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(Apr. 2011): B1. SIRS Researcher.Web. 26 Oct. 2011.  

 

Janet Adamy, in her article “Tough New Rules Proposed on Food Advertising for Kids,” 

discusses the restrictions the United States government is putting on food makers when it 

comes to advertising unhealthy foods. Due to the increase in childhood obesity, the 

Obama administration is asking food makers to voluntarily limit advertising to children 

of foods that are high in sugar, sodium, and saturated fat. The new guidelines, which go 

into effect in 2016, require foods marketed to children between the ages of 2 to 17 

provide a “meaningful contribution” to a healthful diet. In order to advertise a product to 

children, “Marketers would have to limit the content of sodium to 210mg per serving; 

added sugar to 13 grams “per amount customarily consumed”; and saturated fat to 1 gram 

or 15% of calories” (Adamy B1). If a product contains any trans fats, then it could not be 

marketed at all under these guidelines. The Association of National Advertisers believes 

the requirements are too restrictive to food makers and advertisers. The government is 

allowing businesses to express their concern and opinions on how the proposed 

regulation can be improved. I plan to use both Adamy’s article as well as Steven Hedge’s 

article “Study Shows Junk Food Advertisements Target Kids,” to support my thesis that 

advertising unhealthy foods shouldn’t be allowed because it contributes to childhood 

obesity. Both articles acknowledge that obesity is on the rise and that the types of foods 

advertised to children impact what they eat. 

 

 

Chung, Donghung. “Food and Beverage Advertising on U.S. Television: A Comparison of 

Child-Targeted Versus General Audience Commercials.” Journal of Broadcasting & 

Electronic Media (June 2008): 231+. Gale Student Resources in Context.Web. 27 Oct. 

2011. 

 

In the article “Food and Beverage Advertising on U.S. Television: A Comparison of 

Child-Targeted Versus General Audience Commercials,” the authors list their findings to 

a study done evaluating the content of food advertising viewed by young children on 

television and the persuasive appeals that advertisers used. “Over the last 30 years, the 

percentage of U.S. children classified as overweight and obese has more than tripled” 

(Chung 231). Factors contributing to childhood obesity are the lack of physical activity 

and the increased consumption of high-calorie, low nutrition food. The debate however is 

how much television advertisements play a role in childhood obesity. There is evidence 
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to suggest there is a “direct correlation between food advertising and children’s purchase 

request and overall nutritional intake” (Chung 232). Food products account for almost 

half of all child-targeted advertising. Their study showed that fast-food restaurants, 

sweetened cereals, and sweetened soft drinks topped the list as the most advertised 

products to children. Three different studies have shown that “fewer than 5% of all food 

commercials were for healthy foods” (Chung 233). The authors found that advertisers 

used more persuasive appeals, such as offering free gifts, using animation, or jingles, in 

ads for programming targeted to children compared to adult programming. Since 2005, 

advertisers and children’s networks have begun to limit the promotion of unhealthy foods 

to young children, but since obesity is still on the rise, more needs to be done. This article 

will help support my thesis that unhealthy foods are advertised more than healthy ones 

and that advertisements do influence what children eat. 

 

Hedges, Stephen J. “Study Shows Junk Food Advertisements Target Kids.”Chicago Tribune 28 

Mar. 2007: n. pag. Sirs Researcher.Web. 23 Oct. 2011.  

 

In his article “Study Shows Junk Food Advertisements Target Kids,” Stephen Hedges 

shows that children see around 21 food ads each day, and the advertisements are not 

pushing healthy foods that kids should be eating. Instead, “About 34 percent of the ads 

kids viewed were for candy and snacks, 28 percent were for cereal and 10 percent were 

fast foods” (Hedges). This has a direct relation to the spike in childhood obesity over 

recent years. In the last thirty years, the obesity rate in children from ages two to nineteen 

has raised drastically. Clearly, there is a correlation between the amount of advertising of 

unhealthy foods shown to kids and the rise in childhood obesity. 

 

Hellmich, Nanci. “Study: Kids Pack on the Calories With Snacks.” USA Today.N.p., 2 Mar. 

2010. Web. 27 Oct. 2011.  

 

The article, “Study: Kids Pack on the Calories With Snacks” by Nanci Hellmich, writes 

about a study that analyzed government data on the eating habits of children from 1977 to 

2006. She states that “children today snack an average of three times a day, and they are 

mostly consuming sugary beverages, cookies, cake, candy, salty snacks and other high-

calorie junk food” (Hellmich). The number of calories that children consume daily and 

the number of calories they eat from snacks has increased over time because children 

have many more snacks available to them than in years past. The problem is not 

necessarily the amount of snacks, but the types of snacks children eat. Children eat few 

fruits and vegetables as snacks. ‘They consume more french fries as snacks than healthy 

vegetables” (Hellmich). This article gave statistics on eating habits of children over the 

years, but it did not discuss the impact advertising has on the types of snacks children eat. 

