for example, have expanded
the scope of television and other measured media content covered by their pledges to any con-
tent with a 35% or greater audience of children ages 2 to 11. The Commission also commends
CFBALI for expanding its program to require participants to commit that 100% of their child-
directed advertising be covered. The Commission notes, however, that CFBAI’s definition of
“directed to children” does not yet incorporate more subjective assessments of appeal to children.
For example, in determining whether a video game or DVD movie is “directed to children,” the
CFBAI considers the “EC” or “G” rating, but does not look at other indicia of the intended audi-
ence. Not all movies rated “G” are intended primarily for a child audience; by the same token,
many movies rated “PG” are clearly intended to appeal to children under 12.

The Commission also commends CFBALI for expanding its “core principles” to include
additional marketing techniques and media not previously covered by its program, including
advergames, advertising on video games and movie DVDs, cell phone and other mobile media,
the apps used in those media, and word-of-mouth marketing. Despite the significant expansion
of covered marketing techniques, however, CFBAI does not yet cover certain forms of marketing
that food company research shows to be highly effective in reaching children. Product packag-
ing and in-store promotion, including the use of licensed characters from popular children’s mov-
ies and TV shows, are exempt and continue to be used extensively to market to children, both
by CFBAI members and other companies. In addition, although CFBAI continues to prohibit
member companies from paying for or actively seeking to place food and beverage products in
children’s programming, the Commission notes that unsolicited product placement of food and
beverages in child-directed movies continues and that companies do not take a proactive role in

discouraging such placement. The Commission has also observed that product-line advertising,
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company-wide brand advertising, and marketing through branded merchandise such as children’s
toys and clothing, are not always clearly limited to product lines or brands that fully meet mean-
ingful nutrition standards. In other instances, advertising of individual products in a product line
does not prominently feature the specific product meeting nutrition standards, so that the adver-
tising appears to also promote product varieties not meeting those standards.

With respect to in-school marketing and sale of foods and beverages, both the CFBAI and
the Alliance for a Healthier Generation have played an important role. At the start of the 2009-
2010 school year, the vast majority of school and school district contracts complied with Alliance
guidelines governing calorie-content and serving size for beverages sold in schools. Notably,
the Alliance for a Healthier Generation’s program encompasses food sales at all school levels,
including high school. In contrast, the CFBAI program on marketing activities in schools is
limited to elementary schools and continues to exempt certain activities, such as “point-of-sale”
displays, fundraisers, and branded educational materials.

The 2008 report also encouraged companies to continue to engage in healthy lifestyle mes-
saging and other outreach efforts to children. Companies reported a number of activities to pro-
mote nutrition and exercise, including the food and beverage industry’s formation of the Healthy
Weight Commitment Foundation and the restaurant industry’s launch of the Kids’ LiveWell cam-
paign. Fewer of the initiatives reported for 2009, however, targeted minority populations.

The most notable self-regulatory development since the Commission’s 2008 report involved
strengthening and standardizing the nutrition standards applied to children’s food marketing.

In July 2011, CFBAI released a new set of uniform nutrition criteria to be implemented by all
member companies by December 31, 2013. The Commission commends CFBAI and its member
companies for their leadership in improving the nutritional profile of foods marketed to children.
The CFBAI 2014 uniform nutrition criteria represent significant progress on several aspects of
the nutrition criteria currently used by individual member companies. They are already spurring
improvements in the nutritional profile of foods marketed by CFBAI members and will lead to
further improvements over the next year prior to full implementation.

Although the Commission does not have the expertise to assess specific nutrition criteria, the
Commission notes that the CFBAI 2014 criteria for “nutrition components to encourage’ appear
to be less challenging to achieve, requiring significantly less reformulation of foods marketed
to children than the criteria for “nutrients to limit.” Specifically, only 20% of the foods adver-
tised to children in 2009 would require any increase in “nutrition components to encourage” to
meet the 2014 criteria, whereas 64% of foods advertised to children in 2009 would require some
additional reduction in at least one “nutrient to limit.” In many of the food product categories,
CFBALI does not limit its “nutrition components to encourage” to the key food groups and short-

fall nutrients identified in the 2010 Dietary Guidelines for Americans, but includes other vitamins
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and minerals that are not deficient in children’s diets. For example, many of the categories with
grain-based components do not include a requirement for whole grain. Cereal products, thus,

do not need to contain a minimum amount of whole grain or fiber, provided they contain at least
10% of the daily value for Vitamins A or C, or iron. As a result, all cereal advertising to children
in 2009 met the CFBAI 2014 criteria for “nutrition components to encourage,” despite the fact
that 86% of cereal marketed to children in 2009 contained mostly refined grain.

As a general matter, the CFBAI 2014 “nutrients to limit” criteria are set at levels that will
spur further nutritional improvements in foods marketed to children. Within specific product
categories, however, some of these criteria may have little or no impact on the nutritional quality
of foods. As an example, the Commission notes that 99% of cereal marketed to children in 2009
already met the 2014 CFBAI sodium limit. Similarly, 92% of children’s dairy drink marketing
met the 24 g limit for total sugar established by the CFBAI’s 2014 uniform nutrition criteria.

The Commission recognizes that some of the 2014 criteria may reflect practical limitations
on what is feasible given current food manufacturing technology. Other criteria, such as those
relating to sodium and sugar limits or whole grain content, may reflect concerns about palatabil-
ity and consumer acceptance of reformulated foods. As technology advances and palates adjust,
however, it may be possible for CFBALI to reassess its criteria to further enhance the nutritional
quality of foods marketed to children in keeping with key recommendations of the 2010 Dietary

Guidelines for Americans.

2. Media and Entertainment Companies

The Commission’s 2008 report also contained recommendations for media and entertain-
ment companies, focusing on character-licensing and other cross-promotion with food companies
and on placement of food advertising in children’s media. The Commission commends those
media and entertainment companies that have implemented their own individual initiatives, for
example, by applying nutrition standards for character licensing and for cross-promotions with
media properties. Some major media and entertainment companies, however, still do not apply
any nutrition standards to foods promoted with their popular children’s characters or programs.
As for placement of food advertising in children’s media, in 2008 only Qubo, a children’s pro-
gramming platform on the lon network, had formally pledged to limit food advertising to more
nutritious products during its block of children’s shows. The Commission commends Disney
which, in June 2012, became the first major media company to commit to apply nutrition stan-
dards for ads placed on programs directed to children. Other companies have yet to follow their
example.

There were many examples of media companies engaging in healthy lifestyle initiatives for

the 2009 reporting year, including some directed to Hispanic families. The Commission com-
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mends those efforts. The Commission encourages similar focus on other populations with high
rates of childhood obesity, including the African-American population.

Finally, the Commission notes that there has been no effort to date by media companies to
work with the CFBALI or participate in a similar industry-wide initiative addressing childhood
obesity. Unlike the food industry, where a substantial majority of those engaging in marketing to

children participate in self-regulation to limit food marketing to nutritious choices, widespread

media industry participation is lacking.
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I. Introduction

Childhood obesity continues to be one of the most serious and costly public health issues
facing the United States. Over the past three decades, rates of obesity have more than doubled
for children ages 2 to 11 and more than tripled for teens ages 12 to 18.! As a result, 32 percent of
children are now overweight or obese, with 17 percent falling in the obese range.”? While many
factors contribute to these dramatic increases in obesity, children’s poor diets play a significant
role. The top three sources of calories in children’s diets are grain-based desserts, pizza, and
soda/energy/sports drinks.> Children are consuming too little whole grain, vegetables, fruits,
milk, and healthy oils and falling short on important nutrients like fiber, potassium, Vitamin D,
and calcium.* At the same time, children consume too many calories from added sugars, solid
fats, and refined grains, and take in too much sodium.’

The Federal Trade Commission recognizes that tackling obesity and improving children’s
diets is a challenging task that requires effort from all segments of society. The Commission
believes that food marketers and the media can play a meaningful role in that effort by applying
their marketing power and creative skills to encourage children to make better food choices and
be more physically active. The Commission is encouraged by the steps that many companies
are already taking and the significant progress that has been made since the Commission, jointly
with the Department of Health and Human Services, held its first workshop on food marketing
and childhood obesity in July 2005.

In 2008, the Commission published its first study of the marketing of foods and beverages to
children and teens.® Conducted at the request of Congress, that study analyzed data from public
and non-public sources to provide a comprehensive assessment of marketing expenditures and
activities directed toward children (ages 2-11) and teens (ages 12-17) by 44 food and beverage
producers, marketers, and quick-service restaurants (QSRs) in the United States during 2006.
The timing of that study was propitious because the Children’s Food and Beverage Advertising
Initiative (CFBAI) — a major self-regulatory effort to change the nutritional profile of foods and
beverages marketed to children — was launched at the end of 2006. Thus, the 2006 data became
the baseline for measuring the impact of voluntary industry efforts to modify food marketing to
children. At the conclusion of its 2008 report, the Commission made a number of recommen-
dations to the food and beverage industry, as well as media and entertainment companies. The
Commission also committed itself to continued monitoring of food marketing to children and to
conducting a follow-up study in the future to assess the impact of industry self-regulatory efforts.

This report describes the results of the follow-up study. To gather data from three years after
the baseline data collection, in August 2010, the Commission issued an Order to File Special

Report (Special Order) (attached as Appendix B) to 48 food and beverage manufacturers, dis-
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tributors, and marketers, seeking data regarding marketing expenditures and activities directed

to children and teens in 2009. As explained in Appendix A, Data and Research Methods, most
of the 44 companies that provided the 2006 data received the Special Order for 2009 data. A

few additional companies were also included in the request for 2009 data. The Commission also
expanded the 2009 data request to include nutrition data for those food and beverage products for
which there were marketing expenditures directed to children or teens. Because nutrition data
had not been collected for 2006, the Commission asked the companies included in the prior study
to submit nutrition data for the products marketed in 2006, as well as for those marketed in 2009.
Accordingly, this report compares not only marketing expenditure data from 2006 and 2009, but
also nutrition data weighted by the amount of spending on the promotion of each product.

As in the case of the previous study, the Commission believes that the companies receiving
and responding to the Special Order (hereafter “the companies™) are responsible for a substantial
majority of the expenditures for food marketing to children and teens during the relevant time
frame.” To protect the confidentiality of the reported information, as required by the FTC Act
and Commission Rules,® the Commission has reported expenditure and nutrition data only in the
aggregate by food category and by promotional technique. Like the Commission’s first report,
this follow-up report presents a great deal of information not previously collected and not other-
wise available to the research community.

The companies provided information about expenditures in 2009 for products in 10 food and
beverage categories: breakfast cereals, snack foods, candy and frozen desserts, dairy products,
baked goods, prepared foods and meals, carbonated beverages, fruit juice and non-carbonated
beverages, fruits and vegetables, and food served in QSRs. The companies were required to sub-
mit expenditure information for their marketing activities directed toward children (ages 2-11),
teens (ages 12-17), or both, in each of 18 promotional activity categories: television; radio; print;
company-sponsored websites; other Internet and digital advertising; packaging and labeling;
movie theater, video, and video games; in-store displays; specialty item or premium distribution;
public entertainment events; product placements; character licensing, cross-promotions, and toy
co-branding; sponsorship of sports teams or athletes; word-of-mouth and viral marketing; celeb-
rity endorsements; in-school marketing; advertising in conjunction with philanthropic endeavors;
and other promotional activities. In addition, for any food product marketed to children or teens,
the companies were required to report the total expenditures on marketing of the product to all
audiences through any media. The report discusses these expenditure data in Section II, and
includes comparisons to the data reported for 2006.

Section III of the report sets out a detailed analysis of nutrition data for food and beverages
marketed to children and teens in 2006 and 2009. A key recommendation of the 2008 Report

was that companies work to improve the nutritional profile of products marketed to children and
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teens.” By comparing 2006 and 2009 nutrition data for foods marketed to youth, the analysis
provides information on the progress the companies made in the three years following the launch
of the CFBAI self-regulatory program and other self-regulatory initiatives. The Commission is
aware that major self-regulatory measures have been taken since 2009, as highlighted in Section
V of the report, that have likely resulted in further nutritional improvements. Section III, never-
theless, provides a useful snapshot of the initial impact of self-regulation on nutrition. The anal-
ysis includes specific sections on the product categories most heavily marketed to children and
teens. In some categories, the Commission has also looked at nutrition by marketing technique,
for example, comparing foods marketed with and without cross-promotion, and foods marketed
in traditional measured media to foods marketed in new media. The nutrition data in Section III
are weighted by marketing expenditures for each product. This is a key difference between this
report and other recent assessments that look at nutrition data by product but do not take into ac-
count how heavily each product is marketed to children and teens. The Commission believes its
expenditure-weighting approach more accurately reflects the overall nutritional quality of foods
marketed directly to youth.

The Special Order also required the companies to produce samples or descriptions of their
advertising and marketing activities directed to children or teens in all promotional categories,
whether or not expenses were incurred for the promotion. Section IV summarizes this informa-
tion and affords a comprehensive look at the nature of food and beverage promotions to children,
teens, or both in 2009. In addition, Section IV summarizes key findings from market research
the companies conducted on the impact of marketing directed to youth on purchase decisions.

Section V discusses media company policies and practices on youth-directed food advertis-
ing, as well as food company policies on advertising directed to children and teens, participation
in self-regulatory programs, and initiatives to promote healthy eating by young people. Using
survey data from The NPD Group, this section also examines food marketing expenditures in the
context of food consumption trends for children over the last decade. Although the factors that
impact a child’s diet are numerous and manifold, evidence that children and teens are choosing
to eat more or less of certain foods may inform the discussion about where industry should focus
self-regulatory efforts.

Some companies objected to the Special Order’s criteria for determining whether an ad or
promotion is directed to children, teens, or both. These companies contended that the criteria
were overly broad and resulted in the inclusion of expenditures for ads or promotions that were
directed to parents, families, or adults in general.'® The Commission acknowledges that, in some
instances, the data may be over-inclusive, reflecting advertising that reached significant numbers
of children or teens, although not specifically targeted to them. However, in other instances, the

data may be under-inclusive. For example, the expenditures reported by QSRs did not account
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for all of the local advertising expenditures by independently owned franchisees. Moreover, the
companies responding to the Special Order do not represent the entire universe of U.S. compa-
nies that engage in food marketing to young people. Nevertheless, the Commission believes that
these data present a reasonably accurate portrayal of the majority of food and beverage market-
ing directed to children and teens in 2009. Because the definitions and criteria used in the Spe-
cial Order are nearly identical to those underlying the first report, the Commission can reliably
compare the 2006 and 2009 time periods.

The Commission believes that food industry self-regulation is beginning to bring about
important changes in the marketing of foods to children under 12. The Commission encourages

companies to continue to enhance and expand upon these efforts.
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II. Expenditures for Marketing Food to Youth

A Introduction

In 2006, the reporting companies (44 for that year) spent nearly $2.1 billion to promote food
and beverages to children ages 2-11 and teens ages 12-17 (collectively, “youth™) in the U.S.,
with $1.3 billion directed to children, and about $1 billion directed to teens; approximately $321
million of the expenditures were directed at both children and teens." See Figure II.1.

In 2009, the 48 reporting

companies spent approximately

Figure I1.1: Reported Child- and Teen-Directed Marketing
Expenditures and Overlap (2006)*

$1.79 billion on youth marketing,
a 19.5% drop in inflation-adjust-
ed"® expenditures since 2006. Of
the $1.79 billion, $1 billion was
directed to children, $1 billion Child 2-11 Teen 12-17

. ) $1,332,473,084 7 $1,080,751,101
was directed to teens, with $263
million overlapping between the

two age groups.'* See Figure 11.2.

The reporting companies

promoted their youth-advertised Total Youth-Directed Marketing: $2,091,474,408

prOduCtS tO adults or tO a general *The 2006 expenditures are higher than the expenditures reported in the 2008 Report because they

include self-liquidating premiums.

audience, as well as to consumers

under age 18. Overall marketing

expenditures for these pr(.)dj Figure 1.2: Reported Child- and Teen-Directed Marketing
ucts amounted to $9.65 billion, Expenditures and Overlap (2009)

slightly less than the $9.69
billion spent in 2006. See
App. C, Table C.1. The $1.79
billion in youth-directed mar-
keting expenditures for these s:ﬂg':;;lm ;, $1T§183;351;62
products represented 18.5% of '
all consumer-directed market-
ing expenditures, down from
21.6% in 2006. Quick-service
restaurant (QSR) fOOdS, car- Total Youth-Directed Marketing: $1,787,454,723

bonated beverages, and break-
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fast cereals accounted for $1.29 billion of those expenditures, 72% of the total (the same as in
20006).

The reporting QSRs spent $714 million on youth marketing in 2009, dropping from $733
million in 2006."° As noted below, most of that drop was due to reduced premium expenditures;
in contrast, traditional measured media expenditures (television, radio, and print) substantially
increased. As in 2006, QSR expenditures were weighted more toward children ($583 million)
than teens ($185 million).

Carbonated beverage companies reported $395 million in youth-directed expenditures, about
97% of which were teen-directed. Breakfast cereal companies reported $186 million in youth-
directed marketing expenditures, down considerably from the $237 million reported for 2006.
Compared to 2006, breakfast cereal expenditures were much more balanced between children
($173 million) and teens ($103 million), with considerable overlap ($90 million).

In terms of promotional techniques, television advertising accounted for 35.4%, and, as in
2006, the greatest share, of total youth-directed food and beverage marketing expenditures; al-
though, in inflation-adjusted dollars, food marketers spent 19.5% less on TV in 2009. They spent
an additional $63 million on radio and print advertising.

The reporting companies spent $122.5 million on new media — company websites, Internet,
digital, and word-of-mouth and viral, a 50.5% jump from 2006 expenditures. New media rep-
resented 6.9% of all reported youth-directed marketing, up from 3.7% in 2006. The companies
reported spending $113 million on in-store marketing and packaging to reach children and teens,
a 45.5% drop from 2006. These expenditures also dropped as a share of youth-directed expendi-
tures (6.3% versus 9.3% in 2006).

Premium expenditures represented $393 million, or 22%, of all reported youth-directed
expenditures. These expenditures dropped nearly 28% in inflation-adjusted dollars compared to
2006. Data from the companies and the NPD Group suggest that this drop was primarily due to
two factors: restaurants sold fewer kids meals with toys to children, and the costs of these toys
was less in 2009 versus 2006.

The reporting companies spent 22% less in 2009 on the other traditional promotions cat-
egory, which includes product placement, movie, video, and video game advertising, cross-
promotion license fees, athletic and event sponsorship, and celebrity endorsement fees. Com-
panies spent $315 million on these activities, accounting for 17.6% of youth-directed marketing
expenditures. Finally, the companies reported in-school marketing expenditures of $149 million.
These expenditures represented 8.3% of all youth-directed food marketing expenditures, a sig-
nificant drop from the $186 million reported for 2006.

As in 2006, nearly one-third of all youth-directed marketing involved cross-promotions,

although expenditures were down in absolute dollars ($584 million versus $666 million in 2006).
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Cross-promotion expenditures include not only the licensing fees but also the cost of implement-
ing the cross-promotion across various activity categories, such as television and Internet adver-
tising, premiums, and packaging. Celebrity marketing, which includes both fees paid to celebrity
endorsers and the cost of marketing that used the celebrity, also increased dramatically in abso-
lute dollars (from $26.8 million in 2006 to $99 million in 2009) and accounted for 5.6% of all
youth-directed marketing (up from 1.3% in 2006).

B. Expenditures Analyzed by Food Category

For each product, meal, food, or beverage with youth-directed marketing expenditures
(“reported products”), the companies also reported the total consumer-directed marketing ex-
penditures — i.e., total dollars spent to promote those products to consumers of all ages. Table
I1.1 presents total youth-directed expenditures for each food category in 2006 and 2009, which
also are expressed as a percentage of the total marketing expenditures for those products within
that food category. The QSR ($714 million), carbonated beverages ($395 million), and breakfast
cereal ($186 million) categories spent the most on youth-directed food marketing, accounting
for $1.29 billion, or 72%, of the $1.79 billion total. In addition, the proportion of the companies’
marketing budgets for the reported products that was devoted to youth decreased across all food
categories, from 20.9% to 18.5%. The most notable drops were for QSR foods (from 29% to
24.1%), candy and frozen desserts (from 25.8% to 14.8%), baked goods (40.8% to 25.2%), and
fruits and vegetables (24.7% to 12.8%). As of 2009, the breakfast cereal category still had the
highest proportion of youth-directed expenditures relative to total marketing expenditures for the
reported products (25.9%).

Table I1.1: Total Youth-Directed Marketing Expenditures for Reported Brands and Percent of Total
Marketing Expenditures, By Food Category (2006 vs 2009)

2006 2009

Expenditures Meeting Total Marketing % of Total Marketing Expenditures Meeting Total Marketing % of Total Marketing

Food Category Youth (2-17) Criteria Expenditures  Expenditures Meeting Youth (2-17) Criteria Expenditures Expenditures Meeting

($1000) ($1000) Youth (2-17) Criteria ($1000) ($1000) Youth (2-17) Criteria
Restaurant Foods 732,644 2,529,445 29.0 714,298 2,959,566 24.1
Carbonated Beverages 526,370 3,132,150 16.8 395,128 2,470,781 16.0
Breakfast Cereal 236,553 792,042 29.9 186,085 718,988 259
Snack Foods 138,713 852,342 16.3 123,285 802,138 15.4
Juice & Non-carbonated Bevs. 146,601 1,340,266 10.9 121,156 1,029,864 11.8
Candy/Froz. Desserts 117,694 456,677 25.8 79,006 534,651 14.8
Dairy Products 54,645 265,887 20.6 78,457 459,433 17.1
Prepared Foods & Meals 64,143 424,858 15.1 65,987 547,552 12.1
Baked Goods 62,549 153,393 40.8 16,893 67,127 25.2
Fruits & Vegetables 11,563 46,769 24.7 7,160 55,915 12.8
TOTAL 2,091,474 9,993,829 20.9 1,787,455 9,646,016 18.5

Note: Youth 2-17 marketing includes all marketing that meets either the Child 2-11 criteria or the Teen 12-17 criteria, without duplication.

Table I1.2 lists the reporting companies’ total expenditures for both child- and teen-directed
marketing by food category and indicates the amount of overlapping expenditures (meaning the
marketing met the definition for both child-directed and teen-directed). QSR foods ($583 mil-
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lion), breakfast cereals ($173 million), and snack foods ($70 million) accounted for 79% of the
$1 billion in child-directed ad expenditures (up from a 71% share in 2006). The top three food
categories with teen-directed marketing expenditures were carbonated beverages ($382 million),
QSR foods ($185 million), and breakfast cereals ($103 million). Those three categories account-

ed for two-thirds of the teen-directed expenditures.

Table II.2: Reported Child- and Teen-Directed Marketing Expenditures and Overlap (2006 vs 2009)

2006 2009
Expenditures Meeting Expenditures Meeting Overlapping |Expenditures Meeting Expenditures Meeting Overlapping
Food Category Child 2-11 Criteria Teen 12-17 Criteria  Expenditures Child 2-11 Criteria Teen 12-17 Criteria  Expenditures
($1000) ($1000) ($1000) ($1000) ($1000) ($1000)

Restaurant Foods 604,771 140,487 12,614 583,268 185,280 54,250
Carbonated Beverages 96,024 507,918 77,571 42,263 382,284 29,419
Breakfast Cereal 228,983 71,266 63,696 173,000 103,462 90,377
Snack Foods 112,607 51,354 25,248 69,859 85,099 31,673
Juice & Non-carbonated Bevs. 70,302 108,476 32,177 43,609 95,214 17,667
Candy/Froz. Desserts 60,708 98,998 42,012 21,612 72,228 14,834
Dairy Products 29,602 38,477 13,434 48,559 39,780 9,882
Prepared Foods & Meals 59,821 17,791 13,468 48,394 26,016 8,423
Baked Goods 61,147 39,649 38,248 5,705 15,875 4,687
Fruits & Vegetables 8,510 6,336 3,283 4,358 5,469 2,667
TOTAL 1,332,473 1,080,751 321,750 1,040,625 1,010,706 263,877

Figure I1.3 illustrates the information reported in Table I1.2. It depicts total marketing
expenditures directed to youth in each food category and the breakout between child- and teen-

directed expenditures, as well as the overlapping expenditures, for the reported products.

Figure I1.3: Child- and Teen-Directed Marketing Expenditures, Ranked
by Youth Expenditures (2009)
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Figure I1.4 shows the changes in child, teen, and total marketing expenditures for the re-
ported products within each food category between 2006 and 2009. Child-directed expenditures
declined across all food categories (-26%),'° but especially for baked goods (-91%), candy and
frozen desserts (-66%), and carbonated beverages (-59%). By contrast, several food categories
increased their teen-directed marketing expenditures, including QSR foods (+24%), breakfast ce-
real (+37%), snack foods (+56%), and prepared foods (+38%). All other categories spent less to
reach teens, especially the candy (-31%), carbonated beverages (-29%), and baked goods (-62%)

categories.

Figure I1.4: Percentage Change in Reported Child-Directed, Teen-Directed,
and All Ages Marketing Expenditures for Reported Products*
from 2006 to 2009, Adjusted for Inflation
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*Reported products were those foods and beverages that the reporting companies marketed to children, teens, or
both. The All Ages data reflect total consumer-directed marketing expenditures only for the reported products.

C. Expenditures Analyzed by Promotional Activity Groups

The Commission’s Special Order sought information about 17 separate promotional activity
categories, as well as a catch-all “other” category.!” For purposes of this report, these categories
have been consolidated into six groups: 1) traditional measured media, consisting of television,
radio, and print advertising; 2) new media, consisting of company-sponsored websites, Internet,
digital, word-of-mouth, and viral marketing; 3) packaging and in-store marketing; 4) premiums;
5) other traditional promotions, consisting of product placements, movie theater, video, and

video game advertising, character or cross-promotion license fees, athletic sponsorships, celeb-
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rity endorsement fees, events, philanthropic activities tied to branding opportunities, and other
miscellaneous marketing expenditures; and 6) in-school marketing. Figure I1.5 shows how the
companies allocated the $1.79 billion in youth-directed food marketing in 2009 across the six
promotional activity groups, compared to 2006. Appendix Tables C.1 and C.2 provide detailed
data on these expenditures within each promotional activity category for each food group and
age category.

Figure I1.5: Reported Total Youth-Directed Marketing Expenditures by Promotional
Activity Group, Adjusted for Inflation (2006 vs 2009)

2006 2009
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Within these six promotional activity groups, Figure I1.6 illustrates the percentage of total
youth-directed spending within each group contributed by each food category during 2009. The

figure demonstrates, for example, that carbonated and non-carbonated beverages comprised

Figure I1.6: Food Category Share of Total Youth-Directed Expenditures for Each
Promotional Activity Group (2009)
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nearly 93% of the reported in-school expenditures. The figure also shows that the QSR foods
category accounts for the lion’s share (87%) of premium expenditures. Appendix Table C.3 pro-
vides further detail on expenditures within the six promotional activity groups.

