
This is a good example of a letter written in response to an article discussing the obvious 
link between TV ads and increased junk food consumption for kids. It clearly articulates 
the main goal of banning food and beverage advertisements to kids. 
 

Saying no to Sponge Bob 
Sana Chehimi, Oakland 
(Washington Post, December 12, 2005) 

 
Both as a new parent and public health professional, I don’t want Sponge Bob to 
advertise any products to my son, whether carrots or sugary cereals (TV ads for junk food 
tied to obesity, disease. Science panel urges industry to curtail marketing to children, 
12/7). While attending a recent meeting in which the food and beverage industry paraded 
their efforts at promoting healthy products, I was struck by the ease with which children 
were referred to as “consumers”. As adults it is our responsibility to protect children from 
anything that may harm their health— that means banning food and beverage advertising 
to kids. Period. 
 
Original article 
“TV ads for junk food tied to obesity, disease” 
Caroline E. Mayer 
(Washington Post, December 7, 2005) 

 
Advertising junk food on television has enticed children into eating huge amounts of 
unhealthy food, leading to a sharp increase in obesity and diabetes, according to a report 
issued Tuesday by a prestigious national science advisory panel.  

The Institute of Medicine, a government-chartered institution that studied the health 
effects of food advertising on children for Congress, said most foods and beverages 
introduced and marketed to children are high in calories, sugar, salt and fat and low in 
nutrients.  

"There is strong evidence that exposure to television advertising is associated with" 
obesity, the report said.  

The institute called on food and beverage manufacturers and restaurants to create more 
healthful products -- and shift their advertising emphasis to promote them. If these 
companies fail to, the report added, Congress should step in and mandate changes, 
especially for TV ads.  

The institute also called on Congress to enhance nutritional standards and create 
incentives, including awards and tax breaks, to encourage companies to develop and 
promote healthful products for children and adolescents.  

"There is growing evidence that the early life environment is an important determinant of 
obesity later in life," so significant changes are needed to reshape children's attitudes and 
practices, the report said.  



The report is in response to a congressional directive to review the influence of food 
marketing on the diets and health of children, after the government reported a sharp 
increase in the number of obese children and teens.  

"The dietary patterns of our children and youth put their health at risk," the report said. 
These patterns "have been reinforced if not encouraged by prevailing marketing 
practices," and any turnaround has to depend on aggressive and sustained leadership from 
the government, parents, schools and the food and beverage industries, the report said. 
"This is a public health priority of the highest order."  

The institute found that children between ages 2 and 15 currently influence about $500 
billion of purchases a year, compared with $295 billion in 1993. In 2004, food and 
beverage companies spent an estimated $10 billion to market foods to America's youth. 
The number of new food products designed for kids is growing at a far faster rate than 
new food products in general, and for the most part, these new kids' products were high 
in total calories, sugar or fat, the report found.  

The American Advertising Federation, which represents food marketers, advertising 
agencies and media firms, criticized the report for failing to note many of the changes 
food companies have taken in the past year. Some fast-food restaurants such as 
McDonald's have added more healthful alternatives to their menus, including milk and 
apples in kids' meals.  

"It's disconcerting that the report doesn't bother to recognize the specific industry 
initiatives that have been under way for the past year to combat childhood obesity," 
federation President Wally Snyder said.  

The institute's report was based on a review of more than 120 studies of the effects 
marketing may have on children's diets and health.  

It noted that most of these studies focused on television ads, although every year they 
account for a smaller proportion of marketing as manufacturers turn to other strategies, 
including Internet marketing, mobile phone ads, product placement in movies and video 
games and viral marketing, or trying to create buzz about their products. In fact, the study 
said, only 20 percent of all food and beverage marketing in 2004 was devoted to 
traditional TV, radio, print and billboard marketing.  

Many marketing dollars are instead going to product placement, in-school marketing, 
special events marketing and licensing popular characters to sell products -- for instance, 
SpongeBob SquarePants in ads for candy, Spider-Man in ads for Pop-Tarts and Winnie 
the Pooh in ads for sugared cereal. 

The institute said that such popular characters should only be used to promote products 
that support healthful diets. At the same time, entertainment media should incorporate 
storylines that promote healthful eating, the report said.  


