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Why It Matters
For the majority of Americans who do not use tobacco, the most important behaviors to reduce cancer risk are maintaining a healthy weight, making healthy dietary choices, participating in regular physical activity, and limiting alcohol consumption.[endnoteRef:1]  Overweight and obesity are clearly associated with an increased risk of developing 13 cancers: endometrial, esophageal adenocarcinoma, gastric cardia, liver, kidney, multiple myeloma, meningioma, pancreatic, colorectal, gallbladder, breast, ovarian, and thyroid.[endnoteRef:2] [1:  American Cancer Society. (2019) Cancer Facts and Figures, 2019. Atlanta, GA: American Cancer Society]  [2:  Lauby-Secretan, B., Scoccianti, C., Loomis, D., Grosse, Y., Bianchini, F., Straif, K. (2016) Body fatness and cancer—viewpoint of the IARC Working Group. New England Journal of Medicine. 375:794-798. doi:10.1056/NEJMsr1606602] 


Obesity rates have doubled among adults and tripled among children in the U.S. in recent decades.[endnoteRef:3]  Currently, 35% of youth aged 2-19[endnoteRef:4] and 71% of adults[endnoteRef:5] are overweight or obese.  Yet many of these same children are undernourished, with low intakes of fruit and vegetables, legumes, and whole grains that would provide the necessary nutrients for growth and development of their bodies and brains.[endnoteRef:6] [3:  Trust for America’s Health. (2016). The state of obesity: better policies for a healthier America 2016. Retrieved from https://media.stateofobesity.org/wp-content/uploads/2019/02/19162040/stateofobesity2016.pdf]  [4:  Fryar, C.D., Carroll, M.D., Ogden, C. (2018) Prevalence of overweight, obesity, and severe obesity among children and adolescents aged 2-19 years: United States, 1963-1965 through 2015-2016. Centers for Disease Control and Prevention (CDC). Retrieved from https://www.cdc.gov/nchs/data/hestat/obesity_child_15_16/obesity_child_15_16.pdf]  [5:  Fryar, C.D., Carroll, M.D., Ogden, C. Prevalence of overweight, obesity, and severe obesity among adults aged 20 and over: United States, 1960-1962 through 2015-2016. Centers for Disease Control and Prevention (CDC). Retrieved from https://www.cdc.gov/nchs/data/hestat/obesity_adult_15_16/obesity_adult_15_16.pdf  ]  [6:  Via, M. (2012). The malnutrition of obesity: micronutrient deficiencies that promote diabetes. ISRN Endocrinology. 2012: 103472. doi:10:5402/2012/103472] 


Research shows that our food preferences are established when we are very young and can influence our dietary choices for a lifetime.[endnoteRef:7]  Children who are overweight or obese are also more likely to remain overweight in adulthood.[endnoteRef:8]  Being overweight or obese can have negative impacts on children, both physically and psychologically.[endnoteRef:9]  Excess body weight is also associated with poor academic achievement and a decreased quality of life.[endnoteRef:10]   [7:  Beauchamp, G.K. & Mennella, J.A. (2009) Early flavor learning and its impact on later feeding behavior. Journal of Pediatric Gastroenterology and Nutrition. 48:S25-S30.]  [8:  Sahoo, K., Sahoo, B., Choudhury, A.K., Sofi, N.Y., Kumar, R., Bhadoria, A.S. (2015). Childhood obesity: causes and consequences. Journal of Family Medicine and Primary Care. 4(2), 187-192. doi: 10.4103/2249-4863.154628]  [9:  Ibid.]  [10:  Ibid.] 


What children eat today will impact their future cancer risk.  Unhealthy food marketing to youth has been shown to be a major contributor to poor diet choices[endnoteRef:11]   [11:  American Cancer Society. (2011) Comment Letter to Federal Trade Commission on “Interagency Working Group on Food Marketed: Proposed Nutrition Principles FTC Project No. P094513”. Retrieved from https://www.fightcancer.org/sites/National%20Documents/ ACS-CAN-Comments-on-IWG-Proposed-Nutrition-Principles-for-Food-Marketing-to-Children-7-14-11.pdf  ] 


The marketing of unhealthy foods and beverages creates an environment that fosters harmful consumption choices.  Restricting inappropriate marketing is an important strategy for promoting nourishing food and beverage choices that support optimal growth and development of children and reduce cancer risk.  