Figures I1.7 and I1.8 illustrate the percentage change in child- and teen-directed expendi-
tures in the six promotional activity groups for each food category in 2006 and 2009. The dollar
amounts underlying these figures can be found at Appendix Table C.3 of this report. Figure
I1.7 shows an increase in QSRs’ use of measured media (primarily television) to reach children.
Fruits and vegetables was the only other category that increased child-directed spending in mea-
sured media.'® All other food categories showed significant decreases relative to 2006. Except
for the candy and baked goods categories, all food categories increased their new media expen-
ditures, with QSRs and juice and non-carbonated beverage companies demonstrating the biggest
relative jump from 2006. In-school spending directed to children dropped substantially for all
categories. '’

Figure Il.7: Percentage Change in Reported Child-Directed Marketing

Expenditures from 2006 to 2009, by Promotional Activity Group,
Adjusted for Inflation
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As Figure I1.8 shows, breakfast cereal and fruit and vegetable companies substantially
increased expenditures in teen-directed traditional media, relative to 2006, while the carbonated
beverages, juice and non-carbonated beverages, candy and frozen desserts, and baked goods
categories decreased these expenditures. Nearly all categories increased their teen-directed new
media expenditures, with QSRs, fruit and vegetable companies, and prepared food and meal
companies demonstrating the largest relative increases. Expenditures for in-school advertising

directed to teens either remained flat or dropped for all food categories, except baked goods,

11



A Review of Food Marketing to Children and Adolescents

which showed a very slight increase. QSRs dramatically increased their teen-directed in-store
and packaging expenditures (+2,782%), from $200,000 in 2006 to $8.9 million in 2009. Simi-
larly, QSRs (+171%) and snack food companies (+228%) substantially increased expenditures on
teen-directed other traditional promotions.

Figure I1.8: Percentage Change in Reported Teen-Directed Marketing Expenditures

from 2006 to 2009, by Promotional Activity Group, Adjusted for
Inflation

Restaurant Foods

Carbonated Beverages

Breakfast Cereal

2,782%

H Traditional Measured Media
B New Media
In-Store, Packaging/Labeling

M Premiums

Snack Foods

Juice & Non-carbonated Bevs.
—

Candy/Froz. Desserts

: W Other Traditional Promotions
In-School

—

—

—

Dairy Products

Prepared Foods & Meals

Baked Goods

Fruits & Vegetables

-100% 0% 100% 200% 300% 400% 500% 600% 700% 800% 900% 3,000%

1. Traditional Measured Media: Television, Radio, and Print

Food marketers spent $695 million on traditional measured media (television, radio, and
print) directed to youth, a significant drop from the $848 million spent in 2006. Traditional mea-
sured media accounted for 39% of all youth-directed marketing expenditures, compared to 41%
in 2006.° The bulk of these expenditures was for television advertising. The companies report-
ed youth-directed television expenditures exceeding $632 million, a 19.5% drop from 2006. As

in 2006, television accounted for 35% of all youth-directed marketing expenditures.

A. TELEVISION

Table 11.3: Reported Child- and Teen-Directed
Television Expenditures (2009)
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TOTAL 375.066 364,348
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products ($31 million),* and snacks ($27 million). Carbonated beverage companies reported
only $710,000 in child-directed television expenditures, representing .02% of their total televi-
sion advertising expenditures for the reported products. The QSR foods category bucked the
overall decline in child-directed television advertising, spending 59% more compared to 2006.
See Figure I1.9. The fruits and vegetables category also substantially increased its child-directed
television expenditures relative to 2006 (by 33%); however, absolute expenditures remained
small at $3.9 million.

The reporting companies spent $364 million on teen-directed television advertising, down
7.6% from 2006.* QSRs accounted for nearly 36% of those expenditures, or $130 million,
although this amount comprised barely 8% of the $1.7 billion that QSRs spent on TV advertising
(regardless of age) for the reported meals and products. Carbonated beverage companies spent
$62 million, breakfast cereal companies $49 million, candy and frozen desserts $36 million, and
snack foods $33 million, on teen-directed television advertising. The breakfast cereal, prepared
foods, dairy,?* snack food, and fruits and vegetables categories increased teen-directed television

expenditures compared to 2006, while the other categories declined significantly.

Figure I1.9: Percentage Change in Reported Child- and Teen-Directed
TV Expenditures from 2006 to 2009, Adjusted for Inflation
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Three studies by the Rudd Center for Food Policy and Obesity show trends in children’s and

teen’s exposure to certain categories of food ads on TV between 2004 and 2010 that are largely

consistent with changes in reported expenditures between 2006 and 2009.%
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In addition to collecting child- and teen-directed television expenditure data, the Commis-
sion examined food company expenditures on broadcast TV shows most popular with children
and teens in terms of absolute numbers of child or teen viewers. According to data from the
Nielsen Company, only two of the top 30 shows, ranked by number of viewers age 2-11 dur-
ing the 2008-09 television year, met the 30% children threshold for reporting under the Special
Order’s definition of child-directed.* None of the top 30 shows for teens, ranked by number
of viewers age 12-17, met the 20% teen threshold for reporting under the Order’s teen-directed
definition.”” Nevertheless, in the past, food companies have acknowledged that ad placements on
some of these shows were part of a marketing strategy to reach children and teens.

Figures I1.10 and II.11 illustrate food advertising expenditures on the top 30 broadcast tele-
vision shows viewed, respectively, by children and teens. The lists overlap substantially. Four
food categories accounted for most of the food advertising on these shows — QSR foods, fruit
juice and non-carbonated beverages, carbonated beverages, and candy and frozen and chilled
desserts. Collectively, these four food categories accounted for $442 million, or nearly 83%, of
the food advertising on the top 30 broadcast shows viewed by children; the same categories ac-
counted for $514 million, or nearly 84%, of the food advertising on the top 30 shows viewed by
teens. QSR advertising accounted for more than half the food advertising expenditures on these
shows (50% on the children’s top 30, and 51% on the teen top 30).

Figure 11.10: Food Ad Expenditures on Top 30 Broadcast TV Shows
Viewed by Children 2-11* (2009)

300

250

200
W Top 1-5 Shows

[ Top 6-30 Shows
150

100

Expenditures (millions of dollars)

T
[Tl

50

1] 16 11}

36 47

T T
Candy and Frozen & Carbonated Beverages Fruit Juice and Non- Restaurant Foodf All Other
Chilled Dessertst Carbonated Beveragesit

Source: The Nielsen Company

*Ranking according to 2-11-year-old viewership of broadcast shows with 10 or more telecasts airing between 9/22/08 through
9/20/09.

FIncludes gum.

Lincludes coffee.

#Includes banquet facilities, comedy clubs, dining clubs, dinner theaters, and nightclubs.
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Figure 11.11: Food Ad Expenditures on Top 30 Broadcast TV Shows
Viewed by Teens 12-17* (2009)
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Source: The Nielsen Company

*Ranking according to 12-17-year-old viewership of broadcast shows with 10 or more telecasts airing between 9/22/08 through
9/20/09.

tIncludes gum.

LLincludes coffee.

#Includes banquet facilities, comedy clubs, dining clubs, dinner theaters, and nightclubs.

B. RADIO AND PRINT

The companies’ spending on radio and print ads was less than 10% of spending on television
advertising. They had $7.2 million in child-directed expenditures for radio and print ads.”® Only
the dairy products ($3 million)* and QSR foods ($1.2 million) categories spent at least a million
dollars on child-directed print and radio advertising. The companies spent significantly more —
$57.4 million — on teen-directed print and radio advertising. Carbonated beverages ($23.1 mil-
lion), QSR foods ($14.3 million), and the candy/frozen dessert ($5.2 million) categories led the
way in teen-directed radio advertising, while dairy products ($5.6 million), carbonated beverages
($2.2 million), and juice and non-carbonated beverages ($1.4 million) topped teen-directed print

expenditures.

2. New Media: Websites, Internet, Word-of-Mouth, and Viral Marketing

New media, which includes company-sponsored websites, Internet, digital, word-of-mouth,*
and viral marketing,*' accounted for approximately 7% ($122.5 million) of all reported youth-
directed marketing expenditures, up from 4% in 2006, and representing a 50.5% increase in
inflation-adjusted dollars.*> The companies spent $38.8 million on company-sponsored websites,
$74.4 million for advertising on third-party Internet sites and digital marketing, such as mobile
marketing, and $9.3 million on word-of-mouth or viral marketing, up from 4% ($76.6 million) in
2006.

Table II.4 ranks the food categories according to total child-directed new media expendi-
tures. Figure I1.12 illustrates the percentage change in child- and teen-directed expenditures in

these promotional categories compared to 2006, adjusted for inflation.
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Three food categories led the way in child-  Table Il.4: Reported Child- and Teen-Directed

. . . New Media E i 2
directed new media expenditures — breakfast ce- ew Media Expenditures (2009)

. . child (2-11) Teen (12-17)

reals ($21.6 million), QSR foods ($19.4 million), Food Category A ey
eqqe Breakfast Cereal 21,602 10,792

and snack foods ($10 million). The top three Restaurant Foods 16430 8410
Snack Foods 9,990 11,343

1 1 M Prepared Foods & Meals 6,310 3,060

food categories using new media to reach teens prepared Foodo & Meals o o0
P Dairy Products 2,595 4,175

were carbonated beverages ($22.6 million), Candy/Froz Desserts 1452 11,692
Fruits & Vegetables 613 592

candy and frozen desserts ($11.7 million), and (arbonated Severages o e
TOTAL 63,300 88,101

snack foods ($11.3 million). Breakfast cereals

($15.1 million) accounted for the highest spend-

ing on child-directed advertising placed on third-party websites, followed by QSRs ($9 million)
and snack foods ($6.4 million). The carbonated beverages category ($14.5 million) spent the
most on teen-directed ads on third-party sites. QSRs ($6.9 million) and breakfast cereal compa-
nies ($6.5 million) spent the most on company-sponsored websites directed to children, whereas
juice and non-carbonated beverages ($6.2 million) and snack foods ($5.7 million) spent the most
on teen-directed web content.

Compared to 2006, the juice and non-carbonated beverages (+617%), QSR foods (+433%),
and prepared foods (+146%) categories demonstrated the highest relative growth in new media
expenditures directed to children. These categories also represented a much larger proportion of
child-directed new media expenditures in 2009 (41.4% versus 14.5% in 2006). As in 2006, the
absolute amount spent for these three categories ($26.2 million) was overshadowed by traditional
measured media expenditures directed to children ($200 million).

Figure 11.12: Percentage Change in Reported Child- and Teen-Directed
New Media Expenditures from 2006 to 2009, Adjusted for
Inflation

Breakfast Cereal
Restaurant Foods
833.5%

Snack Foods

Prepared Foods & Meals

. 617.2%
Juice & Non-carbonated Bevs. :

m Child (2-11)

Dairy Products - W Teen (12-17)

Candy/Froz. Desserts -57.0%
Fruits & Vegetables
Carbonated Beverages
-94.5%

Baked Goods

TOTAL
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The QSR foods (+833.5%), fruits and vegetables (+319.1%), prepared foods (+240.6%),
and juice and non-carbonated beverages (+97.2%) categories markedly increased expenditures
on teen-directed new media. These food categories accounted for $20.7 million in new media
expenditures directed to teens, up from $5.9 million in 2006. These categories also represented
a much larger proportion of teen-directed new media expenditures in 2009 (23.6% versus 9.9%
in 2006). As in 2006, companies spent far more on traditional media ($184.5 million) to reach
teens with ads for foods in these categories.

Appendix D to this report explores the amount of display advertising for food and beverages
that appeared on child- and teen-oriented websites during 2009, as well as traffic on company
websites that feature branded entertainment and activities, such as advergames, directed to chil-

dren and teens. There is also a brief discussion on trends in food advertising on mobile devices.

3. Packaging and In-Store Marketing

The companies reportedly spent $113 million on packaging and in-store marketing to reach
the youth audience, a 45.5% drop from 2006 in inflation-adjusted dollars.** As in 2006, QSRs
led spending in these promotional categories with $27.4 million directed to children, followed by
companies producing snacks ($12.4 million) and breakfast cereals ($10.4 million). The child-
directed proportion of all in-store and packaging expenditures for the reported products ranged
from a low of 2% for carbonated beverages to a high of 22% for QSR foods.**

The carbonated beverages category spent the most on packaging and in-store marketing
directed to teens, with $24.2 million in expenditures, a 74.6% drop compared to 2006; the snack
foods category was second in these expenditures at $14.8 million, a 66.1% increase. Fruits and
vegetable companies reported no such expenditures directed to teens.

Table II.5 ranks the food categories in terms
Table I.5: Reported Child- and Teen-Directed

of total costs on packaging and in-store marketing In-Store and Packaging/Labeling

directed to children ages 2-11. Figure II.13 illus- Expenditures (2009)
trates the percentage change in child- and teen- chitd (2:11) Teen (12.17)
Food Category di di

directed expenditures in these promotional catego- — e e

. . . . Snack Foods 12,354 14,757

ries compared to 2006, adjusted for inflation. Breakfast Cereal 10355 8159

Dairy Products 5,338 1,868

Candy/Froz. Desserts 5,190 8,467

3 Carbonated B 4,014 24,172

4' Premlums Jt?il;eo&naNZn—c:‘rI;;gaetsed Bevs. 3,605 957

Prepared Foods & Meals 2,250 2,970

The companies reported spending $392.7 mil- e g voaetables v v

TOTAL 72,326 71,090

lion to reach youth consumers through premiums,

accounting for 22% of all reported youth-directed

marketing expenditures.® As was the case for 2006, some companies explained that a cross-
promotional partner, such as a toy or media company, often covered the premium costs, such as

sweepstakes prizes or DVD rebates. Consequently, the true value of youth-directed premiums
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Figure 11.13: Percentage Change in Reported Child- and Teen-Directed In-Store and
Packaging/Labeling Expenditures from 2006 to 2009, Adjusted for Inflation

17.2%

Restaurant Foods

2,782%

-36.2%
Snack Foods 66.1%

-32.0%
Breakfast Cereal 12.9%

. 50.6%
Dairy Products 50.4%
-58.1%

Candy/Froz. Desserts 1%

-67.5% m Child (2-11)

Carbonated Beverages
-74.6% H Teen (12-17)

-66.8%

Juice & Non-carbonated Bevs. 903%

-39.3%
Prepared Foods & Meals 35.5%

-86.4%

Baked Goods 65.1%

-79.1%

Fruits & Vegetables -100.0%

-35.7%
TOTAL 49.7%

likely was substantially higher than the reported  Tapje I1.6: Reported Child- and Teen-Directed

expenditures. Premiums Expenditures (2009)
: : Child (2-11) Teen (12-17)
Table I1.6 ranks the food categories in terms T — o enditures
. . . ($1000) ($1000)
of total costs on premiums directed to children Restaurant Foods 341,086 590
Breakfast Cereal 26,012 25,622
ages 2-11. Figure I1.14 illustrates the percentage =~ ShackFooss e S
Prepared Foods & Meals 2,635 628
. . . . i 2,379 2,069
change in child- and teen-directed expenditures e onated e o5 a1
. . Candy/Froz. Desserts 420 1,451
on premiums compared to 2006, adjusted for Carbiated Beverages 180 11,602
. . Baked Goods 140 198
ll’lﬂatlon. Fruits & Vegetables 0 0
TOTAL 376,715 47,798

All but one food and beverage category re-
ported steep declines in child-directed premium expenditures compared to 2006.¢ Overall child-
directed premium expenditures dropped 29.2%. QSR foods ($341.1 million) accounted for most
of the $376.7 in child-directed premiums.?” This amount represents 94.2% of all QSR premium
expenditures for the reported products, regardless of age, and 59.3% of child-directed premium
expenditures across all food and beverage categories for the reported products.

The decline in QSR premiums was due in part to fewer children visiting QSRs in 2009. In
2009, QSRs sold slightly more than 1 billion children’s meals with toys to children ages 12 and
under (down from 1.2 billion in 2006), accounting for 18% of all child QSR visits, compared
to 19.5% of visits in 2006. See Figures 11.15 and 11.16. Some QSRs also reported that they had

incurred lower costs for the toys distributed with kids’ meals.
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Figure 11.14: Percentage Change in Reported Child- and Teen-Directed Premiums
Expenditures from 2006 to 2009, Adjusted for Inflation
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Figure 11.15: Child Visits to QSRs for Kids’ Meals with Toys and Other Menu Items
(2005-2009)
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Figure 11.16: Percent of Children Visiting QSRs Who Purchased Kids’ Meals with
Toys (2005-2009)
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Teen-directed premium expenditures in the carbonated beverages (+177.6%), snack foods
(+82.4%), and QSR foods (+44.7%) categories rose significantly from 2006. Still, the $47.8 mil-
lion in teen-directed premiums across all food and beverage categories was a small proportion of

all teen-directed expenditures (4.9% versus 3.9% in 2006).

5. Other Traditional Promotional Activities: Product Placements, Movie
Theater, Video, and Video Game Advertising, Character or Cross-Pro-
motional License Fees, Athletic Sponsorships, Celebrity Endorsement
Fees, Events, and Philanthropic Marketing Expenditures

The companies reported youth-directed expenditures for various other promotional activi-
ties for which expenditures are not systematically tracked by commercial data companies. These
“non-measured” activities included product placements; ads appearing before or within a video
game or preceding a home video or theatrical movie feature; license fees paid to use a third-party
character in advertising or for cross-promotional arrangements; sponsorships of sports teams
and athletes; fees paid for celebrity endorsements; public events; advertising or other product
branding in conjunction with philanthropic endeavors; and other miscellaneous marketing ex-
penditures. Together, these non-measured activities accounted for $314.9 million, or 17.6% of
all reported youth-directed marketing expenditures.®® Of these activities, only event marketing
exceeded 7% of total youth-directed marketing expenditures.

Table I1.7 ranks the food categories in terms of total expenditures for other traditional pro-
motions directed to children ages 2-11. Figure I1.17 illustrates the percentage change in child-

and teen-directed expenditures for other traditional promotions compared to 2006, adjusted for

inflation.
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Other traditional promotional activities
accounted for 11% of all child-directed expen-
ditures and 25.5% of all teen-directed expen-
ditures. Only the QSR foods and snack food
categories increased expenditures on child-di-
rected promotions of this kind. Those two food
categories plus the dairy category showed similar
increases in teen-directed expenditures compared
to 2006. In absolute dollars, however, these

expenditures were relatively small.

Table II.7: Reported Child- and Teen-Directed
Other Traditional Promotions
Expenditures (2009)

Child (2-11) Teen (12-17)
Food Category itures i

($1000) ($1000)
Restaurant Foods 36,145 22,530
Carbonated Beverages 23,492 165,292
Snack Foods 16,038 19,632
Breakfast Cereal 12,563 9,183
Juice & Non-carbonated Bevs. 11,986 18,761
Prepared Foods & Meals 5,400 692
Dairy Products 3,652 11,575
Candy/Froz. Desserts 3,390 8,060
Fruits & Vegetables 1,810 910
Baked Goods 200 1,280

TOTAL 114,677 257,914

Figure I1.17: Percentage Change in Child- and Teen-Directed Other Traditional Promotions
Expenditures from 2006 to 2009, Adjusted for Inflation
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A. Propuct PLACEMENTS AND MOVIE THEATER, VIDEO, AND VIDEO GAME

ADVERTISING

The companies reported spending more than $7.4 million on youth-directed product place-

ments, up slightly from 2006. As in 2006, only carbonated beverage companies spent a signifi-

cant amount on product placements — $6.7 million for teen-directed placements, which com-

prised 64% of what the carbonated beverage companies spent in total on product placements for

the reported products.
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The companies spent $8.9 million on youth-directed advertising preceding or appearing in
video games or preceding movies, reflecting little change from 2006. Only a million dollars of
that total were child-directed. The snack foods category ($3.4 million) reported the largest ex-
penditures on movie theater, video, and video game advertising to reach the teen market, repre-

senting 100% of all such expenditures in the snack foods category for the reported products.
B. CHARACTER OR CROSS-PROMOTIONAL LICENSE FEES

Youth-directed expenditures for character or cross-promotional licensing fees were reported
in all food categories, for a total of $80.6 million, up substantially from the $7 million reported
for 2006. These fees comprised 4.5% of all youth-directed marketing expenditures, although
several companies reported that they did not pay fees for many cross-promotional arrangements.

Carbonated beverage companies reported the largest amount of child-directed licensing fees
($20.8 million), followed by the snack foods companies ($12.5 million) and QSRs ($10.4 mil-
lion). Nearly all of the child-directed licensing fees in the carbonated beverages category were
also categorized as teen-directed and involved corporate brand cross-promotions with theme
parks. The carbonated beverages category also reported the largest amount of teen-directed
licensing fees ($41.4 million), accounting for 51% of all teen-directed licensing fees in 2009.

The Special Order required the companies not only to report license fees, but also to identify
the costs reported in other promotional activity categories associated with implementing the li-
cense, such as the cost of television ads or product packaging featuring a licensed character. For
an analysis of the overall costs associated with implementation of licensed cross-promotions, see
Section II.C.7, below.

C. ATHLETIC SPONSORSHIPS AND CELEBRITY ENDORSEMENT FEES

As in 2006, several food and beverage categories used athletic sponsorships and celebrity
endorsements to reach a youth audience, primarily teens. The Special Order asked the com-
panies to report the fees paid to celebrities to serve as endorsers, which are discussed here. In
addition, companies were required to identify expenditures already reported in other promotional
categories that represented the use of a celebrity endorsement, such as the costs associated with
television ads or an event featuring a celebrity endorser. See Section II.C.7, below, for a discus-
sion of the total costs associated with use of celebrity endorsements.

The companies reported $29.9 million in expenses for youth-directed athletic sponsorships,
representing only 7.6% of total athletic sponsorship expenditures for the reported food products.
They spent an additional $13.6 million on celebrity endorsement fees, mostly teen-directed. The
carbonated beverages category accounted for most of the athletic sponsorship dollars ($25.3 mil-
lion), nearly all of which were teen-directed. Snack foods led the way for fees paid to celebrities

for product endorsements ($6.2 million), all of which were teen-directed; the carbonated bever-
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ages category ranked second in such expenditures ($3.5 million) — again, all teen-directed. As
in 2006, QSRs reported relatively small amounts for youth-directed athletic sponsorships ($1.6

million) and celebrity endorsement fees ($2.5 million).
D. EVENTS MARKETING

The reporting companies spent more than $130 million on youth-directed events to promote
their food and beverages, a substantial increase from the $99 million spent in 2006, attributable
primarily to the carbonated beverages, QSR foods, and juice and non-carbonated beverages cat-
egories. QSRs ($11.3 million) and juice and non-carbonated beverages companies ($8.8 million)
spent the most on child-directed events, whereas carbonated beverages ($79.2 million) and juice
and non-carbonated beverages ($14 million) companies spent the most on teen-directed event
marketing. The carbonated beverages category spent 19.7% of its total youth-directed marketing

budget on event marketing, and the juice and non-carbonated beverages category spent 13.1%.
E. PHILANTHROPIC

All but one of the food and beverage categories engaged in child- or teen-directed advertis-
ing or other product branding activities in conjunction with their philanthropic endeavors, total-
ing $22.7 million, or about 1.3% of all youth-directed expenditures. The Special Order required
the companies to report the costs associated with both monetary and in-kind donations that
were conditioned upon or made in combination with the display of trade names, logos, or other
branded materials, but not the amount of the donation itself. QSRs ($12.3 million) and breakfast
cereal companies ($3.4 million) spent the most on child-directed philanthropic marketing. The
dairy products ($1.8 million),* carbonated beverages ($1.7 million), juice and non-carbonated
beverages ($1.5 million), and QSR foods ($1.4 million) categories spent the most on teen-direct-

ed philanthropic marketing.
6. In-School Marketing

The companies spent nearly $149 million on youth-directed in-school marketing for the
reported products, a significant drop from the $185.5 million reported for 2006.* The major-
ity of in-school marketing expenses consisted of payments made or items provided to schools
under “competitive” food and beverage contracts, for products sold outside the school meal
program. In-school marketing accounted for 8.3% of overall youth-directed marketing expendi-
tures. About 93% of the $149 million in youth-directed in-school expenditures was reported in
the carbonated beverages ($82.3 million) and juice and non-carbonated beverages ($55.9 mil-
lion) categories, and the lion’s share of those amounts was teen-directed. Carbonated beverages
($12.7 million), juice and non-carbonated beverages ($10.8 million), and QSRs ($6.8 million)
accounted for most of the $31.3 million in child-directed in-school marketing. The associ-

ated activities consisted primarily of vending machine commissions, front displays on vending
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machines, and contracts for exclusive availability within the schools and school districts. For
the reasons explained in the 2008 report, the Commission’s data likely underestimate in-school

marketing expenditures.*!

7. Use of Cross-Promotions and Celebrity Endorsements

A. LICENSED CROSS-PROMOTIONS

The companies spent $584 million on youth-directed marketing campaigns that used cross-
promotions, a figure that includes both licensing fees paid for and expenditures associated with
implementing marketing campaigns incorporating a licensed character or other cross-promotion.
See Appendix C, Table C.4. These expenditures represented a significant drop from the $666
million spent in 2006. Cross-promotions accounted for one-third of all youth-directed spending,
about the same percentage as in 2006.%

Half of all child-directed marketing dollars ($530.7 million) involved cross-promotions.
QSRs ($428.2 million) accounted for 81% of that amount. See Table I1.8. The breakfast cereal
($32.4 million), carbonated beverages ($21.7 million), and snack foods ($20.2 million) catego-
ries accounted for most of the other child-directed cross-promotion expenditures. These sums

far exceed the $1.5 million

spent by the fruit and vegetable Table I.8: Reported Child-Directed Marketing Expenditures for

. . Cross-Promotions (2009)
producers to implement child-

. . Total Reported Child- Reported Marketing Expenditures for
dlreCted CrOSS-promOtlonS. Food Category Directed Marketing Cross:Eromotians
. . Expenditures ($1000) Value ($1000) Percentage
Cross-promotional expendi-
Restaurant Foods 583,268 428,247 73.4
. Carbonated Beverages 42,263 21,710 51.4
tures Were a SUbStantlaHy larger Breakfast Cereal 173,000 32,440 18.8
. Snack Foods 69,859 20,164 289
proportion of some food and Juice & Non-carbonated Bevs, 43,609 3344 77
. , . Candy/Froz. Desserts 21,612 7,630 35.3
beverage companies’ child- Dairy Products 48,559 4,880 100
. . Prepared Foods & Meals 48,394 9,840 20.3
directed marketing budgets. Baked Goods 5,705 970 17.0
Fruits & Vegetables 4,358 1,524 35.0
The QSR fOOdS (734%) and TOTAL 1,040,625 530,748 51.0

carbonated beverages (51.4%)
categories spent more than half of their child-directed expenditures on cross-promotions. QSR
cross-promotions usually involved tie-ins with popular children’s movies, TV programs, and
toy brands. Although there was at least one example of a cross-promotion between carbonated
beverages and a popular children’s movie, most of the cross-promotional dollars involved theme
park advertising.

