
 

 

 

 



OVERVIEW 
 

WHAT:  From soda companies using school marketing campaigns disguised as charities, to 

food package labeling meant to mislead parents, to online games like 

trixworld.com, We’re Not Buying It takes just two minutes to debunk industry 

claims that they’re trying to be part of the solution in the fight for kids’ health.  

Parents simply can’t compete with the $2 billion a year spent hawking kids’ foods 

that are laden in sugar, salt and fat, the video reveals. 

 
WHY: Experts agree that junk food is a huge contributor to skyrocketing rates of diabetes, 

high blood pressure, and even strokes. And food and beverage companies spend 

billions of dollars promoting unhealthy foods virtually everywhere kids go. The 

Interagency Working Group on Foods Marketed to Children (IWG) has proposed 

reasonable, science-based nutrition guidelines to help provide a model for 

companies that market to kids. Unfortunately, the food industry and media 

companies are working to get Congress to stop the IWG from finalizing these 

sensible recommendations.  

 

Food companies have a poor record when it comes to monitoring themselves. 

Prevention Institute’s study, Claiming Health: Front-of-Package Labeling of 

Children's Food looked at packages with front of package labeling--symbols that 

identify healthier products and could be marketed to kids--and found that 84% of 

products studied didn’t meet basic nutritional standards.  Where’s the Fruit found 

that the majority of foods marketed to children in packages with fruit on the front 

contained no fruit at all. When we put children first, the plan of action is clear: 

companies should market the foods that keep kids healthy, not sugary cereals and 

other junk food. The IWG guidelines will help to do just that.  

ACTION: Prevention Institute and other food advocacy groups are calling for President 

Obama to step in and protect the IWG voluntary guidelines for food marketing to 

children.  

WHERE: View the video, We’re Not Buying It, and see the petition to President Obama on 

the Prevention Institute website at www.preventioninstitute.org/notbuyingit.  

http://www.preventioninstitute.org/notbuyingit
http://www.preventioninstitute.org/images/stories/Documents/Claiming_Health.Final.2.pdf
http://www.preventioninstitute.org/images/stories/Documents/Claiming_Health.Final.2.pdf
http://www.preventioninstitute.org/component/jlibrary/article/id-56/127.html
http://www.preventioninstitute.org/notbuyingit


KEY FACTS 

The food, beverage and chain restaurant industry is targeting our children with intensive junk 
food marketing, and marketing of unhealthy foods as healthy. 

 

 The food and beverage industry spends approximately $2 billion per year marketing to children. 1 

 The fast food industry spends more than $5 million every day marketing unhealthy foods to children. 1 

 Kids watch an average of over ten food-related ads every day (nearly 4,000/year). 2 

 Ad spending for interactive video games is projected to reach $1 billion by 2014, with six million 3-11 year 
olds visiting some form of virtual game online each month.3 

 Nearly all (98 percent) of food advertisements viewed by children are for products that are high in fat, sugar 
or sodium. Most (79 percent) are low in fiber. 4 

And it’s working… 

 Nearly 40% of children’s diets come from added sugars and 
unhealthy fats. 5 

 Only 21% of youth age 6-19 eat the recommended five or more 
servings of fruits and vegetables each day 6 

 A mere 12% of grains consumed by children are whole 7 

 One study found that when children were exposed to television 
content with food advertising, they consumed 45 percent more 
food than children exposed to content with non-food adverting. 8 

 
 

The food and beverage industry may say they’re on the side of health, but their actions show 
otherwise. 

 

 In 2011, a study by researchers at Prevention Institute 
looked at packages with front of package labeling--
symbols that identify healthier products--and found 
that 84% of products studied didn’t meet basic 
nutritional standards. 13 

 A 2011 review found that “company pledges to reduce 
food marketing of unhealthy products have failed to 
protect children <12 years for all types of marketing 
practices promoting such foods”. 9 

 Additionally, in 2010, an independent study documented that only 12 of 3039 children’s meal combinations 
in fast food chain restaurants met established nutrition criteria for preschoolers; only 15 meals met 
nutrition criteria for older children. 10   

 Each day, African-American children see twice as many calories advertised in fast-food commercials as 
White children. 10 

 In 2010, the food and beverage industry spent over $40 billion lobbying congress against several 
regulations including those that would decrease the marketing of unhealthy foods to kids, and potential 
soda taxes. 11 

http://www.ftc.gov/os/2008/07/P064504foodmktingreport.pdf
http://www.ftc.gov/os/2008/07/P064504foodmktingreport.pdf
http://www.rwjf.org/childhoodobesity/product.jsp?id=72665
http://www.rwjf.org/files/research/20081103herfoodmarketing.pdf
http://www.cdc.gov/chronicdisease/resources/publications/aag/obesity.htm
http://www.cdc.gov/nchs/nhanes.htm
http://www.yale.edu/acmelab/articles/Harris_Bargh_Brownell_Health_Psych.pdf
http://www.preventioninstitute.org/component/jlibrary/article/id-293/127.html
http://www.google.com/url?sa=t&source=web&cd=1&ved=0CBYQFjAA&url=http%3A%2F%2Fwww.foodpolitics.com%2Fwp-content%2Fuploads%2FKraak-et-al_AJPM_2011_413322-333.pdf&rct=j&q=Kraak-et-al_AJPM_2011_413322-333%27&ei=uWluTrbBBc6osALOraDlBA&usg=AFQjCNEN_xIDZT0CXTRts75i3rDa-5HUVg&sig2=CWMOvKxDjfnnKrkDM5K6Lw&cad=rja
http://www.opensecrets.org/lobby/indusclient.php?id=N01&year=2009


 A study conducted by Prevention Institute in 2007, found that over half of the most aggressively marketed 
children's foods advertising fruit on the packaging actually contain no fruit ingredients whatsoever. 12 

 

If we continue on this path, the future health of our children is not so bright. 

 Even five years after children have been exposed to 
promotions of unhealthy foods, researchers found that 
they purchased fewer fruits, vegetables and whole 
grains, but increased their consumption of fast foods, 
fried foods and sugar-sweetened beverages. 14 

 According to the CDC, if current trends continue, 1 of 3 
U.S. adults will have diabetes by 2050 15 

 By 2030, healthcare costs attributable to poor diet and 
inactivity could range from $860 billion to $956 billion, 
which would account for 15.8 to 17.6 percent of total 
healthcare costs, or one in every six dollars spent on healthcare. 16 

 

It’s time to stand up to big food companies and protect the health of our kids. 
Ask President Obama to insure that voluntary guidelines for food marketing to kids are 

put into place. 
 
 

 

 

 
 

ABOUT PREVENTION INSTITUTE 
 

 

We’re Not Buying It was created by Prevention Institute. 

Founded in 1997, Prevention Institute is a national non-profit 

organization dedicated to placing prevention at the center of 

efforts to improve community health, equity and well-being. 

Prevention Institute specializes in building capacity among 

community-based organizations and government agencies at the local, state, and federal level to develop 

strategies for environmental, policy, and systems-level changes to prevent illness and injury in the first 

place. Find us at www.preventioninstitute.org 

 
 
 

http://www.preventioninstitute.org/component/jlibrary/article/id-56/127.html
http://www.cdc.gov/chronicdisease/resources/publications/AAG/ddt.htm
http://www.preventioninstitute.org/notbuyingit
http://www.preventioninstitute.org/notbuyingit
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