


Chairmen, Rankingylembers ad Members othe Commitee aad Subcommittes, lam
David C. Vladek, Director of theBureau ofConsumer Protection of the#erl Trade

Commission (FTC a Commisdon). The Commission is pleasal to have this qop 200 @D T (9.)J9 A0.!

! This written statement peesats the views of theddenl Trade Commissin. My oral
presatation and reponses to questions are own and do not nessaity repesent the vies
of the Commission or of anfgommssioner.



The HC, togeher with the Commissioner of th@éd and Dug Administration,
the Director of theCenters foDiseaseControl and Prevention, and tBecréary
of Agriculture, who have gpertise ad experiencén child nutrition, child health,
psychology, educaion, marketing, and other fields relevart to food ard beverage
markeing and child nutrition standards shall establish therdagencyWorking
Group on Food Marketed to Children (Working Group). The Working Group is
direded to conduct atudyand devip reemmendations for standis for the
markding of food wha such marking tagets children o arel7 yeas old or
younger orwhen suhb food represats a signicant componet of the diets of
children. In developing such gandards, the Working Group is directed to
consider i) positive and negfive contibutions of nutrients, ingéents, and food
(including caloiies, portion sie, saturted fd, trans fat, sodium, added sugars,
and the pesene of nutrients, fruits, vegtables, ad whole gains) to the dies of
suwch dhildren; and (2) evidence concerning therole of consumption of nutrients
ingredients and foods in preventing or promaing the development of obesity
amoryg swh children. The Working Group will degermine the scope of themedia
to which such gandards stould apply. The Working Group shdl submit to
Congess, not later tmduly 15, 2010, a y@ort containinghe finding and
recmmendations of the Workingroup?

This testimonywill describe theCommssion’s effots to fulfill that chage bydeveloping
recmmmendations to Congse for voluntaryprinciples to gide industryself-requlation. The
testimonywill focus on the FC’s role, & the agncywith marketingexpertise, to develop
workable paametes for ddining children’'s marketing This testimonyeaves to the Depament
of Health and Human Seices (FHHS) and USDA, athe agncies with health and nutrition
expertise, the discussion of how the Workiaigoup is shapings proposal on the nutritional
principles for food marketed to children. Hrst, however, the Conmission would like to put this
current efort in context byexplaining the FC’s activities preedingthe formaion of the

Working Gioup.

2 Omnibus Appropriations Act, 2009, Division D i&ncial Sevices ad Geneal
Federd Governmat, Appropriations At 2009, Pub. LNo. 111-8, HousAppropridions
Commitee Print at 983-84.



FTC Focus on Self-Regulation

The FH'C has longheen a advocéee for strongand meaingful self-regulation to improve
the nutritional profile of théoods markeed diretly to children. Childhood obesityow
represents one dhe most serious and coskigalth thrats faing theUnited States. Ovéhe
past three decades, rates d obesity have grown a an darming pace.® Tackling childhood dbesity
is acomplex task that requires the combined and cooperative efforts of al segments of society —
fairely, schools, communities, gavenent, and thenarkeplace.

In keeping

? Prevalace ofObesityAmongChildren and Adolesmts: United States, Trends 1963-
65 Throudp 2007-2008available at www.cdc.gov/nchgdaa/hesta/obesity child 07 08.htm.

* Institue of Madicine, Food Marketing to Children and Youth: Threat or Opportunity?
(The National Acalemies Press 2006) 207-308. The@M also found strongvidene that
exposure to television advertisirgyassociated ih adiposityin both children undet2 and
teens 12-18gas. The OM noted that “gen a smiinfluence agyregated ovethe antire
population of Amerian childreé and yuth, would be consgiential in impact.’ld. at 308.
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http://www.cdc.gov/nchs/data/hestat/obesity_child_07_08.htm.

industryspent more than $1.6 billion dollars to marked to children usingot just TV
advetising, but also higly integated markéing campaigs that weee togetherinternd, digital
markeing, word of mouth, cross-pmotions wih popular movies, in-schoot@vities, and many
other techniques® The Commission’s dforts © date have been to encourage food companies to
harness that tremendous nkating powerand ceative knowhow to enourage children to eat
nutritious foods. The Comns®n appreates, howeer, thd to be succesful in this endeavor
food compaies must beigen leevay to shape mapproah that will promote childm@s hedih,
without being ovdy burdensome on industry