Compared to 2006, the fruits and vegetables, dairy products, and breakfast cereal catego-
ries substantially reduced the proportion of their child-directed marketing dollars devoted to
cross-promotions, whereas the QSR foods, carbonated beverages, and candy and frozen desserts

substantially increased their emphasis on cross-promotions. See Figure II.18.
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Figure 11.18: Reported Child-Directed Marketing Expenditures and Portion Using
Cross-Promotions

600 -

[l Uses Cross-Promotions
500

M No Cross-Promotions

400 -

300 H

Dollars (in millions)

200 H

100 4

2006 2009 2006 2009 2006 2009 2006 2009 2006 2009 2006 2009 2006 2009 2006 2009 2006 2009 2006 2009
Restaurant Foods Carbonated  Breakfast Cereal  Snack Foods Juice & Non- Candy/Froz. Dairy Products  Prepared Foods  Baked Goods Fruits &
Beverages carbonated Bevs. Desserts & Meals Vegetables

Compared to their efforts to reach children, the companies spent significantly less on teen-
directed cross-promotions, both in absolute dollars ($127.3 million) and relative to total teen-
directed marketing expenditures (12.6%). The carbonated beverages category ($45.8 million)

spent the most on teen-directed cross-
Table 11.9: Reported Teen-Directed Marketing

promotions, followed by the breakfast Expenditures for Cross-Promotions (2009)
cereal category ($28.3 million) and QSRs

TotallReportedeent Reported Marketling for
PO Food Category Directed Marketing Giass:Eromotiors|

($245 mllllOI’l). See Table 11.9. None of Expenditures ($1000) Value ($1000) Percentage
. . . Restaurant Foods 185,280 24,485 13.2
the teen-directed marketing of fruits and e ) S i iy
Breakfast Cereal 103,462 28,334 27.4
. . Snack Foods 85,099 15,308 18.0
vegetables involved cross-promotions. i e 05214 3908 a1
Candy/Froz. Desserts 72,228 2,810 3.9
1 1 Dairy Product: 39,780 3,740 9.4
Companies in the breakfast cereal cat- & Meals e o o
. Baked Goods 15,875 1,477 9.3
egory spent the largest share of their Fruits & Vegetables 5,469 0 00
TOTAL 1,010,706 127,315 12.6

teen-directed marketing budgets on cross-

promotions (27.4%).
B. CELEBRITY ENDORSEMENTS

The companies were asked to provide both the fees paid to celebrities to serve as endorsers,
as well as the expenditures for marketing campaigns that involved the use of a celebrity endorse-
ment in other promotional categories, such as in television advertising. As shown in Appendix

Table C.4, the companies spent a total of $99.3 million on youth-directed promotions featuring
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celebrity endorsers, representing 5.6% of all youth-directed spending, a substantial increase from
the $26.8 million spent in 2006.* Nevertheless, implementation of celebrity endorsements repre-
sented a much smaller part of youth-directed marketing compared to implementation of character
licenses and other cross-promotions.

The dairy products ($13.9 million),* prepared foods and meals ($6.9 million), and snack
foods ($3.9 million) categories spent the most on child-directed promotions featuring celebrity
endorsements. Together, these three categories accounted for 88% of child-directed promo-
tions with celebrities. The carbonated beverages ($23.8 million), dairy products ($22.2 million),
and snack foods ($14.4 million) categories spent the most on celebrity endorsements directed
to teens. Those three categories represented 79% of teen-directed promotions using celebrity
endorsements. Appendix Table C.4 contains detailed data on expenditures for each age category

for marketing using celebrity endorsers.
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ITI. Nutritional Profile Of Foods Marketed To
Youth

A. Introduction

The 2008 report did not include a nutritional analysis of the foods marketed to youth in
2006. For the current report, the Commission collected detailed nutrition data for all products
marketed to youth in 2009.* In addition, companies were asked to submit 2006 nutrition data
for the products included in the 2008 report. With data from both years, the Commission has
been able to analyze whether and to what extent the nutritional profile of food marketed to youth
changed during the early years of self-regulation.

The Commission requested information on the labeled serving size of each food product,
as well as the RACC.* Companies were then asked for nutrient content by single serving size
(or labeled serving size, if smaller than a standard serving) for several nutrients and ingredients,
most of which were listed on the Nutrition Facts Panel.*” Companies also reported the amount
of key food groups in their products, such as whole grain, fruits and vegetables, and dairy.*® In
some cases, companies did not report information for nutrients and ingredients not listed on the
label and Nutrition Facts Panel, because they claimed the information was not readily available.*
The Commission has reported nutrition data only where it was able to collect the data for all or
nearly all of relevant advertising expenditures in a given food category.*

Companies were asked to identify whether a product reported in 2009 was the same product
as one the company reported in 2006,’! whether a product reported in 2006 was off the market
or no longer advertised to youth in 2009, and whether a product reported in 2009 was new to the
market or newly advertised to youth since 2006. For example, for products for which the Com-
mission received basic nutrition data (excluding
QSR foods), a total of 625 products were adver-  Table Ill.1: Number of Products Advertised to
tised to youth in 2006 and 2009 combined. Of Youth in 2006 and 2009 Combined,

in Various Product Categories
these 625 products, only 189 were advertised to

Product Type (Number) Spending’ ($Millions)
2006 2009

youth in both years, but these products represent

All Foods Except QSRs (625) $1,356.1 $1,071.7

84.4% of youth-directed marketing expenditures

Advertised Both Years to Youth (189) $1,144.5 $875.7

in 2006, and 81.7% in 2009. As shown in Table ot hefomated 53
III.1, of the 189 products advertised in both years, Off Market 2009 (80} s65.8
No Longer Advertised to Youth 2009 (163) $145.8
108 were reformulated for one or more nutrients New Product 2009 (@) S675

Newly Advertised to Youth 2009 (111) $128.4
or food components between 2006 and 2009. For

*These spending totals are based on products for which the companies reported basic

the 243 products for Which Companies reported nutrition data. As a result, these totals may be smaller than the expenditures reported in

Section Il. For all foods, except QSRs, the companies provided basic nutrition data for 99.5% of
youth-directed spending in 2006 and 100% in 2009.
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youth-directed marketing only in 2006, 80 products were taken oft the market prior to 2009,
and 163 were no longer advertised to youth in 2009. For the 193 products for which companies
reported youth-directed marketing only in 2009, 82 products were new to the market since 2006
and 111 products were previously on the market but were newly advertised to youth since 2006.

The Commission has focused its analysis on calories as well as other specific nutrients and
food components that relate to key dietary recommendations set out in the 2010 Dietary Guide-
lines for Americans (2010 DGA).>> As an example, the analysis looks at the the four nutrients
identified in the 2010 DGA as “shortfall nutrients” (fiber, calcium, Vitamin D, and potassium),
but does not address other vitamins and minerals that are not deficient in children’s diets. In
addition, because the 2010 DGA recommend limiting calories from solid fats and added sugars,
the analysis focuses on saturated fat and trans fat, rather than total fat content, and, to the extent
possible, attempts to break out the added sugar content of foods. Increasing whole grain content,
and decreasing calories and sodium, are

also emphasized in the 2010 DGA and are Table Il1.2: List of Key Nutrients Analyzed

therefore featured in the nutrition analy-

. o . Food Components/Nutrients Food Components
sis. The Commission had also intended to to Increase to Reduce
include a discussion of the extent to which

. . Fiber Sodium
foods marketed to youth provide meaning-
ful contributions of food groups, such as Whole Grains Sugar
fruits and vegetables. The data the com- :

Calcium Saturated Fat

panies submitted for these food groups,
however, were too incomplete. Table I11.2 vitamin D Trans Fat
lists the key food components and nutri- Potassium Calories

ents analyzed.

1. Methodology for Computing Nutritional Averages

For each nutrient and food component of interest, the amount reported is an expenditure-
weighted average of all nutritional information reported in a given category (for example, the
average sodium content in all foods, excluding QSR foods, marketed to children across all media
in 2006 was 185.6 mg per serving; in 2009, it was 171.5 mg per serving). The nutritional aver-
ages are derived by weighting the nutritional content of each food product based on the amount
of marketing expenditures for the product. Expenditure weighting allows the nutrient content of
heavily advertised foods to count more than the nutrient content of lightly advertised foods. In
this way, the nutrient levels in this report more accurately depict the overall nutritional profile of

youth-directed marketing.
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Expenditure Weighting

To help illustrate expenditure weighting, suppose that just two products
were advertised to youth on television: brownies and apples. Then suppose
that food producers spent $9 advertising brownies and $1 advertising apples.
Assume that the brownie has 10 g of fat and that the apple has 0 g of fat. The
simple average fat content in foods advertised to youth is 5 g (i.e., (10 + 0)/2).
The expenditure-weighted average fat content, however, is 9 g (i.e., ((9 x 10) + (1
x 0))/10) — fully 80% higher than the simple average. The expenditure weighting
more accurately reflects the fact that young people would be nine times more
likely to see a television ad for the high-fat food as for the no-fat food.

2. Scope of Nutrition Analysis

This report examines the overall changes in the average nutritional profile of youth-marketed
foods from 2006 to 2009, for both children and teens across all food categories. As part of that
analysis, the report looks at marketing by CFBAI pledge companies. The report also provides
a more in-depth analysis of food product categories that were most heavily marketed to youth.
Those product categories are breakfast cereals, drinks, dairy products, snacks, prepared foods,
and candy/frozen desserts, and QSRs. Because of limitations in the available nutrition data for
2006, much of the QSR nutrition analysis is based on television advertising only and does not
include other marketing expenditures.

Within each food product category, the report also examines certain nutrient levels in the
context of federal nutrition policy and regulations. For example, the report looks at the extent to
which 2006 and 2009 cereal marketed to youth met the 2010 Dietary Guidelines for Americans
recommendations for whole grain content, or met sodium levels set by FDA for “low sodium”
and “healthy” claims.

Where possible, for specific food categories, the report provides a further breakdown of the
nutrition data by marketing technique. Specifically, the report compares the nutritional quality
of food marketing to children and teens in traditional measured media (i.e., television, radio, and
print) with marketing in new media (i.e., company-sponsored websites, Internet, word-of-mouth,
and viral marketing). The comparison of traditional measured media with new media is limited
to the most heavily marketed food categories to children and teens: cereals, QSR foods, carbon-
ated beverages, and snacks.”> The report also compares the nutritional quality of foods marketed
with licensed characters and other cross-promotions to food marketed without such cross-pro-
motions, in two of the most heavily marketed food categories: cereals and snacks. Although
carbonated beverages and QSR foods were also heavily marketed through character licensing
and cross-promotions, the Commission was unable to provide a meaningful analysis for these

categories.” For the QSR category, however, the report does provide a nutritional comparison

29



A Review of Food Marketing to Children and Adolescents

of advertising for products specifically identified as “children’s meals” with advertising of other
regular menu meals and main dishes to youth. This analysis serves as a close proxy to a com-

parison of QSR products marketed with and without cross-promotions.>

3. Average Nutritional Content for All Foods, Excluding Quick-Service
Restaurant Foods

Some general observations as to the nutritional content of foods marketed to children and
teens can be made by looking at the aggregated nutritional information for all food categories
and all promotional categories. As shown in Table III.3, the products marketed to children on
average are higher in calories and sodium than those marketed to teens and to all ages, but lower
in sugar, for both 2006 and 2009.°® Based on expenditure data, the lower average sugar content
is likely due to the lower amount of child-directed marketing expenditures for carbonated bever-
ages and, to a lesser extent, candy, as compared to teens and all ages. The table also indicates
that nutrients to increase, such as fiber, whole grain, calcium, and Vitamin D, are higher in foods
marketed to children than those marketed to teens and all ages for both 2006 and 2009.

For child-directed marketing, the overall nutritional profile improved from 2006 to 2009.
Calories and the food components to reduce (sodium, sugar, saturated fat, and trans fat) all de-
creased, while all of the nutrients to increase showed improvements (namely, fiber, whole grain,
calcium, Vitamin D, and potassium). The changes for marketing directed to teens and to all ages
followed the same pattern, although sodium content for all ages increased and saturated fat levels
stayed fairly constant. Again, the companies reported on marketing to all ages only for those

food products that were also marketed directly to children or teens. Differences between the

Table I1I.3: Average Nutritional Characteristics of All Foods (Except Restaurant Foods)
Marketed to Children and Teens, All Marketing, 2006 and 2009

Marketing of These Foods

Marketed to Children 2-11 Marketed to Teens 12-17 1

to All Ages
Product Characteristic? 2006 2009 Change 2006 2009 Change 2006 2009 Change
Calories (kcal/serv) 132.68 126.48 -6.20 128.97 115.98 -12.99 124.39 118.00 -6.40
Sodium (mg/serv) 185.60 171.53 -14.08 118.24 113.19 -5.04 134.73 137.39 2.66
Sugar (g/serv) 15.60 13.12 -2.48 24.72 19.22 -5.51 19.93 17.06 -2.87
Saturated Fat (g/serv) 0.84 0.67 -0.18 0.70 0.63 -0.08 0.90 0.94 0.03
Trans Fat (g/serv) 0.03 0.00 -0.02 0.01 0.02 0.00 0.02 0.02 0.00
Fiber (g/serv) 0.73 1.08 0.35 0.27 0.49 0.22 0.58 0.81 0.22
Whole Grains (g/serv)? 2.02 3.12 1.09 0.54 1.33 0.79 1.73 2.20 0.47
Calcium (% RDI/serv) 3.24 5.48 2.24 1.96 2.24 0.28 2.76 3.58 0.82
Vitamin D (% RDI/serv)3 5.20 7.49 2.29 1.99 3.15 1.16 1.94 3.01 1.07
Potassium (mg/serv)? 65.81 97.25 31.43 32.67 52.39 19.72 58.07 98.18 40.11
Spending on All Marketing $725.3 $455.9 -40.8% $939.7 $824.9 -17.3% $7,426.2 $6,683.8 -15.3%

($millions)*

 Companies were required to report spending for All Ages only for products marketed to children or teens. Nutrition averages for All Ages reflect total spending to all
audiences for the set of products marketed to children or teens.

2 Nutrition averages are expenditure-weighted and based on the products for which the companies reported basic nutrition data.

3 Data for these nutrients is not available for all products for which we have other nutrition data: Whole grain data is based on 98% of spending in both years; Vitamin D is
based on 65% of spending in 2006 and 72% of spending in 2009; Potassium is based on 75% of spending in 2006 and 82% in 2009.

# percentage change in spending is adjusted for inflation.
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average nutritional profile of foods marketed to all ages, as compared to children and teens, are
due to the fact that some foods were advertised more heavily than others to each age group, and
the exact mix of foods advertised to each age group may differ.

Overall improvements were due to a combination of reformulation of existing products and
the introduction of new products in place of products either taken off the market or no longer
advertised to youth. As shown in Appendix Table C.9b, of the 525 food products advertised to
children in 2006 or 2009, only 146 were advertised in both years, but they represent 74% and
78% of the total marketing expenditures in 2006 and 2009, respectively.”” For products that were
advertised to children in both years, average levels for all nutrients to increase and food compo-
nents to reduce show improvements. Of these 146 products, 77 were reformulated for at least
one of the mandated label nutrients. Appendix Table C.9b shows the number of products that
were reformulated for each nutrient and the effects of reformulation on average nutrient con-
tent.”® Appendix Table C.9b also shows that the child-directed products introduced between 2006
and 2009 had a better average nutrition profile than the products taken off the market between
those two years. The average sugar level, however, between these two categories of products
remained steady. Similarly, existing products that were newly advertised to children by 2009
were generally better than, or comparable to, products that companies had ceased marketing
to children since 2006. Calories, sodium, and saturated fat, however, were higher in the newly
marketed products than in those products no longer advertised to children. Appendix Table C.9b
data for marketing of food products to teens and all ages show similar moderate improvements or

stability in nutrient levels.

B. Nutritional Profile by Food Category

1. Breakfast Cereals

Cereal marketing represented a significant segment of overall food marketing to youth in
both 2006 and 2009. In 2009, cereal marketing ranked second only to spending on QSR food
marketing to children, while for teens it ranked third. Companies submitted nutrition data for
a total of 122 cereal products that were marketed to youth in one or both of the reporting years.
All of these products were marketed by participants in the CFBAI’s self-regulatory program. Of
the 122 cereals, 120 were marketed to children, and 111 were marketed to teens.

Only 47 of the 122 cereals were marketed to youth in both 2006 and 2009, although these
47 cereals represented the vast majority of youth marketing expenditures in the product category
(79% of marketing in 2006 and 89% in 2009). Of the remaining cereals in this category, 43 were
marketed to youth only in 2006 and were either taken off the market prior to 2009 (15 cereals)
or were no longer advertised to youth in 2009 (28 cereals); and 32 were marketed only in 2009

either as new products (15 cereals) or as products newly advertised to youth (17 cereals).
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Table II1.4 shows small Table lll.4: Average Nutritional Characteristics of Breakfast

but it h . Cereals Marketed to Children and Teens, All Marketing,
ut positive changes in 2006 and 2009

average nutritional data for

Marketed to Children 2-11 Marketed to Teens 12-17
Cereals from 2006 tO 2009’ Product Characteristic' 2006 2009 Change 2006 2009 Change
brOken down by marketlng Calories (kcal/serv) 119.31 118.11 -1.19 122.33 120.62 -1.71
. . Sodium (mg/serv) 173.11 168.24 -4.88 172.43 177.59 5.16
directed to children and to Sugar (g/serv) 11.52 10.58 0.94 11.24 9.83 -1.41
Saturated Fat (g/serv) 0.25 0.21 -0.04 0.11 0.24 0.14
teens. For cereal market-
Fiber (g/serv) 1.28 1.69 0.42 1.33 1.69 0.36
il’lg to children. calories Whole Grains (g/serv) 6.23 7.79 1.55 6.60 8.53 1.94
> Calcium (% RDI/serv) 4.09 4.30 0.21 4.52 4.49 -0.03
fell on average by 1.2 kcal Vitamin D (% RDI/serv)? 9.84 11.87 2.03 9.92 13.20 3.29
Potassium (mg/serv)2 59.77 55.25 -4.52 57.50 66.48 8.97
per serving, sugar content
by 0.9 g, sodium by 4.9 Sspe"d"‘g on All Marketing $229.0 $172.8 -28.9% $71.3 $103.3 36.4%
(Smillions)
mg, and saturated fat by
leSS than 0 1 er serv- ' Nutrition averages are expenditure-weighted and based on the products for which the companies reported basic
. g p nutrition data (100% of products in this category).
. hl h 1 3 2 Data for these nutrients is not available for all products in the sample: Vitamin D data is based on 94% of
lnga while whnole graln rose spending in 2006 and 99% of spending in 2009; Potassium data is based on 100% of spending in 2006 and 99% in
. 2009.
by 1.6 g per serving. For 3 percentage change in spending is adjusted for inflation.

cereal marketing to teens,

calories fell on average by 1.7 kcal per serving and sugar content by 1.4 g. The average whole
grain content for cereal marketing to teens rose by 1.9 g per serving. The only negative change
was a minor 5.3 mg increase in sodium for cereal marketing to teens.

The average improvements from 2006 to 2009 appear small when considered in the context
of a child’s daily diet and federal nutrition policy. As an example, the 4.9 mg drop in average
sodium content of cereal marketed to children represents less than 0.2 percent of the 2,933 mg
sodium consumed daily by the average child age 6-11.° In addition, the 1.6 g average increase
in whole grain content represents one tenth of one of the three daily servings of whole grain that
the 2010 DGA recommends.®® However, an analysis of key nutrition characteristics of children’s
cereal marketing in the context of various federal nutrition principles and the industry’s self-
regulatory pledges as part of CFBAI provides a more informative picture of the nutritional shifts
from 2006 to 2009.°! For example, the most dramatic nutritional shift from 2006 to 2009 was the
virtual elimination of marketing to children of the most sugary cereals — those with 13 g or more
sugar per serving. Marketing in this category fell from $74 million in 2006 (32% of children’s
cereal marketing in that year) to under $3 million in 2009 (1% of children’s marketing). At
the same time, spending in the 11-12 g category increased from $91 million (40% of children’s
marketing) to $108 million (63% of children’s marketing).> This shift likely reflects pledges by
some CFBALI participants in 2009 to set a sugar limit of 12 g or less for children’s cereal market-
ing.® At the other end of the spectrum, only a small percentage of children’s cereal marketing

in both 2006 and 2009 met the sugar limit established for cereal under the WIC program — 6 g or
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less per one-ounce serving.* In both 2006 and 2009, this low sugar category represented 6% of
children’s cereal marketing. Figure III.1 depicts the sugar content of cereal marketing to children
in 2006 as compared to 2009. The average sugar content of cereal marketing to teens in 2006

and 2009 followed a similar pattern.®

Figure lll.1: Sugar Content of Breakfast Cereal Marketed to Children 2-11
(2006 vs 2009)

H 2006 Percentage of Child-Directed
W 2009 Expenditures in
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The distribution of sodium content across children’s cereal marketing looks generally similar
in 2006 and 2009, with the majority of cereal marketing falling within the 150-210 mg/serving
range. In both years, all of the cereal marketing met the qualifying level for sodium established
by FDA for “healthy” claims. At the same time, however, virtually no children’s marketing for
cereals met FDA’s “low sodium” requirements.®® In 2006, $4.1 million, or 1.4% of children’s
cereal marketing, was spent on “low sodium” cereal, increasing slightly to $4.7 million, or 3% of
children’s cereal marketing in 2009. Virtually all cereal marketing in both 2006 and 2009 al-
ready met the CFBAI 2014 uniform sodium criteria.®” Based on the nutrition data the companies
reported, 97% of 2006 children’s cereal marketing and 99% of 2009 children’s cereal marketing
met the CFBAI’s 2014 sodium limit. Figure III.2 depicts the sodium content of cereal marketing
to children in 2006 and 2009. The distribution of sodium content for teen cereal marketing was
similar to that for children.®®

The key shift from 2006 to 2009 in the whole grain content of cereal marketing to children
was away from marketing cereals that were mostly refined grain, toward cereals meeting the
2010 DGA recommendation of at least 51% whole grain content. Spending on cereals with 50%
or less whole grain fell from $211 million in 2006 to $148 million in 2009, while spending on ce-

reals with 51% or more whole grain rose from $19 million in 2006 to $24 million in 2009. Even
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Figure lll.2: Sodium Content of Breakfast Cereal Marketed to Children 2-11
(2006 vs 2009)
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Figure IlIl.3: Whole Grain Content of Breakfast Cereal Marketed to
Children 2-11 (2006 vs 2009)
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with this increase in whole grain content, however, 86% of cereal marketing to children in 2009
was for cereals containing mostly refined grain.

The whole grain content of cereal marketing to teens similarly showed a modest shift toward
more whole grain content. Despite the shift, however, 80% of teen cereal marketing in 2009
continued to be for cereals containing mostly refined grain (compared to 91% in 2006).

The 2009 nutrition data for youth cereals also show that marketing specifically to children
is weighted more heavily toward less nutritious cereals — in particular, the cereals with the most

sugar and least whole grain — than marketing directed to teens or all audiences. The average
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whole grain content for youth-directed cereals marketed across all audiences is 14.3 g per serv-

ing, nearly double the whole grain content of marketing specifically to children (7.8 g) and to

teens (8.5 g). The average sugar content for cereal marketing across all audiences is 2 g less per

serving than the average sugar content for children’s marketing and 1 g less than for teen market-

ing.

Figure lll.3a: Average Sugar and Whole Grain Content of Breakfast Cereal
Marketed to Children and Teens (2009)

Sugar

= Child (2-11)

Whole Grain

HTeen (12-17)
M All Ages

14.3

o

g/serving

There was also some difference in the nutritional profile of cereals marketed to children

with or without cross-promotions (e.g., using licensed characters). Most notably, cereal market-

ing through cross-promotions averaged significantly less whole grain in both 2006 and 2009. In

2009, the average whole grain content of cereal marketing to children using licensed characters

and other cross-promotions
was 3.8 g per serving, com-
pared to 8.7 g per serving
for cereal that did not use
cross-promotions.®” For
other key nutrients and food
components, the nutritional
profile of cereal marketing
with and without cross-
promotions was similar.
Finally, the Com-
mission compared the

nutritional characteristics

Table IlI.5: Average Nutritional Characteristics of Cereals Marketed
to Children and Teens, 2009: Traditional Measured Media
and New Media

2009 Traditional Measured Media 2009 New Media

Product Characteristic® Children (2-11) Teens (12-17) Children (2-11) Teens (12-17)
Calories (kcal/serv) 119.93 125.76 115.25 117.81
Sodium (mg/serv) 165.45 174.72 163.12 181.30
Sugar (g/serv) 10.95 10.10 10.99 10.65
Whole Grains (g/serv) 7.36 7.83 7.57 7.79
Spending on All Marketing $102.50 $49.70 $21.60 $10.80

(Smillions)

' Nutrition averages are expenditure-weighted and based on the products for which the companies reported basic
nutrition data (100% of products in this category).
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of breakfast cereal marketing in traditional measured media to marketing in new media. The
nutritional profile of cereals marketed to children and to teens differed little across these media.
This was true in both 2006 and 2009.

2. Drinks

Except where noted, the nutritional analysis of drink marketing to youth includes all prod-
ucts in the carbonated beverages category, as well as all products in the juice and non-carbonated
beverage category.”’ In both 2006 and 2009, spending on carbonated beverages alone (not
including juices and non-carbonated drinks) was higher than any other food category for teen
marketing. Total spending on all drinks (both carbonated and juice/non-carbonated), however,
fell from 2006 to 2009 both for children (a 51% drop) and for teens (a 27% drop).

Companies submitted nutrition data for a total of 133 drink products that were marketed to
youth in one or both of the reporting years, with 92 products marketed to children and 123 to
teens. Only 53 of the 133 total drinks marketed to youth were marketed in both 2006 and 2009,
although these 53 products represented the vast majority of youth marketing expenditures (96%
in 2006 and 89% in 2009). Of the 53 drinks marketed both years, 24 were reformulated in some
way. Of the remaining 80 drinks in this category, 48 were marketed to youth only in 2006 and
were either taken off the market prior to 2009 (16 products) or were no longer advertised to
youth in 2009 (32 drinks); and 32 drinks were marketed only in 2009 either as new products (15)
or as drinks newly advertised to youth (17).”

