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Food for Thought: Television Food Advertising to Children in the United States, 
Kaiser Family Foundation, March 2007
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Institute of medicine Findings: 2005Institute of medicine Findings: 2005

“Food and beverage marketing 
targeted to children 12 and under 
leads them to request and consume 
high-calorie, low nutrient products”

“The dominant focus of marketing 
to children and youth is on foods 
and beverages high in calories and 
low in nutrients, and is sharply out 
of balance with healthful diets.”
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6%100% Fruit Juice

49%No Fruit

18%Minimal Fruit

27%Fruit

% of total productsCategory

Fruit ContentFruit Content
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WhereWhere’’s the Fruit?s the Fruit?
Media CoverageMedia Coverage
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“This morning on Today’s Health, where’s the 
fruit? Next time you buy fruit, yogurt, cereal 

or even juice and think your family is getting a 
good dose of nutritious produce, well guess 

again. Unfortunately, the only thing they may 
actually get: artificial dyes and sugar.”

-Al Roker

The Today Show, NBC, Feb. 16, 20007
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Good Housekeeping, Good Housekeeping, 
August 2007, p. 97August 2007, p. 97
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WhereWhere’’s the Fruit?s the Fruit?
RecommendationsRecommendations

Remove misleading images and statements 
from packaging.

Discontinuing advertising of highly-
sweetened foods and beverages to children.

Reformulating existing food and beverages.
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Setting the Bar:Setting the Bar:
Recommendations Recommendations 

for Food and for Food and 
Beverage Industry Beverage Industry 

ActionAction
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What local communities can doWhat local communities can do……

Eliminate marketing and promotion of unhealthy 
foods from all children’s institutions.

Establish nutrition standards for foods and beverages 
in all children’s facilities.

Ask grocers to designate a “candy-free checkout 
aisle” to give parents an opportunity to dodge the 
“pester factor” in the checkout line.
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What local communities can doWhat local communities can do……

Ask retailers to put healthier items within eye’s sight of 
children, or to arrange cereal boxes with the nutrition 
labels out 

Enact local ordinances to regulate what, when, where 
and how products are sold.
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