[bookmark: _Hlk17273038]The Harm of Marketing Unhealthy Foods and Beverage 
Food and beverage companies spend billions of dollars each year to aggressively market foods to youth that are high in sugars, fats and salts while there is almost no marketing of fruits, vegetables and whole grains.[endnoteRef:12]   Companies target youth and adolescents with a variety of strategies, including food packaging, toys, television, radio, billboards, print ads, as well as “point of sale” advertising in stores and fast food restaurants.[endnoteRef:13]  They also sponsor sporting events, scholarships and contests, and they pay for product placement in movies and TV shows.[endnoteRef:14]  In recent years, they have been able to target ads for products like sodas, energy drinks, candy and fast food through phones, gaming platforms, and social media sites, so youth are exposed to this marketing many times each day.[endnoteRef:15]  [12:  Harris, J.L., Frazier, W., III, Kumanyika, S., Ramirez, A.G. (2019). Increasing disparities in unhealthy food advertising targeted to Hispanic and Black youth. Report prepared for UConn Rudd Center for Food Policy & Obesity. Retrieved from www.uconnruddcenter.org/targeted-marketing   ]  [13:  Berkeley Media Studies Group. (2017) Health equity & junk food marketing: Talking about targeting kids of color. A framing brief from Berkeley Media Studies Group. Berkeley Media Studies Group, a project of the Public Health Institute. Berkeley, CA.  Retrieved from www.bmsg.org/resources/publications/health-equity-junk-food-marking-talking-about-targeting-kids-color/]  [14:  Ibid.]  [15:  Ibid. ] 


Research has demonstrated that advertising of food and beverages is associated with children’s purchase requests, consumption patterns, and body weight.[endnoteRef:16] Adolescent brains are still developing, so they are less able to resist immediate pleasure, like a sweet treat, in favor of a more abstract future benefit like health.[endnoteRef:17] Everyday, 64% of youth under age 20 consume at least one sugary beverage and 41% of teens consume fast food.[endnoteRef:18] [16:  Powell, L.M., Wada, R., Kumanyika, S. (2014) Rachial/ethnic and income disparities in child and adolescent exposure to food and beverage television ads across the U.S media markets. Health & Place. 20:124-131. doi: 10.1016/j.healthplace.2014.01.006]  [17:  Harris, J., Heard, A., Schwartz, M. (2014) Older but still vulnerable: All children need protection from unhealthy food marketing.  Yale Rudd Center for Food Policy & Obesity.  Retrieved from www.uconnruddcenter.org/files/Pdfs/Protecting_Older_Children_3_14.pdf]  [18:  Ibid.] 

Promoting Inequity
By virtue of their zip code, low-income youth are exposed to more junk-food advertising on billboards and window advertising.[endnoteRef:19]  Low-income neighborhoods are less likely to have access to affordable, healthy food options.  They are more likely to live near fast-food restaurants and to rely upon corner stores instead of supermarkets for groceries.[endnoteRef:20]  Low-income communities suffer higher rates of nutrition-related disease than their higher income counterparts, and they are also exposed to more junk-food advertising.  [19:  Ibid.]  [20:  Trust for America’s Health. (2016). The state of obesity: better policies for a healthier America 2016. Retrieved from https://media.stateofobesity.org/wp-content/uploads/2019/02/19162040/stateofobesity2016.pdf] 



Ethnic minority youth from all income levels are also exposed to higher levels of junk food marketing.  In fact, while total spending for television advertising of food decreased slightly from 2013 to 2017, total food-related advertising for black audiences increased by more than 50%.[endnoteRef:21]  Marketers use cultural icons and appeal to ethnic identity to promote unhealthy food and drink choices to black and Hispanic/Latino youth.[endnoteRef:22]   The majority of this advertising is for fast-food, candy, snack foods, or sugary drinks.[endnoteRef:23]   [21:  Ibid.]  [22:  Kramer, K., Schwarte, L., Lafleur, M., Williams, J.D. (2013). Targeted marketing of junk food to ethnic minority youth: fighting back with legal advocacy and community engagement. In Williams, J., Pasch, K., Collins, C. (eds) Advances in Communication Research to Reduce Childhood Obesity. Springer. New York, NY. doi: 10.1007/978-1-4614-5511-0_18]  [23:  Ibid.] 

[bookmark: _Hlk28862103]Policy Strategies for More Responsible Food & Beverage Marketing to Youth
There is no single policy to effectively address the marketing of unhealthy foods and beverages to youth.  ACS CAN supports the following recommendations as possible strategies to reduce the quantity of unhealthful marketing, mitigate the impact of unhealthy marketing that persist, and increasing healthier options.
· [bookmark: _Hlk20932929][bookmark: _Hlk18498580][bookmark: _Hlk28862500]Support policies for healthy default options for kids’ meals by requiring that milk or water, instead of sodas, be offered as the default beverages.  These policies may also require that fruit, vegetables or yogurt be offered as sides, instead of French fries or desserts.
· [bookmark: _Hlk20932994]Advocate for policies that mandate healthy vending in machines, concession stands, or cafeterias in all public places, public parks, recreation facilities, and other government sites.
· [bookmark: _Hlk20933058]Support policies that require all food marketed in schools meet the U.S. Department of Agriculture’s Smart Snacks in School nutrition standards.

For more information on ACS CAN’s advocacy work around healthy eating and active living environments, please visit https://www.fightcancer.org/what-we-do/healthy-eating-and-active-living.   
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