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Junk-Food, Couch-Potato Culture



Kid’s eat 30%-
50% of calories 
at school



Saturated Fat in School Meals
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School Meals and 2005 
Dietary Guidelines

• Increase fruits and vegetables

• Make half grains whole grain

• Limit sodium to 770 mg

• Milk must be low or no fat

• Limit added sugars and trans fat

• Change calorie requirements 



Continue to Improve
School Meals 

• Provide technical 
assistance
– Healthful and appealing

– Half grains whole grain

– Serve only 1% and fat-free 
milk

– More fruits and vegetables

• Competitive pricing

• Increase meal 
reimbursement rates

• Assess quality of meals, 
share results with parents



www.fns.usda.gov/tn/Resources/fv_galore.html

Serve more 
fruits and 
vegetables



Continue to Improve
School Meals 

• Provide technical 
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– More fruits and vegetables

• Competitive pricing
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reimbursement rates
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•School nutrition 
environment = 
more than meals



School Foods Report Card 2007



School Foods Revenue

• USDA/CDC: 17 schools 
w/healthier foods -- 12 
increased funding, 4 no 
change 

• Decrease a la carte ---
increase meal 
reimbursements

• Contracts raise 
$18/student/YEAR

• 2/3 of revenue goes to 
companies, 1/3 to schools



Fundraisers in Schools



www.cspinet.org/schoolfundraising.pdf



Prohibit food as reward for good behavior 
or academic performance

• Why:
– Change social norms
– Don’t feed kids when not hungry
– Limit connection between food and mood

• Alternative rewards
– Praise, thanks, social rewards
– Recognition (trophy, ribbon, note from teacher)
– Privileges (going first, helping teacher, no homework)
– School supplies, small toys, fashion wear
– Reward for whole class (extra recess, listening to 

music, outdoor lesson)



Parties Should Be Special 
Occasions

• Parties are too 
common

• Each party often 
includes many low-
nutrition foods

• Are other ways to 
make a child feel 
special



Close Campus

• 75 high schools

• 90% middle schools

• 95% elementary 
schools



Remove Junk-Food Marketing 
from Schools

Don’t market, sell, or give away 
low nutrition foods/brands:

• sales
• school fundraisers 
• placing logos, spokes-characters, 

etc. on vending machines, in books 
and curricula, and on scoreboards, 
buses, or other school property

• educational incentive programs
• supplies for labels/proof 

of purchase programs
• on Channel One
• free samples or coupons 







Pizza Hut Book It! Program





School Wellness Policies

• Involve parents, students, school 
food personnel, school board, 
administrators, public

• Address nutrition education, physical 
activity, and other wellness activities

• Set nutrition guidelines for all foods 
available on each school campus during 
the school day

• 20% of districts have nutrition 
standards for vending , a la carte, etc.



NANA’s model policies and 
additional resources: 

www.SchoolWellnessPolicies.org



School Foods Tool Kit

www.cspinet.org/schoolfoods





Child-oriented food environments
Places kids eat

• After-school programs, sports 
programs, parks & rec, theme 
parks, circus, zoos, Boys & Girls 
clubs, libraries, YMCAs

• Approaches: laws, zoning, 
organization policies, bully 
pulpit, involve kids



Worksites

• Adults spend day at 
work

• Eat – lunch, snacks 
(vending), meetings

• Important for 
addressing:
– high healthcare costs

– disability

– absenteeism



Worksite Nutrition Policies

• Adopt nutrition policies for 
cafeterias, vending machines, 
company events, conferences, and 
meetings

• Provide healthy options 
– Incentives and pricing strategies to 

make healthy options more appealing 
and affordable 

– On-site farmers markets or produce 
delivery clubs

• Provide nutrition information in 
cafeterias and vending machines

• Initiatives to educate, motivate 
and provide social support

•State:
–Gather or develop 
model policies and 
materials
–Provide incentives
–Serve as model





Restaurant foods
Appetizers Calories Sat + Trans Fat (g)
Buffalo Wings (12) w/ Dressing 1,010 22
Stuffed Potato Skins (8) 1,120 40
Cheese Fries (4 c) w/ Dressing 3,010 91

Entrees
French Toast w/ Syrup & Margarine 910 13
Caesar Salad w/Chicken 1,010 13 
Spaghetti with Meatballs 1,160 10
Fresh Chicken and Broccoli Pasta 2,060 128 (total fat)

Meals
Chicken Ranch Sandwich & Fries 1,580 16
BK Double Whopper w/ Cheese
King Size Value Meal 1,980 42