Table I11.6 shows average nutritional data for drink marketing from 2006 to 2009, to chil-
dren and to teens. There were a number of small but positive changes in the nutritional profile
for drink marketing.”” On average, drinks marketed to teens in 2009 were 20 fewer kcal per
serving (111 kcal in 2006 to 91 kcal in 2009), 31 mg lower in sodium (96 mg in 2006 to 65 mg
in 2009), and 5 g lower in sugar (29 g in 2006 to 24 g in 2009).”® Similar changes were found in
the nutritional profile of drinks marketed to children.

Table I11.6 also provides the added sugar content of drink marketing to children and teens. A
comparison to the total sugar content shows that most of the sugar in drinks marketed to youth is
added sugar, as opposed to naturally occurring sugar from ingredients like fruit or fruit juice.” In
2009, 88% of the sugar in drinks marketed to children (21 g/serving) was added sugar and 98%
of the sugar in drinks marketed to teens (23.5 g/serving) was added sugar. At these levels, the
added sugar content of one youth-marketed drink provides approximately one third of the 2010
Dietary Guidelines’ recommended daily limit for calories from solid fats and added sugars.”

Table II1.6 also provides data on the prevalence of marketing of 100% juice products and
100% water products to youth. In 2009, 9% of marketing expenditures to children was for 100%
juice products, up slightly from 8% in 2006. However, spending overall in the drinks category

fell, so there was less marketing to children of 100% juice products in 2009.7 In the teen catego-
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ry, only 1% of spending was for 100% juice products. Water was also a relatively small part of
drink marketing to youth. Approximately 7% of spending for both children and teen marketing
in 2009 was for 100% water products, down slightly for children and up slightly for teens.

Table Il.6: Average Nutritional Characteristics of Drinks' Marketed to Children
and Teens, All Marketing, 2006 and 2009

Marketed to Children 2-11 Marketed to Teens 12-17

Product Characteristic? 2006 2009 Change 2006 2009 Change
Calories (kcal/serv) 107.68 89.70 -17.98 111.08 91.18 -19.89
Sodium (mg/serv) 55.50 42.17 -13.33 96.07 65.21 -30.86
Sugar (g/serv) 28.76 23.76 -5.00 29.24 23.88 -5.36
Added Sugar (g/serv)? 26.54 20.97 -5.57 28.82 23.49 -5.33

% Spending on
100% Juice 8.0% 9.0% 1.0% 1.1% 1.3% 0.2%
100% Water 10.0% 6.7% -3.4% 5.7% 6.8% 1.0%
Spending on All Marketing o
(Smillions)" $166.3 $85.9 51.4% $616.4 $477.5 27.1%

1 Includes all products in the Carbonated Beverages category and in the Juice and Non-Carbonated Beverages category.
2 Nutrition averages are expenditure-weighted and based on the products for which the companies reported basic nutrition data.

3 Data for added sugar is available for more than 99% of spending in both years but is not available for all brands for which we have other
nutrition data.

4 Percentage change in spending is adjusted for inflation.

In addition to analyzing the nutritional profile of youth-marketed drinks across all marketing
categories, the Commission also looked at the nutritional profile of drinks marketed specifically
in the school setting. The drink category represents the vast majority of all in-school youth mar-
keting,”” and, beginning in 2006, in-school beverage marketing became the subject of a new self-
regulatory program created by the Alliance for a Healthier Generation and the American Bever-
age Association. Under that program, members of the American Beverage Association pledged
to shift the sale of drinks in schools to lower calorie options.”® Table II1.7 shows the nutritional
profile of in-school marketing of drinks to children and teens.

The nutritional profile of drink marketing in the school setting improved substantially from
2006 to 2009. For in-school drink marketing to children, calories fell from 110 to 71 kcal per
serving, a 35% drop. Similarly, sugar content fell from 30 g to 19 g per serving, a 37% drop.
Sodium levels were also slightly lower in 2009, down from 39 mg to 34 mg, an 11% drop. In
addition, spending for in-school marketing of 100% juice drinks rose from 3% of in-school drink
marketing to children in 2006 to 11% in 2009. Spending on 100% water also increased slightly,
from 20% of in-school drink marketing to children in 2006 to 24% in 2009. In-school marketing
to teens (middle and high school) also improved from 2006 to 2009, with a 32% drop in calories,

a 31% drop in sugar, and a 19% drop in sodium content. In-school marketing of 100% juice
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Table Il.7: Average Nutritional Characteristics of Drinks' Marketed to Children
and Teens In-School, 2006 and 2009

Children 2-11 Teens 12-17

Product Characteristic 2006 2009 Change 2006 2009 Change
Calories (kcal/serv) 110.20 71.31 -38.90 105.43 71.34 -34.10
Sodium (mg/serv) 38.79 34.44 -4.35 47.09 38.03 -9.06
Sugar (g/serv) 30.39 19.21 -11.19 29.00 19.56 -9.43
Added Sugar (g/serv) 29.64 16.25 -13.39 28.38 18.63 9.74

% Spending on

100% Juice 2.7% 10.5% 7.8% 1.8% 3.4% 1.6%
100% Water 20.3% 23.9% 3.7% 19.3% 25.7% 6.4%
Spending on All Marketing $61.0 $23.4 -63.8% $146.6 $120.9 22.3%

($millions)®

1 Includes all products in the Carbonated Beverages category and in the Juice and Non-Carbonated Beverages category.
2 Nutrition averages are expenditure-weighted and based on the products for which the companies reported basic nutrition data.
3 Percentage change in spending is adjusted for inflation.

drinks to teens rose only slightly to 3% of spending in 2009 (up from 2% in 2006), and market-
ing of 100% water increased to 26% of spending in 2009 (up from 19% in 2006).

The Commission also examined key nutrition characteristics for children’s drink marketing
in the context of federal nutrition principles. This analysis provides a more detailed picture of
the nutritional changes from 2006 to 2009 and their significance in the diet. Figures II1.4, I11.5,
and III1.6 show the distribution of calories, sugar content, and sodium content for marketing to
children in 2006 and 2009.

Figure Ill.4: Calorie Content of Drinks Marketed to Children 2-11
(2006 vs 2009)
Percentage of Child-Directed
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Figure IIl.5: Total Sugar Content of Drinks Marketed to Children 2-11

g/serving

The distribution of spending by calories and sugar content in children’s drink marketing
is virtually the same, due to the fact that nearly all of the calories in these products come from
sugar, primarily added sugar. The most dramatic change from 2006 to 2009 was the decrease in
marketing of drinks with more than 100 calories and the most sugar (35+ g per serving).” Child
marketing of drinks with more than 100 calories fell from $111 million in 2006 to $44 million in
2009. Similarly, child marketing of the most sugary drinks (35+ g) fell from $92 million in 2006
to $35 million in 2009. Despite the decreases in spending, the bulk of children’s marketing con-

tinues to fall in the higher calorie and higher sugar categories. In 2009, 52% of children’s drink
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marketing was for products with 100 or more calories per serving and 40% was for products with
the highest sugar content. At the other end of the spectrum, 17% of 2009 children’s drink mar-
keting was for products meeting FDA’s “low calorie” or “no calorie” standards.’® A similar shift
occurred in drink marketing to teens.?®!

Both children and teen drink marketing shifted substantially away from drinks with higher
sodium content. In children’s marketing, drinks with the highest sodium content (150 mg/serv-
ing) decreased from 17% ($29 million) in 2006 to only 3% ($2 million) in 2009. Children’s
marketing for drinks in the 80 to 140 mg sodium range correspondingly increased from 1% of
spending in 2006 ($1 million) to 12% of spending in 2009 ($10 million). As a result of this shift,
almost all drinks marketed to children and to teens in 2009 met either the FDA’s “low sodium”
standard or the “very low sodium” standard.”®?

Comparing the nutritional characteristics of carbonated beverage marketing to teens in tra-
ditional measured media with marketing using new media reveals some minor differences across
these media in average added sugar content, calorie content, and sodium content.®® As shown
in Table III.8 below, 2006 carbonated beverage marketing in new media averaged 17% more
added sugar than beverage marketing in traditional measured media.** In 2009, the gap nar-
rowed somewhat, with marketing in new media averaging 10% more added sugar than marketing
in traditional measured media.’® Calorie content differences paralleled the differences in added
sugar content, with beverage marketing in new media averaging slightly higher calorie content.
Sodium content, in contrast, was slightly lower in both years for teen beverage marketing using

new media than for marketing in traditional measured media.*

Table II1.8: Average Nutritional Characteristics of Carbonated Beverages Marketed to
Teens 12-17, 2006 and 2009: Traditional Measured Media and New Media

Traditional Measured Media New Media
Product Characteristic* 2006 2009 Change 2006 2009 Change
Calories (kcal/serv) 113.80 107.40 -6.40 130.40 115.48 -14.92
Sodium (mg/serv) 79.56 66.79 -12.77 55.55 56.65 1.10
Added Sugar (g/serv) 30.16 28.00 -2.17 35.17 30.83 -4.34
Spending on All Marketing $142.4 $87.2 -42.3% $20.5 $22.6 3.4%

(Smillions)?

' Nutrition averages are expenditure-weighted and based on the products for which the companies reported basic nutrition data (100% of
products in this category).

2 Percentage change in spending is adjusted for inflation.
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3. Dairy Products

Dairy product marketing was a relatively small segment of overall food marketing to youth
in both 2006 and 2009. In 2009, dairy product marketing constituted 4.7% of food marketing to
children, and 3.9% of food marketing to teens. Companies submitted nutrition data for 35 prod-
ucts marketed to youth in one or both reporting years, with 29 of those marketed to children and
32 marketed to teens. Ten dairy products were marketed to youth in both 2006 and 2009; they
represented 78% of dairy product marketing to youth in 2006 and 59% in 2009. Of the remain-
ing dairy products, 11 were taken off the market or no longer advertised to youth, and 14 were
new products or newly advertised to youth.®’

Spending on the dairy category was primarily for dairy drinks (milk and flavored milk prod-
ucts) and for yogurt products. Only a small portion of dairy marketing was spent on cheese or
other miscellaneous dairy products. The nutrition analysis set out below focuses on dairy drinks

and yogurt products.
A. DAIRY DRINKS

There was substantially less youth-directed marketing of dairy drinks in 2009 than in 2006,
especially children’s marketing, which dropped 66%. Table II1.9 provides the basic nutrition
data for youth-directed dairy drinks for 2006 and 2009, broken down by marketing to children
and teens.®® Nutrition data are reported per serving, with a serving size of approximately 8 oz
for all of the products in the sample.** The levels of nutrients to increase, including calcium,
Vitamin D, and potassium remained relatively unchanged from 2006 to 2009, with dairy drinks
marketed to children and teens providing approximately 30% of the daily value for calcium,

close to 30% of the daily
lue for Vitamin D. and Table 111.9: Average Nutritional Characteristics of Dairy Drinks Marketed
Vvalue for vVitamin U, an to Children and Teens, All Marketing, 2006 and 2009

approximately 11% of

Marketed to Children 2-11 Marketed to Teens 12-17

the dally Value for pOtaS‘ Product Characteristic’ 2006 2009 Change 2006 2009 Change
sium.9° The data also Calories (kcal/serv) 111.28 106.06 5.22 109.12 100.93 -8.19

Sodium (mg/serv) 119.16 129.74 10.57 110.04 105.68 -4.35
show small reductions in Sugar (g/serv) 14.34 13.08 -1.27 14.51 1217 234

Saturated Fat (g/serv) 1.65 1.63 -0.02 1.64 1.52 -0.12
calories and sugar con- Calcium (% RDI/serv) 30.15 30.67 0.53 30.94 30.10 -0.84

3 ) Vitamin D (% RDI/serv)? 28.65 26.66 =1.99 29.51 29.94 0.42

tent for bOth Chlldren S Potassium (mg/serv)? 382.53 402.07 19.54 374.57 370.50 -4.07
and teen marketing.
Dairy drinks marketed _ ,

Spending on All Marketing $5.2 $2.1 62.1% $25.5 $19.8 27.0%

($Smillions)?

to children averaged 5.2

fewer kcal per serving
! Nutrition averages are expenditure-weighted and based on the products for which the companies reported basic nutrition

and 1.3 g less sugar per data.

2 Data for these nutrients is not available for all products in the sample: Vitamin D data is based on 66% of spending in 2006

and 82% of spending in 2009; Potassium data is based on 99% of spending in 2006 and 100% in 2009.

3 percentage change in spending is adjusted for inflation.

serving in 2009. Dairy
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drinks marketed to teens averaged 8.2 fewer kcal per serving and 2.3 g less sugar per serving
in 2009. Sodium content also fell slightly for teen-marketed dairy drinks, down by 4.4 mg per
serving, but rose slightly among children’s products, with an increase of 10.6 mg per serving.”!
Nearly all dairy drinks marketed to children and to teens were either non-fat or low-fat (1%) in
both 2006 and 2009.”

Figure I11.7 below provides a more detailed picture of the variation in sugar content of dairy
drinks marketed to children and the shift from 2006 to 2009.”* Although overall spending on
dairy drink marketing to both children and teens went down, a higher percentage of the 2009
marketing was for unflavored milks, containing no added sugar.

According to USDA data, unflavored fat-free or low-fat milk contains no more than 13 g of
naturally occurring sugars per 8-oz serving.”* In 2009, 93% of dairy drink marketing to children
was for products with no added sugar, up from 81% of dairy drink marketing to children in 2006.
Flavored milks, with total sugar content of 14 g and above per serving, constituted 7% of market-
ing to children in 2009, down from 19% in 2006. CFBAI pledge companies accounted for about
two thirds of the dairy drink marketing in the sample. A total of 92% of all 2009 children’s dairy
drink marketing (including non-CFBAI members) met the CFBAI’s proposed 2014 sugar limit of
24 g per 8-0z serving (the equivalent of 11 g added sugar).”

Figure lIl.7: Sugar Content of Dairy Drinks Marketed to Children 2-11
(2006 vs 2009)
Percentage of Child-Directed

2006 Expenditures in
m 2009 Dairy Drink Category
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Teen dairy drink marketing reveals a similar shift toward products with no added sugars.
Marketing of unflavored milks, that is, dairy drinks with no more than 13 g of total sugar, in-
creased from 90% of teen dairy drink marketing in 2006 to 99% in 2009. As of 2009, only 1% of

dairy drink marketing to teens was for products with added sugars.
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B. YOGURT ProODUCTS

Unlike the dairy drinks category, the yogurt category saw a substantial increase in youth
marketing from 2006 to 2009.”® Spending on marketing to children nearly doubled from $22.3
million to $43.8 million. Spending on marketing to teens, while much lower than children’s
marketing, also increased, from $10.1 million to $16.5 million. Table II1.10 provides the basic
nutrition data for youth-directed yogurt products for 2006 and 2009, broken down by marketing
to children and teens.”” Serving sizes for yogurt products marketed to youth vary widely, with
products ranging from 2-0z servings up to 6-0z servings.”® The data set out in Table I11.10 are
standardized to a 6-0z serving size. The nutritional profile for both children and teens shows
overall improvement, with calories, sugar, sodium, and fat content all lower in 2009. As an ex-
ample, average calories per 6-0z serving fell for children from 184 to 160 calories and for teens
from 177 to 158 calories. Average saturated fat content was cut in half from an average of just
under two g for both children and teens to less than one g per 6-0z serving. In addition, calcium
content increased, particularly for children, going from 22% of the daily value in 2006 to 35% in
2009.”

Table 1I1.10: Average Nutritional Characteristics of Yogurt (6 0z)
Marketed to Children and Teens, All Marketing,

2006 and 2009
Marketed to Children 2-11 Marketed to Teens 12-17

Product Characteristic' 2006 2009 Change 2006 2009 Change
Calories (kcal/60z) 183.74 160.07 -23.67 177.01 157.71 -19.30
Sodium (mg/60z) 96.54 82.75 -13.80 95.16 84.59 -10.56
Sugar (g/60z) 26.67 24.41 -2.26 25.84 23.76 -2.08
Saturated Fat (g/60z) 1.95 0.96 -0.99 1.80 0.76 -1.04
Calcium (% RDI/60z) 21.71 35.06 13.35 21.51 22.46 0.95
Vitamin D (% RDI/60z)? 15.48 18.43 2.95 16.32 15.15 -1.17
Potassium (mg/60z)? 278.43 240.65 -37.78 278.74 250.15 -28.58

Spending on All Marketing

9
($millions)® $22.3 $43.8 85.2% $10.1 $16.5 54.4%

! Nutrition averages are expenditure-weighted and based on the products for which the companies reported basic nutrition
data.

2 Data for these nutrients is not available for all products in the sample: Vitamin D data is based on 55% of spending in
2006 and 80% of spending in 2009; Potassium data is based on 100% of spending in both years.

3 Percentage change in spending is adjusted for inflation.

Figure I11.8 below provides a more detailed picture of the variation in sugar content of
yogurt products marketed to children and the shift from 2006 to 2009. The data for this figure
are based on a standard 6-o0z serving. According to USDA data, a 6-0z serving of fat-free or
low-fat yogurt contains 13.5 g of naturally occurring sugars.'” Nearly all of the yogurt products

marketed to children and to teens exceeded this sugar level, indicating at least some sugar from
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added fruit or added sugar. Figure II1.8 shows that the increase in children’s marketing of yo-
gurt products in 2009 came mostly in the category of yogurts containing between 14 and 23 g of
sugar per 6-0z serving and between 24 and 26 g of sugar per 6-0z serving. Children’s marketing
of the most sugary yogurts, those with 27 g or more of sugar per 6-0z serving, remained steady
at just over $10 million but dropped as a percentage of overall children’s marketing from 46% in
2006 to 23% of children’s yogurt marketing in 2009.

Figure lll.8: Sugar Content of Yogurt Marketed to Children 2-11

(2006 vs 2009)
Percentage of Child-Directed
W 2006 Expenditures in
m 2009 Yogurt Category
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All of the products in the children’s yogurt category were marketed by CFBAI pledge
companies. The CFBAI’s 2014 uniform nutrition criteria set a limit of 23 g total sugar content
per 6-0z serving of yogurt.'”! Applying this limit to the 2009 marketing data, 77% of children’s
yogurt marketing exceeds the cutoff and would be ineligible for marketing to children beginning
in 2014 without reductions in sugar content.

Among yogurt products marketed to teens, the greatest increase in spending was for yogurt
with 18 to 23 g of sugar, which increased from 12% of marketing ($1.2 million) in 2006 to 38%
of marketing ($6.2 million) in 2009. The largest share of teen yogurt marketing remains in the
highest sugar category. In 2009, 52% of yogurt marketing to teens ($8.6 million) was for prod-
ucts with 27 g or more total sugar, up from 46% ($4.6 million) in 2006.

4. Snacks

As noted in Section II, youth-directed snack food advertising represented just under 7% of
total youth marketing in both 2006 and 2009. Snacks were the third highest category of child-
directed expenditures in both years (after QSR foods and cereals), but were a lesser category for

teens. Between the two years, however, snack food advertising expenditures to children de-
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creased 42%, while teen-directed expenditures increased 57%. Almost all of the child-directed
snack food advertising was by CFBAI member companies.!'*
The Commission received nutrition data for 124 snack food products that were advertised in

103 97 of these were marketed to children and 96 to teens. There

one or both of the study years;
was considerable turnover in this category from 2006 to 2009. Only 21 of the 97 products were
marketed to children in both years, although they represented 59% of expenditures in 2006 and
74% in 2009. Of the remaining products marketed to children, 45 were marketed only in 2006
and 31 only in 2009. Within the teen market, only 25 of 96 products were marketed in both
years, representing 78% of spending in 2006 and 67% of spending in 2009. Thirty-six products
were marketed to teens only in 2006 and 35 only in 2009.

With respect to child-directed marketing, Table III.11 shows minimal nutritional improve-
ments or no change between 2006 and 2009. Average calories per serving dropped by 3 kcal,
sodium decreased 26 mg, and saturated fat decreased 0.3 g, while average sugar content was
unchanged. Whole grain content increased, from 0.1 to 0.6 g per serving, but remained very low.
Nutritional shifts in teen-directed snack marketing were also minimal and mixed. Average calo-
ries dropped 4 kcal, sodium increased 3 mg, sugar decreased 0.5 g, and whole grain increased 1.3

g per serving. Saturated fat and fiber content were constant.

Table I11.11: Average Nutritional Characteristics of Snack
Foods Marketed to Children and Teens, All
Marketing, 2006 and 2009

Marketed to Children 2-11 Marketed to Teens 12-17
Product Characteristic' 2006 2009 Change 2006 2009 Change
Calories (kcal/serv) 114.21 111.11 -3.10 130.56 134.47 3.91
Sodium (mg/serv) 156.26 130.30 -25.97 186.35 189.74 3.40
Sugar (g/serv) 6.12 6.09 -0.02 5.02 4.55 -0.46
Saturated Fat (g/serv) 1.13 0.79 -0.34 1.85 1.89 0.04
Fiber (g/serv) 0.36 0.43 0.07 0.96 0.94 -0.02
Whole Grains (g/serv)? 0.08 0.58 0.50 0.39 1.72 1.33
spending on All Marketing $112.6 $69.9 -41.6% $51.1 $85.1 56.7%

($millions)?

 Nutrition averages are expenditure-weighted and based on the products for which the companies reoorted basic
nutrition data (100% of products in this category).

2 Data for these nutrients is not available for all products in the sample: Whole grain data is based on 93% of
spending in 2006 and 100% of spending in 2009.

3 percentage change in spending is adjusted for inflation.

The nutritional content of snack foods advertised to children can also be examined in the
context of various federal nutritional guidelines, as well as government and self-regulatory
programs designed to address the nutritional content of snacks (or “competitive foods™) sold in

schools. For competitive foods sold in schools, nutritional guidelines have been developed by
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the Institute of Medicine, USDA, and the Alliance for a Healthier Generation (Alliance).!™ All
of these programs set similar guidelines for competitive foods, including that the foods be limited
to a 200-calorie portion as packaged (the Alliance reduces this further to 150 calories for prod-
ucts sold in elementary schools); have less than 10% of calories from saturated fat; and have no
more than 35% of calories from total sugars. In 2006, 30% of total child-directed snack expendi-
tures met these three limits.' In 2009, this had increased to 36% of child-directed expenditures
meeting the three limits.'%

Applying the FDA’s nutrient content claim standards to snack foods advertised to children
reveals that none of 2006 and 2009 expenditures would meet the “low” calorie limit; 40% would
meet the “low” saturated fat limit in 2006, and 45% in 2009, and 35% would meet the “low”
sodium limit in 2006, increasing to 43% in 2009.!” A much higher percentage of child-directed
snack expenditures met the FDA’s sodium limit for a “healthy” claim in both years: 87% in 2006
and 99% in 2009.'® As noted above, whole grain content for snacks advertised to children was
very low in both years, and the percentage of expenditures for snacks with 25-50% whole grains
by weight increased from essentially zero in 2006 to 2% in 2009; expenditures for snacks with
more than 50% whole grains by weight increased from essentially zero to 1%.'” Moreover, in
2006, one product advertised to children met the FDA standards for an “excellent source” of fi-
ber; in 2009, 1% of expenditures met this threshold.!"® Snacks that were a “good source” of fiber
decreased from about 5% of expenditures in 2006 to 2% in 2009.'"

The Commission also compared the nutritional profile of snack foods advertised to children
in traditional measured media to those advertised in new media. Snacks marketed in new media

were not systematically better or worse than those marketed through traditional measured media

Table 1ll.12: Average Nutritional Characteristics of Snack Foods
Marketed to Children 2-11: Traditional Measured
Media and New Media, 2006 and 2009

Traditional Measured Media New Media

Product Characteristic® 2006 2009 Change 2006 2009 Change
Calories (kcal/serv) 115.51 109.34 -6.17 107.50 111.18 3.68
Sodium (mg/serv) 167.60 148.56 -19.04 143.35 158.13 14.78
Sugar (g/serv) 5.62 5.30 -0.32 6.44 4.60 -1.84
Saturated Fat (g/serv) 1.27 0.72 -0.55 0.83 0.81 -0.02
Whole Grains (g/serv)? 0.02 0.98 0.95 0.00 0.11 0.11
Spending ($millions)* $70.0 $28.0 -62.3% $9.0 $10.0 5.0%

1 Nutrition averages are expenditure-weighted and based on the products for which the companies reported basic
nutrition data (100% for the products in this category).

2 Whole grain data is based on 93% of spending in 2006 and 100% in 2009.

3 Percentage change in spending is adjusted for inflation.
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in either 2006 or 2009. In 2006, snacks marketed in new media were slightly lower in calories,
sodium, and saturated fat, but slightly higher in sugar, than snacks marketed in traditional mea-
sured media; in 2009, this pattern was reversed. This shift appears to be due primarily to the
moderate improvements in all nutrients among products marketed in traditional measured media.
Similar differences were observed when comparing snacks marketed with or without the
use of licensed characters and other cross-promotions. Snack foods marketed to children us-
ing cross-promotions were lower in calories, sodium, and saturated fat, but higher in sugar, than
snacks marketed without cross-promotion. The nutrition gap, however, narrowed from 2006 to
2009. Snack foods marketed to teens using cross-promotions likewise were lower in calories,
sodium, and saturated fat than snacks marketed without cross-promotions. This was true in both
2006 and 2009. Sugar content in snacks marketed to teens using cross-promotions was lower in

2006 but higher in 2009 than snacks marketed without cross-promotions.

Table I11.13: Average Nutritional Characteristics of Snack Foods Marketed to Children and
Teens, With and Without Cross-Promotions, 2006 and 2009

Marketed to Children 2-11 Marketed to Teens 12-17

Uses Cross-Promotions No Cross-Promotions Uses Cross-Promotions No Cross-Promotions

Product Characteristic* 2006 2009 Change 2006 2009 Change 2006 2009 Change 2006 2009 Change
Calories (kcal/serv) 90.47 103.39 12.92 118.47 114.24 -4.23 131.60 118.43 -13.16 130.22 137.99 7.77
Sodium (mg/serv) 76.91 87.72 10.81 170.49 147.57 -22.92 157.89 122.01 -35.88 195.71 204.60 8.89
Sugar (g/serv) 9.58 8.25 -1.34 5.50 527 -0.28 3.30 5.97 2.68 5.58 4.24 -1.34
Saturated Fat (g/serv) 0.62 0.66 0.04 1.23 0.85 -0.38 1.67 0.98 -0.69 1.91 2.09 0.18
Whole Grains (g/serv)? 0.07 033 0.26 0.08 0.68 0.60 0.39 0.03 -0.36 0.39 2.10 171
Spending ($Smillions)? $17.1 $20.2 10.9% $95.5 $49.7 -51.0% $12.7 $15.3 13.9% $38.5 $69.8 70.8%

1 Nutrition averages are expenditure-weighted and based on the products for which the companies reported basic nutrition data (100% of products in this category).
2 Whole grain data is based on 93% of spending in 2006 and 100% in 2009.
3 Percentage change in spending is adjusted for inflation.