 

Kelly, Bridget, et al. “Television Food Advertising to Children: A Global Perspective.” 

American Journal of Public Health 100.9 (2010): 1730+. SIRS Researcher.Web. 25 Oct. 

2011.  

 

In the article “Television Food Advertising to Children: A Global Perspective,” Kelly, 

Halford, Boyland, and Chapman compared television food advertising to children in 
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several countries. Their study found that children were exposed to a high number of 

television advertisements promoting unhealthy food. The authors sate that “food 

marketing to children has been recognized as one factor contributing to the obesity-

promoting environment, and it is considered an important arena for action in the 

prevention of obesity” (Kelly 1730). Children under the age of eight do not understand 

the persuasive nature of the advertisements and believe what they see on television to be 

true. Their study found that “The most frequently advertised food groups were fast-food 

restaurant meals, chocolate and confectionery, low-fat dairy products, high-fat, high-

sugar, or high-salt spreads and sauces, and full-fat dairy products” (Kelly 1731).Clearly 

these foods are far from healthy, but they are advertised colorfully because they taste 

good, and companies know they can get children to want them. 

 

Layton, Lyndsey. “Food, Ad Industries Resist Federal Guidelines for Marketing to Children.” 

Bangor Daily News. N.p., 25 May 2011. Web. 26 Oct. 2011.  

 

In her article “Food, Ad Industries Resist Federal Guidelines for Marketing to Children, 

Lyndsey Layton sides with food and advertising industries that the new guidelines setup 

by the Obama administration are too restrictive. The Grocery Manufacturers Association 

does not believe that the brightly colored packages and “stripping tigers and toucans off 

of cereal boxes” will reduce obesity. Even though the guidelines are voluntary, food 

companies still feel pressure to follow them because they are written by a team from the 

Federal Trade Commission, the Food and Drug Administration, the Centers for Disease 

Control and Prevention, and the Agriculture Department, and they have to seek approval 

from these agencies for their products.  “Advertising is a big business; food companies 

spend about $2 billion a year to advertise to children” (Layton). The guidelines do not 

allow foods that exceed the recommended amount of sugars, fats, sodium, and trans fats 

to be advertised to children. “Under the current guidelines, one serving of food aimed at 

children could not exceed 8 grams of sugar. A single serving of Count Chocula cereal 

currently contains 12 grams of sugar; a serving of Frosted Flakes contains 11 grams” 

(Layton). These popular cereals would not longer be able to be advertised. This article 

states that the Grocery Manufacturers Association are opposed to the new regulations 

where Adamy’s article felt that food manufacturers were will to work with the 

government. Both articles state list the restrictions however Layton gives a specific 

example of how food makers will be impacted. 

 

Orr, David. “Cartoon Characters Are Making Your Kids Fat.” Cartoon Characters Are Making 

Your Kids Fat. N.p., 23 June 2010. Web. 26 Oct. 2011.  

 

“Cartoon Characters Are Making Your Kids Fat” by David Orr presents the findings of a 

study done by researchers from Yale to determine if children thought that food advertised 

by a cartoon character tastes better. They found that “85 percent chose snacks with a 

cartoon character on the packaging over an identical snack with unadorned packaging” 

(Orr). In addition, about 55 percent of kids said that the food that was packaged with 

cartoon characters tasted better. The food industry spends around $1.6 billion on 

marketing to children. Food companies realize that children are attracted to colorful 

characters, and they use that to their advantage. The article also addresses the opposite 
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viewpoint that it is not the advertisers fault, but the parents. Naysayers believe it is the 

parent’s responsibility to control what their children eat. They should be able to tell their 

children no when it comes buying unhealthy foods. This article gives facts that prove the 

way food is advertised children influences their opinion of it and their desire to eat it. 

 

 

 

Pitt, Roosevelt. “Is Cartoon Character Advertising Making American Kids Fat?” Natural News. 

N.p., 3 Oct. 2008. Web. 25 Oct. 2011.  