Fried Seafood Platter 2,170 39

Sweets
Cinnabon (1) 730 14
Fudge Brownie Sundae 1,130 30
Cheesecake Factory Carrot Cake (1 s) 1,560 23



Away-from-Home Food Consumption Has Doubled
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Eating out linked 
to obesity







Percent who see nutrition information at 
chain restaurants that provide it
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SANDWICHES
HAMBURGER

CHEESEBURGER  

FILET-O-FISH®

CRISPY CHICKEN

QUARTER POUNDER®

BIG N’ TASTY®

BIG MAC®

CHICKEN McGRILL®

DOUBLE QUARTER POUNDER®
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Policies introduced
•Chicago
•DC
•Montgomery Cty, MD
•Philadelphia
•Nassau Cty, NY
•Westchester Cty, NY

•AZ
•CA
•CT
•HI
•IL
•ME
•MA
•MI

•NJ
•NM
•NY
•PA
•TN
•VT
•WA



Menu Board in NYC



Anyone’s Guess
The Need for Nutrition Labeling at

Fast-Food and Other Chain
Restaurants

?

?

?

?

Report at: www.cspinet.org
?



www.menulabeling.org



Current default 
kids’ meal

Healthy default 
kids’ meal



Food Marketing Is Effective

• Companies spend $10 billion a 
year marketing food to kids

• Studies show marketing gets 
children’s attention & affects 
food choices, food 
preferences, purchase 
requests, diets & health
– Watching TV linked to obesity

• Kids misled by and don’t 
understand advertising

• Parents know marketing works



Saturday AM TV Ads
Restaurant

19%

Snack Foods 
18%

Candy
14%

Beverages
10%

Cereal & Cereal 
Bars
27%

Breakfast Pastries 
3%

Yogurt
4%

Frozen Novelties
3%

Packaged Meals & 
Entrees 

3%

Batada, Seitz, Story & Wootan, JADA, 2008. 



Youth-Targeted Food and Beverage Marketing

$10.5 billion per year

Packaging
$3 billion

Promotions
$4.5 billion

Ads
$1 

billion

Public 
Relations
$2 billion

Advertising, 

Marketing and the 

Media: Improving 

Messages. Institute 

of Medicine, 2004.



Guidelines for Responsible Food 
Marketing to Children

Industry should develop and strictly adhere to 
marketing and advertising guidelines that minimize 

the risk of obesity in children and youth.

Institute of Medicine of the National Academies, 2005

Center for Science in the Public Interest
www.cspinet.org/nutritionpolicy/

kidsmarketingguidelines.pdf



BBB’s Food and Beverage 
Advertising Initiative

Pros Cons
+ 70% of ads - No entertainment companies
+ Plans will be public - Voluntary/? enforcement
+ Nutrition std - No industry-wide nutrition std

-- need stronger standards
+ Reduce licensed - Licensed characters on packages 
characters in ads

+ Covers TV, radio, web, - Doesn’t address on-package 
prod placement, and other marketing
magazines

+ Limits ads elementary - Not middle and high schools
schools



Entertainment Companies

• Nickelodeon, Disney, Cartoon Network,
Discovery Kids

• Limit use of licensed characters
• No nutrition standards for TV, radio, 

magazines, Internet, & other marketing



Prohibit Junk-Food Marketing in Schools
through federal, state or local policy



CDC Funding for Nutrition 

and Physical Activity 
(in millions)
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CDC state physical activity 
and nutrition grants



Soft drink taxes

• Current funding for nutrition and 
physical activity is inadequate

• 17 states and Chicago have taxes

• Some state soda taxes are earmarked

• 1¢/12 oz. soft drink = $1.5 billion 

per year nationally (AR tax= $40 M)



Why Policy:
Why nutrition policy is 

important

Policy Options:
Policies and programs to 

promote nutrition and 
physical activity

Get Involved:
What you can do

Find Out More:
Why its hard to eat well 

and be active in 
America today

The National Alliance for 
Nutrition and Activity

Learn more about how to 
eat well

• Eating well and being physically active takes more than just 
willpower. We need programs and policies that make healthy 
food more available, that disclose the calorie content of 
restaurant foods, and that teach people how to make healthy 
eating easier. There are existing nutrition policies and 
programs, like Nutrition Facts labels on packaged foods, 
nutrition standards for school lunches, and regulation of food 
additives. But more needs to be done to help people who want 
to eat well and prevent diet-related disease.

www.cspinet.org/nutritionpolicy



To Do:

�Channel interest in obesity 
into meaningful changes

�Prioritize & focus

�Fit to your interests, 
skills, reach 

�School food, menu 
labeling, marketing

�Workplaces, preschools, 
access to supermarkets/ 
produce, breastfeeding 