5. Prepared Foods

The prepared foods category was not a top-advertised category either to children or to teens,
representing approximately 4.5% of child-directed expenditures, and less than 3% of teen-direct-
ed expenditures, in both years. The category is a diverse one, including individual items (typi-
cally under a 100 g serving size), entrees (with a serving size ranging from approximately 100 to
300 g), and meals (generally over 300 g per serving).

A total of 84 products were advertised in one or both years to youth (75 of these products
were advertised to children and 49 to teens). Only nine products were advertised to youth in
both 2006 and 2009, representing 57% of youth-directed marketing in 2006 and 29% in 2009. A
total of 14 products were advertised to youth only in 2006 (two products were off the market by
2009 and 12 were no longer advertised to youth in 2009). Sixty-one products were advertised to
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youth only in 2009, including 17 products that were new to the market and 44 products (repre-
senting 55% of 2009 expenditures) that were newly advertised to youth by 2009.

For the prepared foods marketed to children, average calorie content increased by about
16% between 2006 and 2009, compared to a more modest increase of 4% for teen-advertised
products. This is due in part to the fact that more entree and meal-type products were advertised
to children in 2009. Average sodium content decreased substantially for youth, dropping from
803 mg to 651 mg per serving in child-directed products, and from 791 mg to 650 mg for teens.
Saturated fat levels remained level for children at about 3 g per serving, but decreased for teens
from 4.2 to 2.8 g per serving. Sugar content increased for both age groups, with sugar levels in
foods advertised to children increasing by about 50%, from 8.4 to 13 g per serving. This resulted
primarily from the increased marketing of meals that included a dessert, such as a fruit cup, pud-
ding, or baked item.

In terms of nutrients to increase, fiber and whole grain content increased for children and
teens, with more substantial gains seen in products advertised to teens. Despite the increase,
however, fiber and whole grain content remained low when considered in the context of the daily
diet. In 2009, the average fiber content for child-marketed prepared foods was 3 g per serving
(12% of the 25 g daily value for fiber), and the average whole grain content was less than 1 g
per serving. For both children and teens, the increased whole grain content was due entirely to
products that were either new to the market or newly advertised to those age groups in 2009,
rather than reformulated products. The average calcium content of foods advertised to children
increased from about 6% RDI to 14% RDI per serving, in contrast to small decreases in prod-

ucts marketed to teens; this
Table Ill.14: Average Nutritional Characteristics of Prepared

is attributable to the cheese Foods Marketed to Children and Teens, All

content in many of the meals Marketing, 2006 and 2009
that WETe ncw or HGWIy ad_ Marketed to Children 2-11 Marketed to Teens 12-17
vertised to children in 2009. Product Characteristic’ 2006 2009 Change 2006 2009 Change
Whlle potassium data were Calories (kcal/serv) 250.99 291.96 40.97 281.39 293.61 12.22
Sodium (mg/serv) 803.26 651.32  -151.94 790.92 650.14  -140.78
. Sugar (g/serv) 8.44 12.95 4.51 5.61 8.73 3.12
not aVallable for all prOduCtS’ Saturated Fat (g/serv) 3.02 3.13 0.11 4.19 2.78 -1.41
the reported potassium levels Fiber (g/serv) 262 3.11 0.49 2.87 4.40 152
. . Whole Grains (g/serv)? 0.00 0.70 0.70 0.01 2.82 2.80
showed lmpI'OVel’IlCI'ItS, with Calcium (% RDI/serv) 5.87 13.65 7.78 7.33 6.90 -0.43
. . . Potassium (mg/serv)? 215.17 399.62 184.45 240.61 478.70 238.09
levels in child-directed prod-
ucts increasing from 215 to (ssp;nlﬁg.ri o AIMarketing o500 siga 236w 78 60 9%

400 mg per serving and teen-

directed pr()ducts fr()m 241 to 1 Nutrition averages are expenditure-weighted and based on the products for which companies reported basic
nutrition data (nearly 100% of products in this category).

479 mg per Serving_ 2 Data for these nutrients is not available for all products in the sample: Whole grain data is based on 100% of
spending for both years for children 2-11; Potassium data is based on 67% of spending in 2006 and 80% in 2009
for this age group.

3 percentage change in spending is adjusted for inflation.
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The prepared foods category can also be examined in the context of various federal nutrition
principles for meals and main dishes, although some of the items in this category were individual
food items. For example, prepared foods were fairly evenly split between those meeting and
those exceeding FDA’s calorie limits for a “low calorie” labeling claim for meals and main dish-
es. For child-directed products, 55% of expenditures in 2006 and 48% in 2009 were “low calo-
rie.” For teen-directed products, this trend was reversed, with 45% of expenditures meeting the
low calorie limit in 2006, compared to 54% in 2009. Fewer child-directed prepared foods met
FDA’s “low saturated fat” levels for meals and main dishes in 2009, but more foods, though still
only a small percentage, met FDA’s “low sodium” levels. Specifically, in 2006, 34% of child-
directed expenditures qualified as “low saturated fat”; in 2009, this had fallen to 16%. In 2006,
no prepared food products met the FDA’s “low sodium” standard for meals and main dishes; by
2009, 5% of spending met this limit.''> As of 2009, 45% of child-directed spending on prepared
foods also exceeded FDA’s sodium level for a “healthy” claim.'* Despite the high percentage
of products exceeding both the low and healthy sodium thresholds, Figure I11.9 shows that the
sodium content for products with the highest levels of sodium nevertheless improved.

Figure ll1.9: Sodium Content of Prepared Foods Marketed to Children
2-11 (2006 vs 2009)
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In the case of teen-directed prepared foods, in 2009, the percentage of spending meeting
“low saturated fat” and “low sodium” limits both improved. Spending on products qualifying as
“low saturated fat” rose from 26% to 41%, and spending on products qualifying as “low sodium”
increased from zero to 2%. The percentage of teen-directed spending that met FDA’s sodium
level for a “healthy” claim increased from 26% in 2006 to 63% in 2009.
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6. Candy and Frozen Desserts

As noted in Section II above, candy and frozen dessert marketing was a relatively small
segment of overall food marketing to youth in both 2006 and 2009. The most notable change
in this category was the reduction in the number of products marketed and total spending in the
category.'!*

In addition to the overall decrease in marketing, the category showed some nutritional
improvement. Table III.15 provides nutrition data for youth-directed candy and frozen desserts,
broken down by marketing to children and teens.!'* The primary nutritional features of relevance
to the product category are calories, sugar, and saturated fat.!!"® Candy and frozen dessert mar-
keting to children averaged 30.5 fewer kcal per serving, 7.1 g less sugar per serving, and 0.6 g
less saturated fat per serving in 2009 as compared to 2006. For teen marketing, calorie content
fell in 2009 by 18.6 kcal per serving, saturated fat content fell by 0.9 g per serving, while sugar
content remained essentially the same, with only a 0.3 g increase in 2009. In both 2006 and

2009, the calorie, sugar, and

Table IIl.15: Average Nutritional Characteristics of Candy and
. o Frozen Desserts Marketed to Children and Teens, All
marketing was significantly Marketing, 2006 and 2009

higher than for child market-

saturated fat content for teen

Marketed to Children 2-11 Marketed to Teens 12-17

ing. This likely reflects the Product Characteristic’ 2006 2009 Change 2006 2009 Change
fact that chocolate candies, Calories (kcal/serv) 137.30 10678 -30.52 206.26 187.62  -18.64

Sugar (g/serv) 23.63 16.50 -7.13 28.52 28.84 0.32
chocolate bars, and ice cream Saturated Fat (g/serv) 1.63 1.07 -0.56 3.56 264 -0.92

roducts, which contain . _
p ’ (S;;:‘Iﬁg‘ri )°2” All Marketing $60.7 $17.0  -73.7% $99.0 %674 -35.9%
more saturated fat and often
come in larger serving sizes
. 1 Nutrition averages are expenditure-weighted and based on the products for which companies reported basic

thal'l nOﬂ-ChOCOlate Candles, nutrition data (100% of the products in this category).

2 Percentage change in spending is adjusted for inflation

are more heavily marketed to

older audiences.

7. Quick-Service Restaurant Foods

QSR foods had the highest marketing expenditures directed to children of the food catego-
ries surveyed in both 2006 and 2009. This category also had the second highest level of teen-di-
rected spending in both years, second only to carbonated beverages. Detailed nutrition informa-
tion for this category, however, was somewhat limited, particularly for 2006. In its first report,
the Commission allowed QSRs to aggregate 2006 marketing expenditures for all meals and
menu items and report total spending by promotional activity category. With the exception of the
television advertising category, it was not possible to retroactively break down aggregated 2006

spending data to isolate spending for each specific meal or menu item. For that reason, the com-
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parison of 2006 and 2009 nutrition data is limited to products promoted in television advertising
for the five companies that reported data in both years (the “fixed panel” of QSRs).!'” Within
the television advertising category, the Commission was able to collect specific 2006 and 2009
nutrition data for the vast majority of meals and menu items marketed by the fixed panel compa-
nies.""® In addition to looking at the overall nutritional profile of products advertised on televi-
sion in 2006 and 2009 by the fixed panel companies, the Commission compared the nutritional
profile of menu items those companies specifically identified as “children’s meals” compared to
other meals and main dishes they marketed to children.'"”

For 2009, the Commission also obtained data from four additional QSR companies that did
not report in 2006'?° and compared the nutritional profile of meals and menu items marketed by
these new companies to those marketed by the fixed panel companies.!?! Finally, the Commis-
sion compared the 2009 nutritional profile of all QSR foods marketed in traditional measured

media to those marketed in new media.

A. 2006 vs. 2009 TELEVISION ADVERTISING: NUTRITION DATA FOR FIXED PANEL
COMPANIES

The fixed panel of QSR companies reported nutrition data for 175 meals and individual
menu items that were marketed to youth on television in one or both of the reporting years.
Ninety-five of these products were marketed to children, and 170 were marketed to teens. There
was significant product turnover between 2006 and 2009. Of the 175 meals and menu items
advertised to youth in the two survey years, only 28 were marketed in both 2006 and 2009.'2
These 28 products, however, represented nearly half of child-directed expenditures (47% in 2006
and 42% in 2009). They also represented 31% of teen-directed expenditures in 2006 and 18% in
2009. Of the remaining meals and menu items, 62 were marketed to youth only in 2006'* and
85 were marketed to youth only in 2009.'*

The fixed panel companies spent 54% more on child-directed television advertising in 2009
than in 2006, and 30% more on teen-directed television advertising, with children’s TV adver-
tising exceeding teens’ in 2009. The available nutrition data showed some improvements in
2009. For example, child-directed television advertising by the fixed panel showed an average
81 kcal decrease per serving, a 57 mg decrease in sodium, a 6 g decrease in total sugar, and a 0.5
g decrease in saturated fat. Fiber levels were low in both years, at less than 2 g per serving (i.e.,
less than 8% of the 25 g daily value for fiber). For teen-directed television advertising, average
calorie levels dropped by 43 kcal per serving and sodium levels by 14 mg, while sugar content
increased by just under 1 g per serving and saturated fat content and fiber remained constant.
There were insufficient data to assess certain nutrients, such as whole grain content, calcium,

Vitamin D, and potassium.
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Table 111.16: Average Nutritional Characteristics of Restaurant Foods
Marketed to Children and Teens on Television by the Fixed
Panel of QSRs, 2006 and 2009'

Marketed to Children 2-11 Marketed to Teens 12-17

Product Characteristic 2006 2009 Change 2006 2009 Change
Calories (kcal/serv) 431.00 349.61 -81.40 520.5 477.7 -42.82
Sodium (mg/serv) 738.59 682.08 -56.51 1117.0 1103.5 -13.47
Sugar (g/serv) 23.24 17.00 -6.24 10.8 11.6 0.78
Saturated Fat (g/serv) 5.32 4.82 -0.50 8.0 7.9 -0.09
Trans Fat (g/serv) 1.56 0.19 -1.37 1.8 0.6 -1.23
Fiber (g/serv) 1.67 1.38 -0.29 3.0 3.0 0.02
Spending on Television ($millions)? $83.2 $135.7 53.5% $77.3 $106.5 29.7%

1 Nutrition averages are expenditure-weighted and are based on the restaurant products for which companies reported basic nutrition
data. These products represent 91% of child-directed TV spending for fixed panel restuarant products in 2006 (98% in 2009), and 77% of
teen-directed spending in 2006 (96% in 2009).

? Percentage change in spending is adjusted for inflation.

The positive changes in nutrition in child-directed QSR advertising from 2006 to 2009
were largely the result of significant spending on new, generally more nutritious, meal and menu
items. The 24 new products directed to children had lower average calorie, sodium, sugar,
saturated fat, and trans fat content than the products that were no longer advertised to children
in 2009. This pattern was less pronounced for teens. The 44 products that were newly adver-
tised to teens in 2009, and also accounted for the largest increase in TV advertising spending,
had fewer average calories than products no longer advertised to teens in 2006, but showed no
consistent improvement in sodium, sugar, and saturated fat content.'*

The average nutritional profile of QSR products that were marketed in both 2006 and 2009
did not improve. In fact, the 10 products that were marketed to children in both years had a
worse average nutritional profile in 2009 than in 2006, with increases in calories, sodium, sugar,
and saturated fat."”® Products advertised to teens in both years had higher average calorie, so-
dium, and saturated fat content in 2009 than in 2006, but showed slight improvements in sugar
and fiber content.

Table II1.16 also shows that the average nutrition profile for QSR products in child-directed
TV advertising was generally better than for products in teen-directed TV advertising. This
was true in both 2006 and 2009. Child-directed products were considerably lower in calories,
sodium, and saturated fat. For example, the average 2009 sodium content for products in child-
directed advertising was 682 mg per serving. The average sodium content for teen-directed
advertising was 422 mg higher, averaging 1,104 mg per serving, or close to half the total daily
recommended intake of 2,400 mg. Children’s products, however, did have somewhat higher
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sugar content, possibly due to naturally occurring sugars in the milk and fruit that accompanied

some children’s meals. Child-directed products were also slightly lower in fiber content.

B. 2006 vs. 2009 TELEVISION ADVERTISING: NUTRITION DATA FOR FIXED PANEL
CoMPANIES ADVERTISING “CHILDREN’S MEALS” vS. OTHER MEALS AND MAIN
DisHES TO CHILDREN

From 2006 to 2009 the fixed panel companies shifted marketing focus away from products
they specifically identified as “children’s meals” toward other meal and main dish items. Child-
directed TV advertising for “children’s meals” did increase somewhat from 2006 to 2009, but
child-directed TV advertising for other meals and main dishes more than doubled. As a result,
“children’s meals” represented a smaller percentage of overall child-directed spending, down
from 65% of total advertising in 2006 to 47% in 2009. This was due primarily to a much more
significant increase in spending by non-CFBAI members than by CFBAI members.'”” Non-
CFBAI members spent almost nothing on promoting children’s meals, instead promoting general
menu meals and other items to children, including pizza, pasta, and chicken dishes, while CFBAI
members used virtually all of their child-directed television marketing to promote children’s
meals.

During that same period, the nutritional profile of “children’s meals” improved, while the
nutritional profile of other meals and main dishes advertised to children declined. As shown in
Table I11.17, the 2009 nutritional profile of “children’s meals” averaged 169 fewer calories, 298
mg less sodium, 6.6 g less sugar, 2.2 g less saturated fat, and 2 g less trans fat per serving than in
2006. Only fiber content was slightly worse in 2009, down 0.9 g per serving from 2006 levels.

In contrast, the 2009 average nutrition profile of other meal and main dish items advertised to

Table lll.17: Average Nutritional Characteristics of Restaurant Meals
and Main Dishes Marketed to Children 2-11 on Television
by the Fixed Panel of QSRs, 2006 and 2009’

Children's Meals Marketed to Other Meals and Main Dishes Marketed to
Children 2-11 Children 2-11

Product Characteristic 2006 2009 Change 2006 2009 Change

Calories (kcal/serv) 524.24 355.64 -168.60 255.2 343.6 88.40
Sodium (mg/serv) 803.97 506.21 -297.76 620.8 854.4 233.55
Sugar (g/serv) 33.70 27.13 -6.57 3.4 7.0 3.59
Saturated Fat (g/serv) 5.97 3.74 -2.23 4.1 5.6 1.51
Trans Fat (g/serv) 2.24 0.18 -2.06 0.2 0.2 -0.03
Fiber (g/serv) 1.90 1.05 -0.85 1.2 1.7 0.49
Spending on Television ($millions)? $54.52 $63.32 9.4% $27.7 $68.3 132.3%

1 Nutrition averages are expenditure-weighted and are based on the products for which the companies reported basic nutrition
data. These products represent 91% of all child-directed TV spending for fixed panel companies in 2006 (98% in 2009) and 77% of all
teen-directed TV spending 2006 (98% in 2009).

2 percentage change in spending is adjusted for inflation.
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children declined, with 88 more calories, 234 mg more sodium, 3.6 g more sugar, and 1.5 g more
saturated fat per serving than in 2006. Only the fiber content was slightly improved, with an
increase of 0.5 g per serving.'?® Despite these shifts, “children’s meals” remained significantly
higher in sugar than other meals and main dishes advertised to children in 2009 (20 g more sugar
per serving).'?

The Commission also analyzed how both “children’s meals” and other meals and main
dishes advertised to children fared in the context of federal nutrition standards, specifically FDA
labeling thresholds for nutrient content claims for calories, saturated fat, and sodium.

Nearly all “children’s meals™ in child-directed TV advertising met FDA’s “low calorie”
standard for meals and main dishes."** In 2006, 99% of “children’s meals” expenditures met the
“low calorie” threshold; by 2009, 100% met the threshold. In contrast, less than 1% of expendi-
tures on regular menu meals and main dishes advertised to children met the “low calorie” thresh-
old in 2006; this increased to just under 7% in 2009.'!

A similar pattern is evident when examining meals and main dishes in the context of FDA’s
“low saturated fat” standard."* In 2006, 37% of child-directed advertising for “children’s meals”
met the standard; by 2009, this had increased to 64%. For regular meals and main dishes, how-
ever, less than 1% of child-directed advertising met the standard in both 2006 and 2009.'*

Advertising of “children’s meals” was also more likely to meet FDA’s “low sodium” lev-

els than other meals and main dishes. In 2006, 8% of “children’s meal” advertising met FDA’s

Figure I11.10: Percentage of Child-Directed Television Advertising Expenditures for
QSR Kids’ Meals and All Other QSR Meals that Met Select Nutrition
Thresholds (2006 vs 2009)
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limit for a “low sodium” claim, but by 2009, nearly 100% met the standard."** For regular menu
meals and main dishes, none of the products advertised to children in 2006 was “low in sodium.”
In 2009, 6% qualified as “low sodium.”"*> Much of the child-directed advertising for the regular
meals and main dishes also failed to meet FDA’s sodium limit for a “healthy” claim.!*¢ In 2006,
84% of advertising expenditures for these products met FDA’s “healthy” limit for sodium; in
2009, only 48% met the limit.'¥’

C. 2009 TELEVISION ADVERTISING: NUTRITION DATA FOR FIXED PANEL
CompaniEs vs. NEW ENTRANTS

The Commission also looked at the impact of the four new companies reporting in 2009 on
its nutritional analysis of QSR advertising to youth. The new QSRs accounted for 11% ($16.4
million dollars) in child-directed television advertising expenditures by all QSR companies in
2009. The new QSRs also spent $19 million on teen-directed television advertising (15% of
2009 spending by all companies). Comparing 2009 child-directed nutrition data for all report-
ing companies to 2009 data for the fixed panel of companies shows that the inclusion of the new
QSRs had a modest negative effect on average nutrition levels of QSR foods marketed to chil-
dren through television. Average calories increased by 14.6 kcal per serving, sodium by 47.9
mg, sugar by 0.8 g, and saturated fat by about 0.2 g. On the other hand, fiber levels increased, al-
though only slightly (0.3 g). For teen-directed television advertising, the only sizable difference
resulting from the inclusion of the new QSRs was an increase of 1.8 g sugar per serving. Despite
the negative impact of the new entrants, average nutrition levels for all reporting companies in

2009 showed improvements when compared to the 2006 nutrition levels (with the exception of

Table 1I1.18: Average Nutritional Characteristics of Restaurant Foods
Marketed to Children and Teens on Television, Fixed Panel
vs. All QSRs, 2009'

Marketed to Children 2-11 Marketed to Teens 12-17

. 2009 2009 lleference 2009 2009 ‘leference
Product Characteristic (Fixed panel only)  (All QSRs) (i.e., effect of (Fixed panel only)  (All QSRs) (i.e., effect of
P v new entrants) P ¥ new entrants)

Calories (kcal/serv) 349.61 364.24 14.63 477.7 482.5 4.79
Sodium (mg/serv) 682.08 729.97 47.89 1103.5 11145 11.07
Sugar (g/serv) 17.00 17.79 0.79 11.6 13.4 1.79
Saturated Fat (g/serv) 4.82 4.98 0.15 7.9 7.7 -0.25
Trans Fat (g/serv) 0.19 0.20 0.01 0.6 0.5 -0.04
Fiber (g/serv) 1.38 1.64 0.26 3.0 3.2 0.16
Spending on Television (Smillions) $135.67 $152.10 12.1% $106.5 $125.5 17.9%

1 Nutrient averages are expenditure-weighted and are based on the restaurant products for which companies reported basic nutrition data.
These products represent 99% of all child-directed TV spending for fixed panel restaurant products in 2006 (98% in 2009), and 97% of all
teen-directed spending in 2006 (96% in 2009).
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sugar levels for teen marketing).*® Improvements were, however, more moderate with the new

QSRs included in the comparison.
D. 2009 TRADITIONAL MEASURED MEDIA vs. NEw MEDIA

Finally, the Commission compared the average nutritional profile of QSR foods marketed
in traditional measured media to those marketed in new media, for all companies in 2009. Ad-
vertising in new media in 2009 was comprised primarily of promotions for children’s meals;
this was true even for teen-directed marketing.'** Products marketed to children in new media
generally had a better average nutritional profile than products marketed in traditional measured
media, with fewer calories, less sodium, and less saturated fat, but more sugar per serving.'*
Marketing to teens in new media, as for children, was better than in traditional media on all nutri-
ents except sugar. For teens, however, the differences between products marketed in traditional
measured media and new media were even more pronounced, likely due to the heavy advertising

of children’s meals to teens in new media. 4!

C. Impact of CFBAI Program

The CFBAI member food companies accounted for 82% of the $725.3 million'** spent
advertising food products (excluding QSR foods) to children in 2006, and 89% of the $455.9
million spent on advertising in 2009.'** Given that nearly all marketing expenditures were for
CFBAI-member products, a comparison of the nutritional content of CFBAI-member products
to that of non-member products would not be meaningful.'** Instead, the Commission compared
the nutritional content of CFBAI-

member products advertised on ~ Table 1ll.19: Average Nutritional Characteristics of All Foods
(Except Restaurant Foods) Covered by Children’s
Food & Beverage Advertising Initiative (CFBAI),
the member pledges) to CFBAI- Marketed to Children 2-11, 2006 and 2009

member products advertised

television (a medium covered by

TV Advertising In-Store Advertising and Packaging/Labeling
through product packaging and
. . . Product Characteristic* 2006 2009 Change 2006 2009 Change
in-store marketing materials
. . Calories (kcal/serv) 140.45 134.92 -5.53 123.12 126.32 3.20
(Wthh fall out51de Of the pledg— Sodium (mg/serv) 239.79 211.29 -28.50 162.42 161.33 -1.09
Sugar (g/serv) 12.07 10.84 -1.23 1031 10.54 0.24
3 3 1 1 Saturated Fat (g/serv) 1.09 0.80 -0.29 0.97 0.72 -0.24
CS), to 1dent1fy any Slgl’llﬁcal'lt T?a:rsaF:t(gjsefv)serv 0.02 0.00 -0.02 0.12 0.01 0.11
differences between the nutri- Fiber (g/serv) 1.00 148 047 067 0.72 0.05
Whole Grains (g/serv)? 2.55 3.75 1.20 2.58 1.65 -0.93
tional proﬁles Of fOOdS promoted Calcium (% RDI/serv) 4.08 6.46 237 327 5.18 1.91
Vitamin D (% RDI/serv)? 6.52 9.64 3.12 5.01 7.60 2.59
il’l these media Potassium (mg/serv)? 84.96 11531 30.35 61.09 125.94 64.85
AS Shown in Table III 19, Spending ($millions)* $354.5 $210.6 -44.1% $57.4 $35.6 -41.7%
the CFBAI_member prOdUCtS 1 Nutrition are i i and based on the products for which we have nutrition data.

. . . 2 Data for these nutrients is not available for all products for which we have other nutrition data: Whole grain data is based on 98%
adVeI’tlsed on teleVISIOl’l arc 1’10t of spending in both years; Vitamin D is based on 65% of spending in 2006 (72% in 2009); Potassium is based on 75% of spending in

2006 (82% in 2009).

generally better Oor worse than 3 Percentage change in spending is adjusted for inflation.
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those marketed in-store and through packaging. In both 2006 and 2009, the overall averages for
all CFBALI products advertised on television are modestly higher in calories, sodium, and sugar
than those marketed in-store and through packaging. On the other hand, television-advertised
products, in both years, have slightly more fiber, whole grain, calcium, and Vitamin D than those
marketed in-store and through packaging. The one notable distinction between media covered
by the CFBAI pledges and media not covered, was that covered media showed greater nutritional
improvements over the three years. Foods advertised on television and through packaging and
in-store displays both improved from 2006 to 2009. Products advertised on television, however,
showed greater reductions in calories, sodium, and sugar, and an increase in whole grain content,
compared to products marketed in-store and through packaging.

The Commission also examined how the nutritional profile of food marketing to children
in 2009 would stack up against the CFBAI 2014 uniform nutrition criteria. The purpose of this
analysis was to gauge the extent to which either foods marketed to children would need to be
reformulated in order to meet the new standards, or advertising dollars would have to shift to
food products with a nutritional profile that met the standards. The analysis set out below is a
snapshot as of 2009 based on child-directed advertising on television. The Commission is aware
that many products have already been reformulated since the 2009 data were submitted. As an
example, the sugar content of many popular children’s cereals has been further reduced by 1 to 2
g per serving since 2009.'* Presumably, a higher percentage of children’s food marketing would
currently meet the 2014 CFBAI criteria if the advertising dollars shifted to foods meeting the
nutritional standards. Table I11.20 shows the percentage of food product advertising on televi-
sion to children in 2009 that did not yet meet the 2014 CFBAI criteria.'*® Both CFBAI member
advertising and advertising by all reporting companies were analyzed. With the exception of the
QSR category, as noted above, nearly all of the 2009 television advertising was by CFBAI mem-
bers. In the QSR category, the vast majority of “children’s meals” advertising is done by CFBAI
members and the vast majority of advertising for “other meals and main dishes”— i.e., those not
designated as “children’s meals” — was done by non-CFBAI members.