 

“Is Cartoon Character Advertising Making American Kids Fat?” by Roosevelt Pitt is an 

article that shows that “children are attracted to flashy colored characters and packaging 

and although parents may say ‘no, no, no’, at the end the likes of SpongeBob Square 

Pants, Scooby Doo, Shrek, Barbie, Cookie Monster and others often win out.” These 

characters bring joy and entertainment to children and get them excited about the foods 

being advertised. “The Center for Science and the Public Interest and Campaign for a 

Commercial-Free Childhood, along with several parents, claim that using Nickelodeon 

characters such as SpongeBob and Dora the Explorer as a way to entice children is 

ultimately contributing to child obesity” (Pitt). The sole reason behind these 

advertisements is because companies know that children will want the product no matter 

what it is. Money is definitely the main motive behind the use of colorful advertisements, 

and no regard is shown to the health of the children who buy the product. 

 

Sirota, David. “Time to Crack Down on Child-Focused Ads.”The Daily Herald 28 May 2011: n. 

pag. SIRS Issues Researcher.Web. 26 Oct. 2011.  

 

“Time to Crack Down on Child-Focused Ads” by David Sirota argues that the issue of 

advertising to children is not a new argument. In 1974 “citizens successfully pressured 

the Federal Communications Commission to regulate when advertisements could be aired 

and for how long, so as to prevent corporations from marketing directly to kids” (Sirota). 

However, in the 1980s the FCC repealed its previous restrictions. After this happened, the 

marketing expenditures raised from $100 million to $17 billion. The problem is that these 

advertisements are for foods that children should be cutting back on if not cutting them 

out of their diet all together. Tougher restrictions need to be placed on the amount of 

advertising that can be directed towards children. 

 

Story, Mary, and Simone French. “Food Advertising and Marketing Directed at Children and 

Adolescents in the US.” International Journal of Behavioral Nutrition and Physical 

Activity (Feb. 2004): n. pag. SIRS Researcher.Web. 27 Oct. 2011.  

 

The purpose of Mary Story and Simone French’s article, Food Advertising and 

Marketing Directed at Children and Adolescents in the US, is to recognize the obesity 

problem in children, examine how food advertising is used to target children, the impact 

of food advertising on eating behavior, and the current regulations and policies. 

According to the authors, American children obtain 50% of their calories from fat and 

added sugars. In addition, almost two-thirds of children who are overweight suffer from 



Kunz 5 

 

some type of cardiovascular risk factor and are more likely to develop Type 2 diabetes. 

Their study showed that children are exposed to approximately 20,000-40,000 

commercials a year. They examined 52.5 hours of Saturday morning children’s 

programming. “On average, 11 of 19 commercials per hour were for food. Of these ads, 

44% promoted food from fats and sweets group, such as candy, soft drinks, chips, cakes, 

cookies, and pastries” (Story and French). Children are affected by television food 

advertising and studies have shown that food preferences using experimental designs 

have consistently shown that children exposed to advertising will choose advertised food 

products at significantly higher rates than children who were not exposed” (Story and 

French). Children choose foods high in sugar and fat because these are primarily the 

advertisements they see on television. One common thread between the articles that I 

researched is that billions of dollars are spent each year on advertising food to children. 

The exact figures vary from article to article but billions of dollars are spent. Children are 

bombarded with advertisements and seem to be influenced by them. 

 

United States. White House Task Force on Childhood Obesity. “Food Marketing.” Solving the  

Problem of Childhood Obesity within a Generation. By Melody Barnes and Task Force 

on Childhood Obesity. N.p.: n.p., 2010. 28-32. Let’s Move. Web. 27 Oct. 2011. 

<http://www.letsmove.gov/sites/letsmove.gov/files/TaskForce_on_Childhood_Obesity_

May2010_FullReport.pdf>. 

 

“Solving the Problem of Childhood Obesity within a Generation” by Melody Barnes and 

the Task Force on Childhood Obesity raises many interesting points that illustrate how 

strong an impact food marketing affects childhood obesity. “For example, one study 

found that children ages 3-5 preferred the taste of the same foods if they thought they 

were from McDonald’s rather than another source” (United States. White House Task 

Force on Childhood Obesity 28). Children of a young age pay more attention to the 

characters that are used to advertise the foods rather than the type of food that is being 

advertised. “When preschoolers were asked if they would rather eat broccoli or a 

Hershey’s chocolate bar, 78% of the children chose the chocolate bar and only 22% 

chose broccoli. When an Elmo sticker was placed on the broccoli, however, 50% of the 

children chose broccoli” (United States. White House Task Force on Childhood Obesity 

29). Companies take advantage of children’s inability to recognize the difference between 

healthy and unhealthy foods, and they take advantage of how children are attracted to the 

popular characters they see on television. 

 


