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Candy 
14%

Beverages 
10%Yogurt 4%

Breakfast Pastries 3%

Frozen 
Novelties 3%

Packaged 
Meals & 

Entrees 3%

Cereal Bars 
27%

Food Marketing to Kids: 
$2 Billion a Year

Food Marketing to Kids: 
$2 Billion a Year

TV Food Ads Viewed 
per Year

TV Food Ads Viewed 
per Year

• 4,400   2-7 year olds

• 7,600   8-12 year olds

6 000 13 17 ld

• 4,400   2-7 year olds

• 7,600   8-12 year olds

6 000 13 17 ld• 6,000   13-17 year olds• 6,000   13-17 year olds

On-package MarketingOn-package Marketing

• Premiums, toy giveaways

• Company characters

• Licensed characters

• Premiums, toy giveaways

• Company characters

• Licensed characters

• Contests

• Games

• Website promotions

• Contests

• Games

• Website promotions



8/9/2011

7

Snack Brand BooksSnack Brand Books Marketing via Cell PhonesMarketing via Cell Phones
• Mobile games, ring-tone and 

wallpaper giveaways, text-in trivia 

contests and sweepstakes

• Mobile games, ring-tone and 

wallpaper giveaways, text-in trivia 

contests and sweepstakes

Marketing via Cell PhonesMarketing via Cell Phones

• 36% of 10-11 yr olds their own                

cell phones 

– Up from 20% in 2005

• 36% of 10-11 yr olds their own                

cell phones 

– Up from 20% in 2005

• 49% of kids age 6-11 use cell   

phones for playing games

• 49% of kids age 6-11 use cell   

phones for playing games
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Drinks, 
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Ready-to-
eat Cereal

Sugars and 
Honey, 3.5% All Other 

Foods, 
17.5%

Soda, 

Energy drinks, 
Sports drinks 

35.7%,
35.7%

Fruit Drinks, 
10.5%Tea, 3.5%

Grain and 
Dairy-based 

Desserts, 
19.4%

Candy, 6.1%

eat Cereal, 
3.8%

Source: Dietary 
Guidelines for 

Americans, 2010

35.7%
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%

Dairy Desserts, 3%

Burgers, 2%

Regular Cheese, 2%

Ready-to-eat 
Cereals, 2%

Sausage/Franks/Bacon
/Ribs, 2%

French Fries, 2%
Candy, 2%

Nuts/Seeds & Their 
Mixed Dishes, 2%

Eggs/Egg Dishes, 2%

Rice/Rice Dishes, 2%

Quickbreads, 1% Cold Cuts, 1%

Soda/Energy/Sports/
Fruit Drinks, 7%

Grain-based 
Desserts, 

6%
Yeast 

Breads, 6%

Chicken/Chicken 
Dishes, 6%

Pizza, 5%

Alcoholic Beverages, 
4%

Pasta/Pasta Dishes, 
4%

Tortillas/Burritos/Tacos, 
4%

Whole/Reduced 
Fat Milk, 4%

Dishes, 3%

Source: Dietary 
Guidelines for 

Americans, 2010
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Public policy can make it easier for 
Americans to eat well and be active
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