As 0f 2009, 72% of CFBAI-member food advertising (excluding QSRs) did not meet at least
one of the 2014 criteria. A total of 64% of the CFBAI-member food advertising exceeded one
or more threshold for nutrients to limit such as sugar, saturated fat, and sodium. By compari-
son, a much smaller percentage of foods failed to meet the standards for nutrition components to
encourage (essential nutrients — either naturally occurring or from fortification, or a contribution
of fruit, vegetable, dairy, or whole grain). A total of 20% of CFBAI-member food advertising
fell short on the nutrition components to encourage. In other words, the 2014 CFBAI criteria
are likely to have a greater impact on reducing the levels of nutrients to limit in the children’s

marketplace than they will on increasing the levels of nutrition components to encourage. In the
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cereal category, in particular, all cereal advertising as of 2009 already met the 2014 criteria for
nutrition components to encourage — i.e., the cereal contained either a 'z serving of whole grain,
or was fortified with 10% or more of any essential nutrient.

Within specific food categories certain nutrients stand out as requiring the most reformula-
tion to comply with the 2014 criteria. For example, within the cereal category, 63% of advertis-
ing exceeded the allowable sugar levels. Within prepared foods, 43% of food advertising ex-
ceeded the saturated fat limit, and 63% exceeded the sodium limit. Nearly all of the advertising
for both yogurt and juice/non-carbonated beverages — 81% — exceeded allowable sugar levels.
Within the QSR category, there was a notable contrast between the children’s meals and other
meals and main dishes, with 37% of children’s meal advertising failing on one or more CFBAI
standards, and 100% of other meals and main dish advertising failing (most of which was adver-
tising by non-CFBAI members). Almost all of the children’s meals that failed, did so because
they were too high in saturated fat. Other meals and main dishes failed most often because they

were too high in both saturated fat and sodium.
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IV. Food Marketing Activities Directed To Youth

A. Introduction

Analysis of the advertising and promotional activities conducted in 2009 revealed many of
the same trends and characteristics as in 2006. Cross-promotions were prevalent, and marketing
campaigns typically were integrated across media — including television, the Internet, product
packaging, and store or restaurant displays — and employed various popular techniques, such
as premiums, sweepstakes, and viral marketing messages. Use of the Internet and other digital
media to promote foods and beverages to children and teens has increased since 2006, along with
the use of “social” media, such as Facebook, Twitter, and YouTube. One encouraging note is that
promotional messages about physical activity and healthy eating appeared more frequently than
they did in 2006, particularly on websites and packaging.

Part B of this section of the report describes the child- and teen-directed marketing activities
reported for 2009. Part C provides an overview of marketing research undertaken by the compa-
nies to gauge the success and impact of various promotional campaigns and techniques directed
to youth. Part D describes information reported by the companies with respect to promotional

activities that focused on young people of a particular gender, race, or ethnicity.

B. How Companies Market Foods and Beverages

1. Cross-Promotions

Cross-promotions — whereby food products are tied to popular movies, TV programs, car-
toon characters, toys, websites, video games, and theme parks or other entertainment venues
— continue to be a major hallmark of marketing to young people, particularly children. In 2009,
cross-promotions were used in all of the food categories included in this study, and typically they
were integrated across promotional formats.

Films popular with children often had cross-promotional arrangements with multiple food
companies. For example, Ice Age: Dawn of the Dinosaurs, the Madagascar movie series, and
Night at the Museum were used to promote a variety of food products, including QSR children’s
meals, cereals, fruit snacks, yogurt, frozen desserts, candy, carbonated beverages, fruit drinks,
crackers, chips, cookies, waffles, pudding, macaroni and cheese, and baked goods. QSR chil-
dren’s meals, or other menu offerings, were featured in cross-promotions with 15 films appealing
to both children and teens in 2009.

Similarly, popular children’s television programs were part of marketing efforts for a broad

range of foods. Characters from Nickelodeon’s Nick and nickjr programs were used to pro-
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mote vegetables, fresh fruits, cereals, waffles, fruit snacks, crackers, yogurt, canned pasta, soup,
lunch kits, prepared meals, macaroni and cheese, juice drinks, milk, frozen desserts, and QSR
children’s meals. Cartoon Network characters appeared in marketing for cereals, fruit snacks,
and QSR children’s meals. Disney programs and characters were used in the promotion of fresh
fruits and vegetables, fruit snacks, cereals, waffles, crackers, and soup. Sesame Street limited the
licensing of its characters, such as Big Bird, to fresh fruits and vegetables.

Listed below are the films, television programs, licensed characters, toys, and games that the
food companies reported using in cross-promotions to children and teens in 2009:

Alvin and the Chipmunks: The Squeakquel (QSR children’s meals, candy)

American Girl (QSR children’s meals)

Animal Planet (lunch kits)

Astro Boy (QSR children’s meals)

Avatar (QSR children’s meals)

Baby Genius (QSR children’s meals)

The Backyardigans (yogurt)

Bakugan (QSR children’s meals)

Banjo-Kazooie: Nuts & Bolts video game (lunch kits)

Barbie (breakfast cereals, fruit snacks, QSR children’s meals)

Batman (fruit snacks, candy)

Beanie Babies (QSR children’s meals)

Beeboy (breakfast cereals)

Big Bird, Cookie Monster, and other Sesame Street characters (fresh fruits)

Blue'’s Clues (yogurt)

Build-A-Bear (QSR children’s meals, candy)

Cabbage Patch Kids (QSR children’s meals)

Camp Rock (breakfast cereals, crackers, fruit snacks)

Care Bears (fruit snacks)

Cars (fresh fruits and vegetables, fruit snacks, crackers, soup)

Chub City Cars (QSR children’s meals)

Clever Kids (breakfast cereals, crackers, frozen waffles, fruit snacks)

Clifford the Big Red Dog (fruit juice, water, breakfast cereals)

Cloudy with a Chance of Meatballs (QSR children’s meals)

Crush the Villains (breakfast cereals)

Dance Dance Revolution video game (QSR children’s meals)

The Daring Book for Girls; The Dangerous Book for Boys (QSR children’s meals)
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Digi Sportz (QSR children’s meals)
Disney Fairies (fresh fruits and vegetables)
Disney Princesses (fresh fruits, fruit snacks, breakfast cereals, crackers, soup)

Dora the Explorer; Dora and Diego (breakfast cereals, fruit snacks, crackers, yogurt,
canned/frozen vegetables, canned pasta, soup, frozen desserts)

DragonflyTV (QSR children’s meals)
Eco-Rangers: Animal Kingdom DVD games (QSR children’s meals)

Finding Nemo (fruit juice, fresh fruits, breakfast cereals, crackers, frozen waffles, fruit
snacks)

Flintstones (breakfast cereals)

FurReal Friends (QSR children’s meals)

G.1 Joe: Rise of the Cobra (QSR children’s meals)

Goosebumps books (QSR children’s meals)

Guitar Hero video games (QSR children’s meals)

Guitar Ido! (QSR children’s meals)

Halo Knockout video game (chips)

Hannah Montana (fresh fruits, breakfast cereals, frozen waffles)

Hello Kitty (QSR children’s meals)

High School Musical (fresh fruits and vegetables, breakfast cereals, crackers, fruit snacks,
yogurt)

Hot Wheels toy cars (breakfast cereals, QSR children’s meals)

Hotel for Dogs (candy, QSR children’s meals)

How to Train Your Dragon (canned pasta, chips, snack bars)

The Hulk (frozen desserts)

1 Spy video games (QSR children’s meals)

iCarly (crackers, yogurt, fruit snacks)

Ice Age: Dawn of the Dinosaurs (breakfast cereals, fruit snacks, yogurt, frozen desserts,
QSR children’s meals, candy)

The Incredibles (fresh fruits)

John Deere toy tractors (fruit snacks)

Jonas Brothers: The 3D Concert Experience (sliced cheese)
Justice League cartoon heroes (QSR children’s meals)
Kung Fu Panda (canned pasta)

Kidz Bop (QSR children’s meals)

Land of the Lost (QSR children’s meals)
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Leap Frog toys and games (QSR children’s meals, juice)
Lego; Lego Racers (breakfast cereals, QSR children’s meals)
Little Einsteins (breakfast cereals)

Little Miss Sunshine (breakfast cereals)

Littlest Pet Shop (QSR children’s meals)

Looney Tunes (fruit snacks)

Mad Libs toys (QSR children’s meals)

Madagascar; Merry Madagascar; Madagascar: Escape 2 Africa (carbonated beverages,
fruit drinks, breakfast cereals, chips, crackers, frozen waffles, fruit snacks, pudding,
cookies, baked goods, macaroni and cheese, QSR children’s meals)

Madden 2010 video game (QSR meals)

Magic Tree House books (QSR children’s meals)
Marvel Kids (breakfast cereals, QSR children’s meals)
Matchbox toy cars (fruit snacks)

Mickey Mouse and Friends (fresh fruits and vegetables, breakfast cereals, crackers, frozen
waffles, fruit snacks)

Mistika Bionicle (QSR children’s meals)

Monster Jam: Urban Assault video game (snack food)

Monster Jam toys (QSR children’s meals)

Monsters, Inc. (fresh fruits, QSR children’s meals)

Monsters vs. Aliens (prepared meals, water, baked goods, QSR children’s meals)
Moshi Monsters online games (QSR children’s meals)

Mpr. Messy (breakfast cereals)

My Little Pony (fruit snacks, QSR children’s meals)

National Geographic Adventure toys (QSR children’s meals)

Neopets (prepared meals, breakfast cereals, lunch kits, macaroni and cheese, crackers, juice
drinks, frozen desserts, dairy products)

Nerf (QSR children’s meals)
Nickelodeon Kids’ Choice Awards (QSR children’s meals, fruit drinks, breakfast cereals)

Night at the Museum: Battle of the Smithsonian (breakfast cereals, macaroni and cheese,
candy, QSR children’s meals)

Ni Hao Kai-lan (fruit snacks)

Operation (breakfast cereals, crackers, frozen waffles, fruit snacks)
Petz video games (QSR children’s meals)

Phineas and Ferb (breakfast cereals, crackers, fruit snacks)

The Pink Panther 2 (QSR children’s meals)
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Pirates of the Caribbean (fresh fruits and vegetables)

Planet 51 (prepared meals, QSR children’s meals)

Pokemon (QSR children’s meals, macaroni and cheese)

Power Rangers (breakfast cereals, crackers, frozen waffles, fruit snacks)

The Princess and the Frog (breakfast cereals, crackers, frozen waffles, fruit snacks)
Rock Band music video game (carbonated beverages)

Scooby-Doo; Scooby-Doo! The Mystery Begins (crackers, frozen waffles, fruit snacks,
yogurt, macaroni and cheese, QSR children’s meals)

Scrabble Jr. (breakfast cereals, crackers, frozen waffles, fruit snacks)

Shrek; Shrek Forever After (prepared meals, breakfast cereals)

Slime toys (QSR children’s meals)

The Spectacular Spider-Man (QSR children’s meals)

Spider-Man (fruit snacks, macaroni and cheese, frozen desserts, QSR children’s meals)

SpongeBob SquarePants (prepared meals, QSR children’s meals, crackers, frozen waffles,
fruit snacks, yogurt, macaroni and cheese, canned pasta, soup, frozen desserts)

Star Trek (QSR children’s meals, breakfast cereals, crackers, fruit snacks)

Strawberry Shortcake (breakfast cereals, crackers, frozen waffles, fruit snacks, baked goods,
QSR children’s meals)

The Tale of Despereaux (soup, QSR children’s meals)
Teenage Mutant Ninja Turtles (fruit snacks)
Terminator Salvation (snack food, QSR meals)
Tonka Trucks (fruit snacks)

Toy Story; Toy Story and Beyond (breakfast cereals, crackers, frozen waffles, fresh fruits,
fruit snacks, soup)

The Twilight Saga: New Moon (chips, QSR meals)
Transformers: Revenge of the Fallen (QSR children’s meals)
U.B. Funkeys computer game (QSR children’s meals)

Winnie the Pooh (fresh fruits)

Wizards of Waverly Place (breakfast cereals, crackers, fruit snacks)
Wonder Pets (fruit snacks)

Word Girl (QSR children’s meals)

World of Warcraft video game (carbonated beverages)

Wubbzy (fresh fruits, QSR children’s meals)

X-Men Origins: Wolverine (dairy products)

Zoomondo You Gotta Be Kidding! books (QSR children’s meals)
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A. MovVviE Cross-PROMOTIONS

Movie cross-promotions often included food and beverage television advertising that fea-
tured clips or characters from the film, referred children to a website connected to the film, or
provided information about a sweepstakes. Ads for QSR children’s meals featured toy premiums
based on film characters that were distributed with the meals. Television ads, product packaging,
and store or restaurant displays directed children to food company or co-branded websites for an
opportunity to view scenes, “exclusive” clips, or special effects from the movie or to play games
that incorporated both movie characters and food products. For some online games, children
could choose characters and invite their friends to play. Banner ads placed on other websites
popular with children, such as those linked to children’s television programs or channels, also
were used to direct or link children to the food company or co-branded website. Codes provided
on food packaging, or sometimes on the food itself or on a toy premium included with the food,
could be entered on the website for a chance to win prizes. Prizes in movie cross-promotion
contests included cash, movie tickets, an overnight stay in a museum, a movie screening party
in the winner’s hometown, a visit to Universal Studios in Hollywood to meet a film character, a
cruise, autographed movie props, an iPod, and Nintendo or Wii games. Other premiums avail-
able with codes or product purchase included backpacks, “virtual” characters or pets or icons for
use in online games or activities, T-shirts, flash drives, wristbands, plates, cups, movie passes,
music downloads, blankets, and alarm clocks. In cross-promoting the movie Hotel for Dogs, a
candy company enabled children to upload photos of their pets, and in connection with the Star
Trek film, a packaged food company enabled children to upload their own photos to transform
themselves into “Starfleet Officers” and email the photos to friends. Free downloads, such as
movie posters, wallpaper, bookmarks, door hangers, or icons to use for instant messaging, were
available on food company or co-branded websites.

Some companies created special limited editions of food products in connection with movie
cross-promotions, naming foods after movies or their characters. In some instances, the food
itself was linked to the movie theme. For example, cereal, pancakes, fruit snacks, pasta, and
chicken nuggets were molded in the shape of movie characters or objects or had movie scenes or
messages imprinted on the food. Packaging materials incorporated movie characters or themes
with games, quizzes, or questions for a child to determine which movie character he or she most

resembled.
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Ice Age: Dawn of the Dinosaurs

Ice Age: Dawn of the Dinosaurs was a popular, PG-rated children’s movie
released in 2009 and used to promote a variety of foods including breakfast
cereals, fruit snacks, yogurt, frozen desserts, QSR children’s meals, and candy. In
television ads, a wooly mammoth and other Ice Age characters fall through the
ice to land in a quick-service restaurant where they grab a kid’s meal and run
away. In another ad, Scrat (a squirrel-like character) spies a frozen dessert stuck
in the snow with an acorn inside. He pulls the frozen treat out of the snow, falls
through a hole, and lands on a dinosaur’s tail with the dessert still in hand. A
print ad in a popular children’s magazine gave a quiz, the results of which linked
the reader to a movie character. The film was the focus of a QSR children’s meal
promotion, with eight different toy premiums distributed with the meals. Ice
Age characters appeared on cereal boxes and packaging for fruit snacks, yogurt,
and frozen desserts. Inside food packages were pencil tops, tongue tattoos, cash
cards, or a code to enter a sweepstakes for a laptop computer. Movie images
were imprinted on fruit snacks. Point-of-sale merchandising units in stores and
posters in QSRs featured movie scenes and characters. Co-branded websites of-
fered movie clips and games with Ice Age characters, such as “Help Scrat Find the
Acorns.” Internet banner ads on websites popular with children, such as Cartoon
Network, promoted and linked to these co-branded sites.

Night at the Museum: Battle of the Smithsonian

Night at the Museum: Battle of the Smithsonian, a PG-rated movie, was
cross-promoted with breakfast cereals, macaroni and cheese, candy, and QSR
children’s meals in 2009. The primary focus of these cross-promotional cam-
paigns was a sweepstakes that afforded grand prize winners the opportunity
for a sleep-over at the Smithsonian Museum. Codes found in food packages
enabled children to enter the contest online. Other prizes included dinosaur
blankets, DVDs of the film, museum cash cards, and glow-in-the-dark T-shirts. In
one television ad, a museum dinosaur skeleton tosses a chocolate candy to an
ancient statue, which opens its mouth to accept the confection. Another televi-
sion ad depicts a dinosaur skeleton moving to grab a QSR kid’s meal in its jaws.
A collection of eight movie-themed toys were distributed with QSR children’s
meals. Movie images appeared on packaging for QSR children’s meals, maca-
roni and cheese, and cereals. Cereal boxes offered discounts on the movie DVD
and featured other popular characters often associated with cereals, such as the
Flintstones and Beeboy, in games with a movie-related theme.

B. OTHER CROSS-PROMOTIONS

In addition to cross-promotions with feature films, companies promoted their foods in
connection with television programs, theme parks, websites, toys, and video games. The most

popular television character for 2009 cross-promotions appeared to be Nickelodeon’s Sponge-
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Bob SquarePants. Nickelodeon celebrated the program’s tenth anniversary that year, and the
sea sponge character appeared in marketing for foods in many of the categories surveyed in

this study. One QSR used him both in televison ads promoting children’s meals with Sponge-
Bob toys and in ads directed to teens and adults that featured dancing girls, wearing pants made
square with phone books, to promote specially priced meals. An extended version of the latter
ad was also used in viral marketing. Episodes of SpongeBob could be viewed on food company
websites, and SpongeBob s own website cross-linked with those of the food companies that
licensed him. His image appeared on packaging for fruit snacks, crackers, and macaroni and
cheese, and some foods were shaped like him. Packaging also encouraged physical activity by
challenging kids to mimic postures and actions demonstrated by SpongeBob.

Nickelodeon’s Kids ' Choice Awards, a televised event, was cross-promoted with QSR chil-
dren’s meals, fruit drinks, and cereals. A code found in QSR meals enabled children to vote on
the 2009 nominees and on a new category to be created for the 2010 awards event.

Numerous amusement and theme parks were cross-promoted with carbonated beverages.
Often a panel on the soda can itself afforded a discount on park admission. SeaWorld was cross-
promoted with macaroni and cheese, cereal, and fresh fruit. A fruit grower sponsored a Hal-
loween event at SeaWorld. Packaged foods contained a code to be entered online to win a trip
to SeaWorld; other prizes in the contest included beach towels, T-shirts, and beach bags with a
SeaWorld theme. Games and activities on a cereal brand website incorporated SeaWorld themes,
while games on other children’s websites, such as NeoPets.com, incorporated both SeaWorld im-
ages and the cereal brand. Advertisements and games co-branded with NeoPets were also used
by marketers of prepared meals and lunch kits.

The ever-popular Disney characters appeared on packaging for fresh fruits and vegetables,
cereal, fruit snacks, soups, and crackers. Disney doll premiums were found inside cereal boxes,
and a Disney disposable camera was available with tokens from specially marked packages.

Popular video games were cross-promoted with carbonated beverages, QSR children’s
meals, and lunch kits. For example, Rock Band, a music video game, was cross-promoted with
carbonated drinks in a multi-faceted marketing campaign directed to both teens and young
adults. A rock song used in television and radio advertising explained that codes under bottle
caps enabled consumers to go to a co-branded website and enter to win an Xbox console, music,
or games, or to download iPhone and iPod applications. In addition, amateur rock bands could
choose a song from the website and upload a video of themselves playing it. Others could vote
on the competition entries, and the winners would attend the MTV Video Music Awards to re-
ceive a “Moonman” prize. The cross-promotion was featured on packaging and in point-of-sale

materials. An interactive video game display was utilized in some stores.
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Banjo-Kazooie: Nuts & Bolts, a Nintendo action and adventure video game, was cross-pro-
moted with lunch kits. Packages included 3-D mobiles of boats, helicopters, bi-planes, or tanks,
as well as the opportunity for “instant win” of the video game and an Xbox console. The grand

prize winner was also awarded a party for up to 20 friends.

2. Other Marketing Activities

A. TELEVISION

Television advertising of foods and beverages to children may be less prevalent than it once
was. Nevertheless, it remains a staple, and the largest marketing expenditure, for many of the
categories of food products marketed to kids. For some cereals and breakfast foods, company-
created icons, or “spokescharacters,” serve as the lynchpin for television and other media activi-
ties. These animated or cartoon characters — some of which have been known to generations of
children — may be based on animals, people, mythical creatures like elves, or ingredients of the
food itself. Advertisements often feature stories about them and show them interacting with the
food.

Other ads simply incorporate animation to portray the food as fun and interesting. Animated
characters appeared, for example, in vignettes resembling popular musical, science fiction, hor-
ror, or animal movies. Children — real or animated — were shown modifying the advertised foods
in interesting ways, such as by adding fruit or making a breakfast item into a dessert. Referral to
a food company website was incorporated into television ads whenever a contest was made part
of a promotional campaign.

Snack food advertising often featured real or animated children engaging in athletic or other
physical activities. The food itself was sometimes incorporated into these activities in creative
ways, such as cracker and cheese combinations shaped like soccer balls. Some ads urged chil-
dren to engage in outdoor games and to visit a website to view games, submit ideas for games,
vote on games, and log hours spent playing outdoor games.

In ads for prepared meals, children were shown requesting particular meals after engaging in
vigorous activity, such as athletic competitions. Animated advertisements depicted a ravioli en-
tering a stomach and passing through a scanner so a security agent could see what was inside. In
other pasta ads, parents tried to hide the vegetable content of the meal from their children. Soup
ads featured animated kids managing to foil an evil scientist who stole all of the soup. Dancing
young people, animals, or stick figures were used to promote various beverages and candy, with
one such ad encouraging kids to add their own moves. A popular singing group was shown in
concert singing about a brand of candy.

Television ads for QSR children’s meals focused on the toy premiums included in the meals

and showed the meals and toys as family activities — at home, on a picnic, in the backyard, or
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on a beach. Other QSR ads showed families engaged in games, sports, arts and crafts or musi-
cal activities, or portrayed children performing household tasks to convince parents to take them
to the restaurant. Advertisements for snacks and beverages directed to a teen audience showed
young people engaged in sports, music, or dancing, camping, at amusement parks, or heading out

for late-night activities.
B. INTERNET AND DIGITAL

Internet promotional activities have become an anchor for food marketing to young people.
Thirty-eight of the companies, representing the vast majority of those reporting for 2009, en-
gaged in youth-directed online promotional activities. Other forms of food company advertising,
such as television, radio, print, or packaging, often referred the target audience to a company
website on which television commercials could be viewed, stories about brand “spokescharac-
ters” were relayed, games could be played, contests could be entered, and the opinions of young
people on where and how to eat a branded product were solicited. A few ads urged children to
ask their parents before going online.

Sellers of packaged foods, including cereals and breakfast pastries, prepared meals or
entrees, and various snack foods, frequently dedicated portions of their websites, or separate
branded websites, to content designed to appeal to children or teens. Advergames — or games
designed to promote a particular product — were often a key focus of child- or teen-oriented
websites. Games were sometimes based on television commercials, using similar or expanded
storylines, and tended to use animated depictions of the food or proprietary characters associated
with particular brands. Animated cereal flakes or nuggets, crackers, and pasta were utilized as
game pieces for online games. Some games allowed players to choose or create their own play-
ing pieces. The object of the game could be a quest for food, putting food into an eating utensil,
feeding a character, immersing a character into a food, or saving food from being stolen by an
“evil” character. Some games created a school setting, while others involved simulated sports
activities, such as basketball, golf, bowling, hockey, or snowboarding. Games sometimes offered
multiple levels of play, with points accumulated by players — or codes found in or on food pack-
ages — enabling them to advance to higher levels. Some games also incorporated a social net-
working aspect, allowing the player to “invite a friend” to participate in the game. In one case,
children were directed to hold a cereal box up to a webcam in order to interact with an adver-
game. Some food companies encouraged children to take a break and go outside after a certain

amount of game playing, making suggestions of things to do or games to play outside.
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Anatomy of an Advergame

A cereal brand offers multiple advergames on its website. As the child enters
the site, a pop-up tells him or her to get some physical activity and return in 15
minutes. However, the child can proceed to the game page without waiting.
Each game corresponds to a storyline from one of the brands’s TV commercials.
The cereal mascot is on a quest and asks the child to aid in the quest. In one
game, the child chooses a colored vehicle for the mascot and helps him escape
a villain by collecting cereal pieces on a pathway strewn with both obstacles and
cereal. The unseen villain is heard close behind the mascot. By collecting cereal
pieces of the same color as the vehicle, the player can speed away from the vil-
lain. Hitting obstacles, on the other hand, slows the player down. Special icons
can be picked up and thrown at the villain to slow him down. After the child
completes the first level of the game, a scene of a dramatic escape ensues, and
a screen pops up to tally the score, which is based on the time remaining, how
much cereal was collected, and how many special icons remain unused. The
child is then given a choice to continue to another level, which repeats the first
except for design of the map and difficulty, or to return to the main screen and
choose another game.

Another popular activity on websites targeted to young people is the creation of a personal
character, or avatar. Children can select food to feed their character and personalize a virtual
“space” for the character. Virtual spaces ranged from a bedroom to a remote tropical island.
Creation of art work — either online or by downloading pages — is another popular web activity,
sometimes enabling the child to send finished work to a friend. A marketer of yogurt offered
virtual blocks that enabled children to “build” houses and a virtual jukebox that encouraged chil-
dren to sing along.

QSRs, particularly those offering children’s meals, also use websites dedicated to children,
sometimes characterizing them as “Clubs” for kids. Toy premiums offered with children’s meals
were generally the focus of these sites, with games and activities tied to the current premium.
Other games focused on athletic activities such as soccer, skateboarding, and racing. Television
ads could be viewed on websites. Some QSRs offered birthday emails and free or discounted
meals for kids celebrating a birthday. (For children under 13, parents were generally required
to register.) Codes placed on or in children’s meal packages, or on toy premiums included with
these meals, could be entered online to redeem prizes — both real and virtual. Activities included
puzzles, trivia questions, polls (e.g., vote for your favorite flavor), ecards, arts and crafts, and
creating and “shopping” for avatars.

Online marketing for carbonated beverages and snack foods was more often targeted to
teens than to children under 12. Advergames (some with age restrictions for players) involved
multiple players, connecting through Facebook and using Skype for voice and video conferenc-
ing, and prizes for winners. One marketer of snack foods invited those age 18 and over to submit
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new ideas for a video game inspired by a snack food. Teens age 13 and older could play the
games and vote on the semi-finalists and finalists and, in the process, enter a sweepstakes to win
a game console or games (with some of the game prizes restricted to those 17 or older). Voting
on viewer-created ads was also open to teens. Websites for beverages featured competitions for
artwork to be used on cans and bottles. Codes on beverage packs or under bottle caps could be
entered online for prizes or to build points toward acquiring items in a catalog. Late night web
events — including concerts and games — were also a feature of teen-directed promotions.

Websites for sports and energy drinks, generally targeted to teens, featured celebrity athletes
and rock or hip hop artists, sometimes singing or rapping about a beverage brand. A producer of
energy drinks, which ties its promotional activities to extreme sports, hosted websites devoted to
surfing, soapbox racing, air racing, and motor sports, as well as individual athlete endorsers. The
company also produces its own sports video games, which can be downloaded for free through a
video game console connected to the Internet.

One carbonated drink sponsored a competition to join a group of spokespersons for the
brand. Other beverage sites offered links to athletes or sports events, training tips, music vid-
eos, live concerts, comedy routines, and behind-the-scenes interviews related to new movies. A
website promoting milk consumption to teens featured celebrities with milk mustaches, an online
personal trainer program, an online skateboarding game, sweepstakes with prizes tied to celebrity
athletes, and a contest to produce a music video.

Websites geared to children and teens offered a variety of downloads: trading cards, flash
cards, screen savers, wallpaper, door hangers, logos, “buddy” icons, “emoticons,” instant mes-
saging icons, music, ring tones, iTunes gift cards, coloring and activity sheets, coupons, games,
videos (including those designed for small screens on mobile devices), and iPhone and other
mobile device applications. Downloaded icons could also afford the user immediate access to a
favorite game.

In addition to operating their own websites, the companies included in this study marketed
foods and beverages to children and teens through other Internet sites popular with young people
and through the digital devices that are now owned by many pre-teens and teens. Thus, ban-
ner ads appeared on sites operated by Nickelodeon, Neopets, Cartoon Network, and Disney, as
well as on popular game and sports sites, and social media sites such as Facebook, MySpace,
and Twitter. Companies using celebrity or athlete endorsers in their marketing frequently placed
these individuals in their Internet ads, and users could “click through” to “meet” or obtain further
information about the endorsers. Banner ads could provide a link to the company website, while
expanded banner ads were interactive, taking the Internet user directly into a branded game or
a sweepstakes opportunity. Food and beverage marketers sponsored advergames, “webisodes”

(part of a web series), videos or other activities featuring their products on third-party websites,

72



Food Marketing Activities Directed To Youth

including Nicktropolis and Neopets, and also sponsored sessions on game sites, such as WildTan-
gent. Snack food marketers and QSRs sponsored “mash-up” rooms — sites that allow children to
create their own videos by mixing stock footage — on Cartoon Network and Nickelodeon web-
sites. QSRs placed ads on websites linked to toys offered as premiums with children’s meals. In
addition to banner ads, companies sponsored pre-roll video ads — that is, the video ads appeared,
unavoidably, prior to the content the user had selected on a third-party website. Companies
marketing fruits and carbonated beverages to young people also posted promotional videos on
YouTube.

Digital marketing to young people on mobile devices has increased with the proliferation of
these devices, and much of what was formerly available only on a computer has become readily
available on mobile devices. For example, a candy marketer engaged in a teen-directed promo-
tion whereby words could be typed into a mobile device to view “webisodes,” play games, and
download ring tones. Mobile ads and email were employed to promote new cookie products
with an offer of free ring tones. Radio ads for snack chips urged mobile device users to send a
text to an address that included the word “chips” for a chance to win prizes or receive points to-
ward the purchase of online game content. Downloads offered on company websites sometimes
included iPhone or other mobile device applications, including those for games and images of
popular athletes. Promotional video downloads included those specially configured for the small

screens of mobile devices.
C. VIRAL MARKETING, SOCIAL MEDIA, AND WORD-OF-MOUTH

Much of food and beverage Internet marketing, particularly that directed to teens, now has
a social media or viral component. Marketers of carbonated and non-carbonated beverages and
breakfast pastries reported having Facebook and/or MySpace pages, links to WeeWorld, Twit-
ter accounts, or dedicated portions of YouTube where consumers were invited to upload videos.
Other social media sites used by a few companies included: BuzzFeed, Reddit, Friendfeed,
Dlisted, PLURK, Gizmodo, Digg, and Del.icio.us.

Website activities promoting crackers, cookies, cereals, fruit snacks, macaroni and cheese,
lunch kits, prepared meals, beverages, candy, and flavored milk incorporated “invite a friend,”
“send to a friend,” “tell a friend,” “share with a friend,” “warn a friend,” “refer a friend,” or
“forward to a friend” features or chat functions. The content to be shared with friends included
photos, videos, artwork created on the website, or product information. Friends could be invited
to join multi-player advergames. In one snack chip promotion game — described as a hybrid hor-
ror advergame and web film directed to teens — players could enlist their friends, through Face-
book and Skype, to help them escape a situation of entrapment by yelling into the microphone.
Marketers also solicited consumer input, including through uploaded videos, on how to alter

their products or eat them at unusual times or places. A marketer of breakfast toaster pastries,
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for example, encouraged teens to vote in a flavor tournament on Facebook, MySpace, Addicting-
Games, and Photobucket, and also to upload photos and videos.

Word-of-mouth activities generally involve the recruitment of a group of consumers — re-
ferred to as “ambassadors” or “connectors” — who share promotional messages about brands
with their peers. Reporting companies recruited mothers of children rather than children directly.
In 2009, a company that markets lunch kits promoted nearly 1,000 “house parties” targeted to
mothers and children ages 6-12. The hosting mothers were given coupons for free products and
invited friends and their children to come to sample the lunches and participate in games. A res-
taurant encouraged pizza pajama parties by making gift cards available to “mom” bloggers. The
word-of-mouth technique was more widely directed to teens. A candy company recruited teens
and young adults at concerts to receive “gold cards” that entitled them to free candy products to
share with others. A seller of sports drinks established a presence at parks and venues for skate-
boarding and snowboarding to recruit advocates for the brand by giving out sweat bands and
towels. An energy drink company sent sampling teams in branded vans and buses to distribute
products at places where teens congregate — beaches, ski venues, sports events, music festivals

and concerts, summer camps, college fairs, and SAT prep courses.
D. PACKAGING AND IN-STORE MARKETING

Packaging for cereals, snacks, and other prepared foods commonly displayed licensed char-
acters, characters from cross-promoted films, cross-promoted toys, the company’s own spoke-
scharacters, or other cartoon figures. Packaging often directed children to the company website
for advergames, activities, videos, and contests. Cereal boxes provided games on the box itself,
and those games sometimes produced a code or message to be entered on the website for more
games or to win prizes. For one cereal brand, the game on the box ended with a code to provide
“an extra burst of energy” in an online advergame. Some cereal boxes encouraged physical ac-
tivity — for example, challenging kids to do push-ups and sit-ups during television commercials,
directing physical movements at certain points in a game, or encouraging participation in athletic
events sponsored by the company. Other packages promoted nutrition education, for example,
featuring a game to find nutrients hidden in the picture. Another cereal box suggested ways to
play with the cereal pieces themselves.

Additional features on or in various kinds of food packages included collectible cut-out
cards; collectible posters; hidden words or messages; stories about featured characters; tokens
to acquire premiums, such as a Disney camera or games; and DVD discount coupons. In one
instance, cut-out cards from the box could be “brought to life” on the website by using a code
inside the package. One box could be assembled into a rocket when emptied, while another box

claimed that an image would “appear” if the child stared at the box.
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Packaging frequently promoted contests or sweepstakes, usually entered via the website
with a code provided on or in the box, and prizes often included cash cards. Lunch kit packaging
encouraged children to submit a “creative” entry about being an action hero or an artist to win a
prize of a family vacation in Orlando. Other contests offered the opportunity to attend a sports
camp with professional athletes or a trip to an animal park.

Packaging promoted limited edition foods, such as pasta in Halloween shapes, dinosaur
chicken nuggets, basketball crackers, cereal in bat and baseball or football shapes, and cereal that
turned milk green for Halloween. Holiday theme packaging — particularly for Halloween and
Christmas — was used for various kinds of packaged foods and drinks. One carbonated beverage
can portrayed ghosts that changed color when the can was chilled.

QSR children’s meal packaging and point-of-sale materials portrayed the current toy pre-
miums and/or film cross-promotions, as well as trivia, games, and activities. A celebrity singing
group was featured in one instance to promote a healthy option menu item for children’s meals.
Packaging for fruits and vegetables featured Big Bird and other Sesame Street characters, while
Disney characters were used for packages and store displays of bagged or bulk produce. Veg-
etables with dips, cheese, or pretzels were sold in a container shaped like Mickey Mouse’s head.

Carbonated beverage packaging tended to be directed to teenagers, featuring video game
promotions and various contests. One soft drink, for example, offered a sweepstakes to win ath-
letic gear and clothing, as well as a contest to create art work for cans and bottles with winning
entries to appear on limited edition containers. Another had codes under caps, whereby teens
could win scholarships. Packaging for energy drinks featured athletes, including snowboarders,
ski racers, and BMX riders. One energy drink pack instructed consumers to enter a code online
and hold the drink pack up to a webcam to activate a video clip of a ski racer. Carbonated bever-
age cans or neck hangers on bottles offered discounts for amusement and theme parks, fairs,
museums, zoos, and athletic events. Special cups were created for the sale of beverages in some
of these venues. Packages of a snack chip marketed to teens promoted video game tournaments
and competitions and late night website concerts. Teens 13 and older were encouraged to vote
on consumer-generated ads and video games, as well as on athletes to be featured on limited edi-
tion packages. Packaging for various candies promoted sweepstakes to teens, with prizes of cash
or cell phone service.

In-store marketing tended to track promotions on packaging — highlighting current premium
offers, cross-promotions, or contests and sweepstakes. QSRs displayed posters depicting cur-
rent toy premiums or cross-promoted movies. A seller of macaroni and cheese partnered with a
store chain to select a child to be featured on packages. Foods that might be included in school
lunches were promoted with back-to-school displays featuring school bus or soccer images.

Store displays also provided information about programs whereby consumer purchases of certain
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products could raise money or provide supplies for local schools. Energy and sports drink and
carbonated beverage displays featured pictures of athletes or promoted various kinds of athletic
opportunities for young people. Beverage companies sponsored store events to meet and greet
professional athletes, and one store chain co-sponsored a contest for children to bring an athlete
to school. Another chain co-sponsored back-to-school party events with prizes for kids, rock

band contests, and school supply give-a-ways.
E. PREMIUMS

Premiums continued to be a common feature of food marketing to children and teens. They
were found in food packages, served with QSR children’s meals, available with redemption of
tokens found in or on packages or other proof of purchase, or awarded as prizes in contests or
sweepstakes. They ranged from trinkets or small toys to prizes of cash or expensive products
such as video game consoles. Beverage companies offered points with purchases (using codes
under bottle caps, for example) that could be accumulated and redeemed for merchandise from
an online catalog. Individuals could also donate their points to schools, which could redeem
them for classroom supplies or athletic equipment. Recipient schools could then enter to win
prizes, such as a private film screening or a new playground.

In 2009, premiums included Disney mini dolls and cameras and a wide variety of Star Trek
merchandise, including dinner plates, movie passes, flash-drive wristbands/bracelets, T-shirts,
and badges. Other items included cereal-to-go cups; beverage cups and sippy cups; alarm
clocks; cash cards; children’s books and audiobooks; toy cookware sets; costumes based on
brand spokescharacters; Lego toys; NASCAR toy race cars and other model cars; Shrek squirt-
ers and highlighters; pencil toppers; T-shirt iron-ons; stickers; tattoos; fortunes (printed on fruit
snacks); music downloads; ring tones; horoscopes; discounted DVDs and movie-related mer-
chandise; children’s magazines; T-shirts with various logos, such as Little League teams; soccer
jerseys; soccer balls; sweat bands; towels; frisbees; basketballs and hoop stands; water bottles;
key chains; whistles and noisemakers; backpacks; trading cards; flash cards; flash drives; mag-
nets; stuffed animals; Halloween trick-or-treat bags; coloring and activity books; “fan-zines” (in
connection with movie promotions); free food rewards for reading programs; discounts for theme
and amusement parks; discounts for electronic games; school supplies; free birthday meals at
QSRs; and numerous small toys and games — many connected to current movies — packaged with
QSR children’s meals. Downloadable items — available for free or with a code obtained on or in
a product package — included desktop “buddy” icons, e-cards, wallpaper, screen savers, games,
activities, printable images, bookmarks, door hangers, videos, behind-the-scenes interviews from
new movies, and iPhone and other mobile device applications.

Contests and sweepstakes could usually be entered online. Sometimes “instant win” cards

or codes were provided in product packaging. In a few instances, contest entrants were required
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to create something, such as writing an essay or making a video. Prizes awarded in contests or
sweepstakes in 2009 included family vacations (e.g., SeaWorld, San Diego, Hollywood, Orlando,
Boston, Alaska, Las Vegas, the Caribbean, and an “adventure” cruise); trips to sports events
(such as the NBA All-Star game), celebrity concerts, or live television shows; meeting television
stars; autographed movie props; laptop computers; gift or debit cards; cash — up to $1,000,000;
$10,000 scholarships; hybrid cars; camcorders; bicycles; skateboards; snowboard equipment;
scooters; inline skates; other athletic gear and apparel; Super Bowl tickets; a baseball skills
program for children; admission to video game tournaments; a museum sleep-over; dinosaur
blankets; SeaWorld-themed beach towels, T-shirts, and beach bags; flat screen televisions; iPods;
Kindles; video game consoles, such as Nintendo Wii, PlayStation, and Xbox, as well as game
software; a video game party; music downloads; a year’s worth of movie tickets; a movie screen-
ing party in the winner’s home town; a rock band party; a year’s worth of candy or snacks; cell
phones with pre-paid minutes; opportunities to appear in future advertisements or promotions; an
MTYV award in a music video competition; sports camps or clinics; and opportunities for children
to participate in professional sports events as a “sideline kid,” “ball delivery kid,” or “kick-off

kid,” or to meet players or take a player to school.

F. EVENTS AND ATHLETIC SPONSORSHIPS

Promotional activities geared to children and teens were conducted through a variety of
events and venues — particularly athletic ones. A number of companies, including producers of
cereal and snack crackers, sponsored events or activities to increase health and fitness among
children of all ages. One cereal company, for example, used its popular mascot for a multi-
focused campaign to encourage kids to get physically fit, eat right, and work hard. Star athletes
teamed with the mascot in a “Tips from the Pros” program focused on sports activities. Young
people were challenged to complete various physical activity accomplishments and earn rewards.
The company also sponsored the NFL Play 60, a youth fitness campaign in which contestants
pledged to be active for 60 minutes each day. Prizes included a trip for the winner and family to
the Super Bowl, and the winner was pictured on cereal boxes. In addition, the company spon-
sored Girls on the Run, a program encouraging young girls to run, as well as soccer and Little
League events. At these events, the company provided on-site children’s games and activities,
as well as souvenirs and photo opportunities with the mascot. A marketer of snack crackers used
its website to encourage kids to find games to play in the backyard. Children 6-12 could submit
ideas for games and vote on the submissions, with finalists having an opportunity to go to the
NBA All-Star Jam Session. The company also co-sponsored an NBA basketball skills competi-
tion for children ages 7 to 12.

Marketers of cereal, snack foods, beverages, lunch kits, baked goods, and candy sponsored

Little League baseball and a Little League World Series; baseball camps, clinics and training
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academies; basketball, hockey and football camps; Special Olympics training camps; NCAA
camps; summer training programs where high school and college teams practiced together;
weeks at action sports and gymnastics camps; events for children at minor league baseball parks;
youth soccer tournaments, clinics and other soccer programs for children and teens; beach soccer
youth tournaments; youth hockey and skating training rinks; golf youth events; NFL Punt, Pass
& Kick Competitions (for boys and girls ages 6 to 15); MLB Pitch, Hit & Run Skills Programs
(for children ages 7 to 14); high school athlete and player of the year awards; dads and kids
football at local parks; the YMCA Healthy Kids Day; Boys and Girls Clubs events; workshops
on healthy eating; a healthy kids fair and safety expo; video game events; paintball events; and
special children’s events at Disney World. Beverage bottlers sponsored numerous high school
or other teen athletic teams. In general, sponsorship involves branded signs, banners, or score-
boards, and sometimes branded merchandise or equipment and product samples.

QSRs sponsored All-American High School Girls and Boys Basketball Games; three-on-
three basketball tournaments; soccer clinics for children; soccer exhibitions; kids’ relay races and
triathalons; a family pavilion at Asian Pacific American Festivals around the country; an essay
contest for 10 winners (ages 7 to 11) to attend the Vancouver Winter Olympics; concerts and mu-
sic events; a Little League World Series; and the MTV Video Music Awards. One QSR brought
a mobile kitchen to local events, where it sponsored games, activities, live entertainment, and
prizes. In partnership with a packaged food company, the restaurant also sponsored a “Play With
Your Food Tour” at shopping malls to increase awareness of healthier kids’ meal options. Anoth-
er QSR joined with Nickelodeon to sponsor a Worldwide Day of Play; Nickelodeon suspended
its programming for three hours in the middle of the day and encouraged children to go outdoors
to play.

Some companies, including QSRs and beverage companies, sponsored events for young
people in connection with their sponsorship of professional sports teams, games, or stadiums.
For example, in connection with World Cup Soccer, a QSR sponsored a player escort program,
where children escorted players onto the field, as well as a week-long soccer program for teenage
girls. Another QSR and a beverage company sponsored various activities in the grassy area out-
side of a major league soccer stadium; these included high school soccer games and youth soccer
tournaments, community events, concerts, and a lacrosse tournament for high school and college
students. A water bottler sponsored pre-game events where children could make signs to cheer
on their favorite players. In a “Steal 3" event during professional baseball games, a child was
given 25 seconds to run to third base, steal it, and bring it to home plate. Beverage companies
sponsored a Ball Delivery Boy/Girl at professional basketball games; a “Kids’ Zone” in a basket-
ball arena to give children drill experience during home games; a Bat Boy/Girl for the first three

innings of baseball games; a “Kick-Off Kid” or “Honorary Coin Toss Kid” for football games;
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and a “Stick Kid” for hockey games. Some of these activities were directed to children of lower
income families. A beverage company also sponsored a fan club — for children 13 and younger —
for a major league baseball team. The child fans received ticket vouchers, a birthday card from
the team mascot, and invitations to events to meet players.

Action sports and extreme sports, such as snowboarding, freeskiing, skateboarding, inline
skating, surfing, wakeboarding, base jumping, motocross racing, BMX biking, and bicycle stunts
were sponsored by snack foods, QSRs, and beverages, particularly energy drinks, in marketing
campaigns directed to teens and young adults. Amateur sports events, as well as art and music
entertainment, were also sponsored in connection with these action sports competitions. Many
of these events included both product and premium distribution. Individual snowboarders, skate-
boarders, surfers, and BMX athletes were sponsored by sellers of snack foods and carbonated
beverages, especially energy drinks. They wore branded clothing or used branded equipment,
and sometimes appeared in television advertisements for the sponsor’s product.

A marketer of toaster pastries conducted a summer tour — targeted at teens — with a traveling
improvisational group in a “wrapped” mobile van.'*” Samples were given away and teens could
interact with the improv players and enact character roles on video. Carbonated beverage com-
panies conducted sampling events directed to teens, sent a teen correspondent to the American
Music Awards, and provided entertainment at Hispanic festival events. A juice drink company
sponsored “Hip Hop Stops™ at major local events and youth recreation centers during a 14-week
cross-country tour.

Food companies conducted promotions at local fairs, festivals, music events, and theme
parks. A cereal company, for example, provided branded tabletop games, trampoline and bun-
gee jumping, a digital video interaction that turned kids into Beeboy, and product sampling. A
marketer of lunch kits created an adventure studio, where kids could create a sports video, scale a
climbing wall, or enter a pizza toss game. Various product spokescharacters appeared at pub-
lic festivals, sometimes offering children opportunities to be photographed with them. Sesame
Street’s Cookie Monster appeared at a cycling race to promote strawberries and healthy eating
to kids. Candy companies sponsored Easter egg hunts, Halloween events, Girl Scout events,
concert tours, and outdoor advertising at Six Flags Amusement Parks. A fruit producer spon-
sored outdoor family movie nights, as well as cabanas at family events in major markets, where

it distributed samples and promotional items.
G. CELEBRITY ENDORSEMENTS

Food and beverage companies sometimes used celebrity athletes, singers, musical groups,
and actors to appear in advertisements, on packages, or at promotional events for their products.
This promotional technique was often directed toward teens and older children, or “tweens.”

Basketball player Dwyane Wade appeared on packages of basketball-shaped crackers, encourag-
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ing everyone to “get active.” Olympic Gymnast Shawn Johnson and BMX racer Dennis Enar-
son appeared in television and online ads, and in person at local events, promoting lunch kits.
Shawn Johnson also appeared at events promoting a QSR and served as the QSR spokesperson
for a program to give selected children an opportunity to attend the Olympics. A cookie mar-
keter promoted the opportunity to “meet” the Williams sisters (tennis stars Venus and Serena)
and the Manning brothers (football stars Peyton and Eli) through branded advergames. Various
extreme or action sports athletes appeared in advertisements for energy drinks. Other carbon-
ated beverages were promoted by snowboarder Danny David, skateboarder Paul Rodriguez, pair
skater Keauna McLaughlin, and basketball star LeBron James. James appeared at events held in
conjunction with the Boys and Girls Clubs, and presented scholarships during the weekend of the
NBA All-Stars game.

Celebrities from the entertainment world were less prevalent in 2009 than athletic endorsers.
However, a few made appearances in promotions targeting young people. The Jonas Brothers
Band — which was featured in 2009 in both a concert tour and a movie — appeared in televi-
sion, radio, and Internet ads for cheese slices; a free download of their music was available by
purchasing the product. In addition, the band promoted a healthy option offered by a QSR for
its children’s meals. Another QSR utilized the rock band Boys Like Girls to promote ice cream
cones. Reverend Run, star of an MTV reality program titled Run s House, served as the ambas-
sador for a beverage product’s participation in the KaBOOM initiative to build playgrounds. A
candy company sent purple cards to various celebrities, encouraging them to order free products
to share with others. Another candy maker featured popular teen singers Clique Girlz and Tif-
fany Giardina for television, print, and Internet advertising. Finally, Disney channel stars Dylan
and Cole Sprouse promoted yogurt products, while various music, film, and athlete celebrities
— including Chauncey Billups, Chris Brown, Demi Lovato, Diana Taurasi, Jordin Sparks, Taylor

Swift, and Ryan Sheckler — appeared in milk mustache ads to encourage milk consumption.
H. PRINT AND RADIO ADVERTISING

Food and beverage companies continue to use these traditional media to market to children
and teens, though not extensively. Cereal companies used both print and radio advertising to
promote physical fitness programs for children and teens, as well as to promote cash sweep-
stakes. Cereal radio ads also promoted advergames or other features of company websites.
Radio Disney ads promoted yogurt — with the help of SpongeBob — as well as soup. The Jonas
Brothers were featured on radio ads for processed cheese, with the ad directing listeners to a food
company website to download their music.

A print advertisement for fruit snacks shaped like Spiderman appeared in Marvel Comics.
Ads in Nickelodeon Magazine promoted contests and websites for lunch kits and a fruit drink.

Print ads for a snack cracker directed children to the Nicktropolis website for games and mash-
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ups. The same product also used a cover wrap for Sports Illustrated Kids that described an
opportunity to win a trip to the NBA All-Star event. In other print ads, athlete Dwyane Wade,
celebrity endorser for the snack cracker, urged children to get outside and play. Ads for a frozen
treat, and its cross-promoted movie, Ice Age: Dawn of the Dinosaurs, appeared in National Geo-
graphic Kids magazine, while a cover wrap for the magazine promoted children’s meals and toy
premiums at a QSR. Ads for bananas appeared in a Boy Scout publication.

Ads in magazines that appeal to “tweens” and teens, including ESPN, M, J14, Twist, Game
Informer, Thrasher (a skateboarding magazine), and other action sports publications, promoted
pizza products, candy, and beverages. Print ads for milk displayed “milk mustache” photos of
actors, athletes, and musicians popular with teens. A print ad for snack chips promoted a com-
pany website advergame for teens. Other forms of print advertising included posters or flyers
promoting local sponsored events; yearbook ads placed by beverage bottlers; and direct mail
campaigns from marketers of sports drinks to high school athletic coaches and trainers, empha-
sizing the importance of hydration for athletes.

Radio ads directed to teens were predominantly for carbonated and non-carbonated bever-
ages, including sports and energy drinks. Many radio ads were broadcast in both English and
Spanish. Ad messages included story variations on fairy tales, cross-promotion with the Rock
Band video game, tips on how to impress a girl, downloads available on company websites, and
promotions of local sports events sponsored by beverage companies. Radio ads for snack chips

encouraged listeners to text the word “blast” to “chips” to enter a contest.

1. PropucT PLACEMENTS; ADS IN MOVIE THEATERS, VIDEOS, OR VIDEO GAMES

Food and beverage products were sometimes integrated into the storylines of movies or
television programs appealing to children or teens or both. This was accomplished by showing a
character eating or drinking the product, displaying the relevant package or container, or — in the
case of a QSR — having a screen shot of the restaurant or its sign. The vast majority of place-
ments were for carbonated or non-carbonated beverages.

Placements reported in movies rated PG or PG-13' included /7 Again (cereal, baked
goods, snack bars), 2012 (carbonated beverage), The A Team (QSR), Aliens in the Attic (carbon-
ated beverage), The Blind Side (carbonated and non-carbonated beverages), The Curious Case
of Benjamin Button (cereal), Dance Flick (carbonated beverage), Fame (carbonated beverage,
bottled water), Fired Up (non-carbonated beverage), Forever Strong (non-carbonated beverage),
Hotel for Dogs (cereal), I Love You Beth Cooper (carbonated beverage), The Invention of Lying
(QSR), Knowing (cereal), Land of the Lost (QSR), Old Dogs (baked goods), The Open Road
(non-carbonated beverage), Post Grad (carbonated beverage), The Stepfather (carbonated bev-

erage, bottled water), Surrogates (carbonated beverage), Transformers: Revenge of the Fallen
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(carbonated beverage), Twilight Saga New Moon (carbonated beverage, fruit juice), and Whip It
(carbonated beverage). No product placements in G-rated movies were reported.

Carbonated beverage placements were reported as teen-directed for the following television
programs: The Big Bang Theory, Celebrity Apprentice, Daisy of Love, Dexter, Entourage, The
Hills, How I Met Your Mother, and Weeds. Bottled water was placed in From G s to Gents; ce-
real was placed in Head Case; and QSR food containers appeared in Crash. Chocolate milk was
integrated into webisodes of The Ride, a web series about eight high school quarterbacks com-
peting for a spot on the U.S. Army All American Team. In addition, cookie placement occurred
in teen-directed “featurettes” on the TV Guide Channel.

Food and beverage advertising prior to a feature film in movie theaters or on DVDs is an-
other technique used to promote products to children and teens, as well as to general audiences.
According to the food companies, movie theater chains have discretion in selecting the films
before which advertisements are placed. Therefore, companies could not list the movies with
which their ads appeared. However, they could report on the ads that were created to appeal to
children or teens.

Several cereal companies used child- or teen-directed movie theater ads to promote certain
brands. In one such ad — a take-off on Alfred Hitchcock’s Psycho — zombies came after a female
cereal nugget taking a shower. Another movie theater cereal ad was done in the style of a film
preview, featuring a car chase followed by an announcement that something new with the brand
would be happening soon. A third cereal brand used a movie theater ad to promote the “Sleep-
over at the Smithsonian” contest in connection with Night at the Museum. A producer of snack
chips used a cinema ad to promote its advergame. Other movie theater ads were reported by a
candy company. In addition, an energy drink company that sponsors action and extreme sport-
ing events produces and sells its own DVDs that feature its sponsored athletes and events and
include teen-directed product promotion.

Food and drink products also were incorporated into a few online or console-based third-

party video games.'®

Most of these placements were reported as teen directed, although a few
were directed to both children and teens. Carbonated beverage signs, bottles, or cans were
placed in the DJ Hero and Guitar Hero games. Fruit drinks appeared in a shopping cart in Rab-
bids Go Home, while sports drinks were displayed in a basketball video game. Signs promoting
candy, a QSR, and a pizza product were placed on the ski slopes a player must navigate in the
Shaun White Snowboarding video game, and a candy-branded snowboard and parka were offered

as rewards for this game.
J.  PHILANTHROPIC

Companies were asked to report on branded materials used in conjunction with donations to

non-profit organizations, programs, or events. Many of these philanthropic activities involved
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efforts to encourage children and teens to engage in physical activities or promoted messages
about healthy diets. A cereal company, for example, sponsored renovations of athletic fields,
while another packaged food company participated with KaBOOM to sponsor community-built
playgrounds. Another cereal company contributed to a project to protect endangered animals.
Advergames on the company website were tied to this theme, and by playing the games, children
could help decide where the money would go. Other philanthropic activities that used branded
signs or program materials included sponsorship of children’s theater productions, exhibits at

a museum or aquarium, literacy programs, Boys and Girls Clubs of America, Big Brothers/Big
Sisters, Boy Scouts, Girl Scouts, Junior Achievement, after-school tutoring programs, holiday
toy distribution, school supplies for children from low-income families, and donations of food to
camps and other summer programs or family events.

Many athletic programs were the recipient of company donations — including soccer pro-
grams, Special Olympics, YMCA programs, Girls in the Game, ski racing competitions, and
dance programs. One sports beverage company participated in an anti-hunger program by re-
cruiting teen athletes to collect food donations from family and friends.

Other companies honored teens for community projects or helping others, awarded schol-
arships or other recognition to high school scholars and athletes, and sponsored events to raise
money for childhood diseases. A QSR and a packaged food company partnered in a Feeding
America project in connection with the film Cloudy with a Chance of Meatballs. Web games and
other activities were tied to the charitable initiative. Fruit and vegetable companies participated
in Produce for Kids, an initiative to support the Children’s Miracle Network and provide edu-
cational materials for kids on the benefits of eating fruits and vegetables. Branded materials in

connection with Produce for Kids appeared both in retail stores and online.
K. IN-ScHOOL MARKETING

Advertising or promotional activities in or around schools — including pre-schools and
elementary, middle, and high schools — were included in this category of marketing activities.
QSRs and other companies participated in school reading programs, whereby elementary school
children were rewarded with coupons for food (including pizza and dessert treats) for reading a
certain number of books. Another restaurant rewarded honor students with children’s meals. A
candy company sponsored the Reading Is Fundamental program, with distribution to schools of
books with branded book plates.

Food and/or drinks were provided to high school events by companies including a QSR and
a baked goods producer. A fresh fruit grower gave samples to elementary schools. Various com-
panies provided nutrition information for use in schools. For example, a QSR supplied branded

posters describing the “Go/Slow/Whoa” foods,'*? as well as “Random Acts of Fitness” kits with
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activity calendars, stickers, and posters. A spokesperson for the restaurant made school appear-
ances to promote physical fitness and healthy eating.

Another QSR partnered with the National Association for Sport and Physical Education to
promote physical activity to elementary school children. A Latino music program and other La-
tino festival events in schools were sponsored by both a QSR and a packaged food company.

QSRs gave college scholarships and cash grants to schools. Fundraisers for schools, where-
by schools received a percentage of proceeds on a particular day or evening, were also sponsored
by QSRs. Other companies afforded parents and children the opportunity to redeem product
labels or otherwise build points toward books or classroom supplies.

School vending machines displayed names and logos for flavored milk, juice, water, carbon-
ated beverages, and sports drinks. Banners and posters to promote milk consumption, including
the Milk Mustache ads, were placed in high schools. Beverage bottlers sponsored scoreboards,
yearbooks, and athletic programs; distributed branded classroom calendars, signs and banners
for gymnasiums, as well as discount coupons for adventure parks; and supported athletic teams,
booster clubs, and bands. One bottler sponsored an essay contest, with the winning high school
awarded the services of a professional football player as coach for a day. Sports drink samples
were made available for high school athletic practices, together with hydration information and
branded coolers, water bottles, cups, ice chests, towels, table covers, and staff apparel. Other
food companies also provided support for high school athletic programs, including branded
equipment for sports teams, as well as support for booster clubs and bands. A candy company

sponsored a safe driving program for high school students.

C. Market Research on Youth Audiences

The Special Order asked companies whether they had sponsored, conducted, or commis-
sioned any marketing research studies regarding the appeal of particular advertising or promo-
tional techniques to children and teens. About half of the companies reported that they had done
so."! Generally speaking, these companies used an array of methods — including focus groups,
online surveys, mall intercepts, and other in-person interviews — to determine the appeal of both
specific ad campaigns and general promotional techniques. Most, if not all, of the research was
qualitative rather than quantitative, but many companies nonetheless indicated that they used the
results in making decisions about advertising. In addition, some companies conducted consumer
profile research to better understand the needs and behaviors of their target consumer, and col-
lected general consumer research, such as media usage rates for children and teens, that might
bear on advertising strategies.

One theme that emerged from the research was that children play an important role in

purchasing decisions when it comes to food and beverages. Some general research noted a shift
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in family buying habits away from mothers as the decision-makers toward more collaborative
family decision-making. More specific research indicated that purchase of a particular product,
or the choice to eat at a particular quick-service restaurant, was often driven by a child’s request.
For example, one company’s research indicated that a child seeing an advertisement or seeing the
product on the shelf was a key factor in purchase: 75% of purchasers surveyed said they bought
the product for the first time primarily because their child requested it. Along similar lines,
another company submitted research showing that in-store advertising programs using child-
targeted character-based themes outperformed those using mom-targeted themes, and child-
targeted television ads were more effective than mom-targeted campaigns. Yet another company
found that children are most influential in the purchase decisions for snacks. These findings are
relevant in light of other research submitted showing that for children, good commercials and

websites are the key drivers of food appeal.

1. Brand Awareness and General Advertising Appeal

A number of the reporting companies conducted general research testing brand equity, brand
awareness and awareness of particular ad campaigns, as well as whether particular advertis-
ing campaigns appealed to, and drove an intent to purchase, among children and teens. Several
themes emerged from this research.

Among children, uniqueness and humor seemed to be the most appealing characteristics in
the advertisements tested. For example, children liked the idea of being the first to have a new
food item or product. They also favored ads that were fun and funny, as well as ads featuring
words such as “cool” and other fun language, or friendly, fun, and “cool” characters. Similarly,
ads that were “exciting” and “different” grabbed children’s attention and drove purchase intent.
Children also enjoyed ads with captivating or compelling storylines, and ads that tapped into
their creativity, or involved competition. Younger children particularly liked super heroes and
action. Children also favored ads featuring “real” kids engaged in “real” activities, such as danc-
ing and playing games. This technique created believability, so long as the children depicted
were “cool,” fun, or someone with whom the viewers would want to “hang out.” Longer ads
seemed to be more effective with children.'>

For older children and tweens, action, humor, energy, and competitive fun were well liked in
advertising. For example, research conducted for one company showed that kids were engaged
by ads featuring skillful athletic acts such as diving catches and basketball players dribbling
between their legs. Tween audiences also responded positively to messages about reaching for
one’s goals and striving to achieve one’s personal best.

Among teens, research showed that the “uniqueness” of an ad or of a new product or variety
contributed to both recall and purchase intent. Ads employing the concepts of imagination and

the imaginary world were also highly compelling. Consistent with the research regarding young-
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er children, some research on teens showed that they prefer products and advertising that are fun

and “cool.” They also respond to ads that trigger their emotions.

2. Specific Marketing and Promotional Techniques

In addition to general research on appealing themes and content for advertising, the compa-
nies submitted research on particular advertising techniques.

Product packaging: Product packaging was one of the primary promotional techniques that
companies studied, and the research indicated that packaging is important to children and teens.
One company found, for example, that teens preferred packaging that was consistent with the un-
derlying product, such as by reflecting or matching its taste. Another marketer found that teens
preferred designs consistent with, or reminiscent of, the familiar, classic designs for the products
at issue.'” Branding on packaging also matters: proposed new packaging that lacked branded
labels did not test well with kids in one study, while other research indicated that teens rely heav-
ily on branding as a means of expressing who they are.

Graphics are key to brand identification for many tweens, according to research by one mar-
keter. Not surprisingly, some companies focused research on the graphic and aesthetic aspects of
packaging. One non-carbonated beverage company testing redesigned packaging found that eye-
catching colors and shapes were most appealing to kids, as were designs that conveyed “energy,”
“fun,” and imagination, or had a “story” behind them. Similarly, a packaged food company
found that kids liked designs that grabbed their attention and allowed them to see the product
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through the packaging. By contrast, packaging that was perceived as “plain,” “ordinary,” “bor-
ing,” or not “cool,” was not appealing. Boys in one study were especially drawn to labels featur-
ing a super hero or comic-book elements, as well as sports themes or similar depictions.

Companies also tested potential new shapes for product packaging, to determine what would
appeal to children and teens, including new beverage bottle design, various packaging options for
a drinkable product, and packaging for new snack products in different shapes and sizes. Kids
were drawn to packaging that they considered “cool” and fun.

Children also preferred packaging that was age appropriate or even geared toward slightly
older kids. For example, elementary school children in one set of focus groups viewed certain
beverage packaging designs as too “babyish” or better suited for younger children, and therefore
not appealing. By contrast, some of the children were drawn to “sleek” and “sporty” designs that
looked like they were intended for older kids. Comparable findings appeared in research submit-
ted by other companies.

Characters and celebrities in advertising: Another promotional technique that many
companies studied is the use of popular characters and celebrities in advertising. Overall, the
research submitted was consistent with previous research and common knowledge that this tech-

nique can be very effective with child and teen audiences.
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With respect to celebrities, one marketer found that using athletes and celebrities in advertis-
ing had a strong impact on awareness and ad recall. The effect appeared to be somewhat stron-
ger for younger children, who seemed to be more impressed with athletes and celebrities than
were older children, but the effect was pronounced for both groups. Other research showed that
the use of superstars in advertising was appealing to teens. Still other research confirmed that the
use of celebrities enhanced product appeal, but also found that the appeal varied based on which
celebrity was used and whether the target audience was boys or girls.

Several companies also examined the appeal and efficacy of popular characters in advertis-
ing directed to children and teens. Some of these characters were associated with a particular
brand and/or product being advertised — so-called “spokescharacters” — while others were third-
party characters from popular television shows or movies. As with celebrities, the research
affirmed that using familiar and popular characters in advertising generates strong appeal if
the characters are well-liked; conversely, use of characters or tie-ins with programs that are not
well-liked can have a negative impact on advertising appeal.'> Kids who responded positively to
company spokescharacters indicated they liked that the characters were fun, nice, silly, friendly,
and “cool.” Notably, kids often view a company spokesperson as synonymous with the brand or
product promoted.

Website advertising: Several companies conducted research relating to website advertising,
including company-owned websites and advertising on third-party sites. As noted in Section
IT above, the reporting companies spent substantially more on new media advertising directed
to youth — including company websites and other Internet advertising — in 2009 than they did
in 2006. According to information submitted by one company, online activities are worthy
investments because they facilitate children’s engagement with the company over time, which
(presumably) contributes to brand loyalty. Other research was consistent with this view, indicat-
ing, for example, that child-themed websites (such as those for television channels directed to
children) should be used for advertising because they are frequently visited by the company’s
consumers. One company also tested an interactive branded website, targeting teens, that was
designed to increase brand awareness and purchase intent among brand loyalists.

A number of companies tested new ideas for their websites to determine what would appeal
to children and teens and why. Testing by one marketer, for example, revealed that girls and
boys ages 9 to 11 liked the current website because it was age appropriate, required skill, and had
“cool” graphics. Kids also like online games, but only if they win often enough. Other testing
indicated that “new” ideas on websites need to be constantly updated to ensure that kids do not
get bored seeing the same content each time they visit the site. For teens, streaming video and
interactive icons were found to be particularly effective tools for generating further engagement

with one company website.
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Social media: A few companies submitted research materials touching on the use of social
media in advertising. For example, a candy company sought to determine who follows candy
on Facebook, and what the rates were among boys and girls of various ages. Another marketer,
seeking to increase purchase intent among older teens, leveraged a social networking site by part-
nering on a concert series to engage the brand with music fans. Yet another beverage marketer
examined the appeal of mobile applications and the use of Twitter for teens.

Contests and promotions: Contests and promotions are another common marketing tech-
nique used to target youth. Company research demonstrated that, for both children and teens,
two key aspects of a contest were the odds of winning and the ease of participation. Promotions
that were simple and easy to access, or offered instant gratification, such as using a code to play a
game online, were appealing to kids, as were easily attainable prizes. Similarly, teens in one sur-
vey indicated that they preferred contests that entailed meaningful but easy action on their part.
One beverage marketer found that an under-the-cap prize program — whereby consumers texted a
code found on the underside of the bottle cap — was very popular among teens.

Companies also explored what specific themes, prizes, and other characteristics make
contests or promotions appealing to youth. Research from one company indicated that children
favored promotions that were “unique” and “fun,” and whose theme generated “creative excite-
ment.” By contrast, an online sweepstakes involving an unfamiliar celebrity was not appealing
to kids. Promotions involving in-box prizes and mail-in offers both appealed to children. Movie
passes and cash cards also generated high appeal among children and teens, as well as their par-
ents. Teens also liked contests that allowed them to select their own prizes.

Other promotional techniques: Research on other promotional techniques indicated,
among other things, that providing a toy with a children’s meal continues to be very popular
among children (and mothers) and is inherently likely to generate interest in eating at the res-
taurant. Another marketer found that certain kinds of advertising in shopping malls, known as
“mallscapes” and “backlits,” as well as “wild postings” (advertising in urban locations), were
effective in increasing recall of overall ad campaigns among teens and young adults, positively
affected brand favorability and purchase intent, and increased word-of-mouth recommenda-
tions. Another company found that word-of-mouth marketing for a new product increased brand
awareness and likelihood of purchase.

Healthy messages in advertising: Several companies submitted research relating to the
use of healthy messages in advertising, some of which suggested that such messages can be
appealing to children. For example, in focus group testing by a beverage marketer, some el-
ementary school aged boys thought an “Immunity” version of a familiar product was appealing;
by contrast, some older girls were skeptical that food products could provide the health benefit.

Another company found that some children were interested in the health benefits of the “real
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fruit” contained in one product. Similarly, some teens who were asked about packaging claims
indicated that they liked the idea of a candy containing real fruit juice. Other research suggested
a more tempered view, however. One snack food company found that for kids, a food that ap-
pears to be “healthy” is not necessarily appealing. Although not wholly consistent, these results
contrast somewhat with research submitted for the Commission’s 2008 report, which suggested
that children and teens generally did not find appealing advertising that implied that a product is

healthy or nutritious.'

3. Other Consumer Research

In addition to exploring the appeal of specific promotional techniques, a number of com-
panies also conducted consumer profile research to better understand their consumers. Some
companies sought to determine which demographic groups found their products most appealing,
such as boys or girls, their age range, and where they lived (e.g., rural versus urban areas).

Other companies examined specific demographic groups more in depth. One company
looked at teen spending habits, and found that food is the most common item purchased. A snack
food company surveyed teen (and young adult) male video gamers — a core demographic for the
product at issue — and sought to determine when gamers typically snack. Other research looked
at teens’ snacking needs and habits generally, including what types of snacks are most popular
(fast foods, frozen foods, ice cream) and what factors affect choice of snacks (convenience, ease
of preparation, degree of hunger). One general finding about consumers’ overall snacking behav-
iors was the importance of branding as an assurance of quality and taste.

Several companies also submitted research regarding media usage by children and teens —
including print, audio, and online — and the implications for advertising strategy. For example,
one company provided research indicating that tweens spend the most time with media — even
more than teens — and that most of that time is spent watching screens. This research also indi-
cated that boys between ages 8 and 18 spend more time with media than girls in that age range,
primarily because they play more video games. Other findings concluded that the use of audio
increases as children get older, and that girls listen to music more than boys.

According to some of the research, older kids spend significant time on social networking
sites and video sites (such as YouTube). One notable statistic was that children’s use of social
networking sites jumps substantially between the ages of 11 and 14 — from 18% to 42% — and
that girls spend more time on such sites than boys. Another company submitted Nielsen statistics
about American teenagers’ typical daily media consumption — including the amount of time spent
watching television, using the computer, sending or receiving text messages, and playing console

games.
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Research also indicated that younger kids like to visit websites associated with popular
television shows, where they can play games or watch episodes, and they also like to visit virtual

world sites.

4. Research Targeting Sub-Populations

Finally, several companies submitted research that addressed specific sub-populations of
consumers, such as Hispanic and African-American youth. Some of the research was general in
nature. One marketer, for example, looked at purchasing patterns among Hispanic consumers
and identified families with children as accounting for the biggest growth in sales for that com-
pany. This research also observed that Hispanic children are the primary drivers of acculturation
within their families and are reached effectively through a typical kids’ media buy. Similarly,
another company researched consumption patterns for some of its child-targeted food products,
including among Hispanic consumers. A snack food company interviewed Hispanic teens,
among others, to discern what drives their purchase and consumption of a particular product line.

Other companies examined the appeal of specific advertising campaigns or promotional

techniques among sub-populations. For example, a beverage marketer tested potential new pack

aging on Hispanic teen males, among other groups, and a snack food company conducted focus
groups on Hispanic teens, among others, to gauge their “takeaway” from particular advertising.
Other companies tested television commercials and other advertising with both Hispanic and
African-American consumers, including teens specifically. One company tested potential adver-
tising and promotional methods on Hispanic children, and found that older boys were interested
in website-based advertising (e.g., downloadable images and games), whereas younger boys and
some girls were more interested in collectible items.

One marketer explored gender differences among teens. In developing a new direction for
its advertising, this marketer looked at how female teens responded to male-oriented advertising
— such as dark colors, male athletes, and female celebrities — and how male teens responded to
female-oriented advertising. The research concluded that advertising based on male preferences

was likely to be more efficacious overall.

D. Marketing by Gender, Race, Ethnicity, or Income Level

Fewer than half of the companies reporting 2009 marketing expenditures directed to children
or teens targeted any of those marketing activities by gender, race, or ethnicity. No companies
reported targeting promotions based on income level. However, several companies sponsored
activities — such as athletic opportunities — intended to benefit lower income, inner-city young
people.

Marketers of carbonated and non-carbonated beverages, energy drinks, snack foods, yogurt,

cereals, canned pasta, and candy, as well as QSRs, aired ads on Spanish-language radio or tele-
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vision stations or networks. Most of these were aimed at a general Spanish-speaking audience,
with some ads meeting the criteria to be considered teen-directed. A few Spanish-language ads
were specifically child-targeted.

Marketers of carbonated beverages and energy drinks placed some ads on television pro-
gramming with a high viewership among teen African-Americans. One company sponsored a
summer promotion that afforded teens the opportunity to win tickets to the BET Hip-Hop Awards
show.

Digital marketing for carbonated drinks, energy drinks, and snack foods were directed to
Hispanic and African-American teens. One Spanish-language snack food promotion encouraged
viewers of outdoor advertising to text codes to the company. A carbonated beverage brand used
website and Internet advertising to promote a fictitious musical group that included members of
the targeted ethnic groups. The promotion featured contests to win a spot in the musical group
or to win a vacation, and consumers were able to download promotion-related ringtones, videos,
and wallpapers.

Packaging and in-store displays for snack foods, cookies, and candy were targeted to Span-
ish-speaking consumers, including teens. Store displays for yogurt were designed to appeal to
Spanish-speaking children. A specialty brand of Mexican candies was marketed in particular to
Hispanic teenagers, while a brand of cookies was targeted to Hispanic children and teens.

QSRs, carbonated beverages, and packaged food companies sponsored fairs, festivals, and
music tours celebrating the cultural heritage of particular groups, including Asians and Hispan-
ics. Workshops on healthy eating for Hispanic parents and children were sponsored by a non-
carbonated beverage company, while town-hall meetings on college applications and scholarship
opportunities for Hispanic teens were sponsored by a QSR.

Some athletic events or sponsorships were used to target food marketing by race, ethnicity,
or gender. For example, soccer events for Hispanic young people were sponsored by non-car-
bonated beverages and QSRs, while soccer themes were employed for promoting other bever-
ages and cookies to Hispanic children and teens. A QSR also sponsored a sports awards program
for Hispanic youth. Programs providing athletic opportunities for girls were sponsored by a
packaged food company and a QSR, while a basketball camp for boys was sponsored by a non-
carbonated beverage.

A marketer of energy drinks selected athletes for sponsorship based on their appeal to vari-
ous racial or ethnic groups. A milk promotion campaign, on the other hand, selected male and
female athletes, as well as singers and actors, in order to target advertising to young people by
gender. In addition to using print advertising and in-school banner ads, the milk campaign fea-
tured web banner ads that included links to videos, options to download widgets and fan kits, and

the ability to create your own advertisement.
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Gender-based marketing to children was employed by cereal and other packaged food
companies. Particular licensed characters — Barbie, Hannah Montana, Strawberry Shortcake,
and Disney Princesses and Fairies — were featured in cross-promotions to appeal to girls. Power
Rangers, on the other hand, as well as toy vehicles made by John Deere and Matchbox, were
used to target boys. A candy company made both “boy” and “girl” versions of its television ad-

vertisements to garner appeal to both genders.
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V. Assessment Of Food Company Initiatives

The Commission’s Special Order asked the reporting companies to provide information
about any policies, plans, and directives they had in place on or after January 1, 2009, relating to
food marketing to children and teens. The Order also sought descriptions of company programs
or initiatives to encourage healthy eating and lifestyle choices by young people that were un-
dertaken or implemented during the same time period. These requests were designed to enable
the Commission to report on any changes in companies’ policies and initiatives since the 2008
report, and, in particular, to determine the extent to which the companies have implemented that
report’s recommendations. In addition, the Commission requested information from nine media
and entertainment companies regarding their policies on youth-directed food advertising. Final-
ly, the Commission purchased consumer data to analyze whether and to what extent youth food

consumption has shifted over the last decade.

A. Developments Since the 2008 Report

The 2008 report set forth a number of recommendations for the food and beverage indus-
try, as well as the media and entertainment industry, for strengthening and expanding existing
self-regulatory efforts and otherwise improving the nutritional profile of products marketed to
children. In the three years since the report’s release, the food and beverage companies have
responded to several of the Commission’s recommendations, as well as to First Lady Michelle
Obama’s Let’s Move! campaign and other initiatives in this area.'*® For example, the Children’s
Food and Beverage Advertising Initiative has expanded its membership to include four new
participants, broadened its scope to apply to some additional forms of marketing not previously
covered, and, most recently, announced new uniform nutrition standards for foods marketed to
children. Food and beverage manufacturers have continued to reformulate some of their prod-
ucts to reduce the amount of saturated fat, sodium, and sugar, as well as to increase the amount

of beneficial nutrients, such as whole grains, fiber, and essential vitamins and minerals.

1. Children’s Food and Beverage Advertising Initiative

As discussed in the 2008 report, the Council of Better Business Bureaus established the
Children’s Food and Beverage Advertising Initiative (Initiative or CFBAI) in 2006 as a self-reg-
ulatory effort designed to change the mix of foods and beverages advertised to children under 12
to encourage healthier eating and lifestyles."”” The Initiative was built around five original Core
Principles, which required participating companies to:

e Devote at least 50% of their child-directed television, print, radio, and Internet
advertising to “better for you” products and/or healthy lifestyle messages;
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e Reduce their use of licensed third-party characters in child-directed advertising that
does not promote “better for you” products or healthy lifestyles;

e Not pay for or actively seek product placement in editorial and entertainment content
directed at children under 12;

e Limit products depicted in child-directed interactive games to healthy dietary
choices, or incorporate healthy lifestyle messages into the games; and

e Not advertise food or beverage products in elementary schools.'s®

Pursuant to the Initiative’s terms, each participating company would submit its own pledge
setting forth how it would comply with the Core Principles, including what nutrition standards
the company would use to define “better for you” products or “healthier dietary choices” and
“advertising primarily directed to children under 12.”'>° Notably, some of the founding mem-
bers pledged to restrict their advertising to children even beyond the Core Principles, such as by
devoting a full 100% of their child-directed advertising to healthier products. Most of the com-
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panies also pledged not to target advertising to children under age six,'® and four companies —

Cadbury Adams,'®! Coca-Cola, Hershey, and Mars — pledged not to direct advertising to children
under age 12 in any of the covered media.'®
The Commission’s 2008 report recognized the significant development of the CFBAI and
the important role it can play in the effort to address childhood obesity. Nonetheless, based on its
assessment of both the Initiative’s Core Principles and the member company pledges, the Com-
mission also made a series of recommendations to strengthen and expand the program, including
that the CBBB and participating companies:
e Expand the scope of “advertising to children” to encompass all advertising and
promotional techniques;

e Require that 100% of food advertising directed to children under 12 promote healthy
dietary choices;

e  Work toward standardizing the nutrition criteria for “healthy dietary choices” that
may be marketed to children; and

e  Work toward developing meaningful, standardized definitions for what constitutes
advertising “directed to children under 12.”'63

Since the Commission issued the 2008 report, the Initiative has had several significant devel-
opments. First, four additional companies have joined the CFBAI, bringing the total number of
participants to 17. The new members are: Nestlé USA,'** The Dannon Company,'®> Post Foods,
LLC,' and Sara Lee Corp.'*’

Second, the CFBAI has enhanced its Core Principles. Specifically, as of January 1, 2010,

participants must now commit that:
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e 100 percent (up from 50%) of their child-directed advertising is for healthier dietary
choices or “better for you” products. '8

In addition, the Initiative expanded the scope of advertising activities to which the Core
Principles apply to include:
e  Child-directed interactive games that are provided free or at nominal charge (e.g.,
advergames);

e Video and comp