The focusonindudry sdf-regulation has produced postive resuts. TheFTC’s first
workshop onthis issue was in 2005 — ajoint éfort with HHS — and resuted in the 2006 report to
Corgress. The Commission firmly bdieves thet the FTC/HHS report was drectly responsible
for the 2006 lanch of amajor initiative bythe food industrnand that subseqnereports hee
led to the impressivexpansion of that initiative since its launch. T2@06 repdrcommended
the ealy efforts of individual food adwéisers to promote ladthier doices ad the efforts of the
Childreris Advertising Revew Unit (CARU) of the Council of Better BusnessBureais (CBBB)
to foster reponsible advéising. Oneof the r@ort’'s keyremommendations to food companies
was to“review and revise ther maketing practices with thegod of improving the overall
nutritional profile of the dods market to children, foexample, byadoptingminimum

nutritional standards for thefoods they market to children, or by otherwise shfting emphesisto

® FTC,Marketing Food to Children and Adolescents: A Review of Industry
Expenditures, Activities, and Self-Regulation, Report to Congress July 2008). The FTC is
currently competing afollow-up study of food maketing to dhildren and addescaents which it
plans to submita Congess latethis year



lower-caloiie, more nutritious product$."The gencies emphasized the value @a&elf-
regulatory gpproach, nating tha “effective indudry sdf-regulation can have significant benefits,
and ca, in manyinstances, @ress probl®s more quicklycreatively, and flibly than
governmat regilation.” The joint repdralso pointed out another obvious adheap to self-
regulation — that it iSparticularly beneicial in instances wtre it coves markéing activities
that the FTC, FDA, and other gencies lack the athorityto challeng.” The Children’s Bod
and Beveage Advetising Initiative (CFBAI), underthe supervision of the (B, was launbed
later tha same gar®

The Commission has publy supported the (BAI’s effort to devéop a selfregulatory
progam, from its nception, and feaencouaged broa industryparticipdion in the initative.
The Commission has keen pleased to see theprogram grow from its 10 charter companies toits
current 17 membes; repesenting?5 perent of total food ad beveage advetising to childre.*°

Along the way the FTC has pointed to aas whee theprogam ®uld be strentipened, ad the

interadion between th€FBAI and the Commission has alvgdyeen onstructive.

® The joint FTC/HHS workshop waheld in &ily 2005, and aaport issued in April 2006.
FTC/HHS,Perspectives on Marketing, Self-Regulation, and Childhood Obesity: A Report of a
Joint Workshop (April 2006), Exec. Summargt iii-iv.

" 1d. a 39, quating former FTC Charman Deborah Mgjoras.
% 1d. at 39.

° At its launch, the initiative consisted of pledgoyten food, beerage, and estaurat
companies toadhere to thar own individualized nutrition principles when maketing foods to
children.

19 Council of Béter Business Buraus,;The Children’s Food & Beverage Advertising
Initiative in Action: A Report on Compliance and Implementation During 2009 (Dec. 2010) &t |.
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Working Group Process



FTC Public Fanm, Szing Up: Food Marketing


http://www.ftc.gov/bcp/workshops/sizingup/index.shtml
http://www.ftc.gov/os/2011/04/110428foodmarketproposedguide.pdf
http://ftc.gov/os/comments/foodmarketingstudy/index.shtm

proposal as metha would sgnificantly improve the nutritional profile of foods maketed to
children.

Perhaps mog important, the comment period provided an goportunity for the CFBAI to
finalize and submit to the Wking Group auniform set of nutrition principles of its own. The
CFBAI proposal is considably stronger than the curent individual pledgs of the meber
companies, rad also resonablyachiezable within a shortetime frame than theive yeas
initially proposed byhe Working Goup* The WorkingGroup reognizes that the CFBIA
effort repesents substantial pnags byindustryand that its appraa warants caréul
consider#on.

As a result of the mangomments weectaved from vaious stakeholdsrand an
assessment of tHeFBAI proposal, the Workin@roup is in the midst of making sidicant
revisions toits preliminary proposal. The anticipated revisions ¢go along way to aldress
industrys conerns ad sharenuch in common with the new BRI uniform nutrition
standards. Kkhough the eport is not gt final, the dllowing highlights some of thenore
significant revisions contemplated for @ieing the scopef children’s markeing to which the

nutrition recommendations would apply.

14 CFBAI proposed limits on calories, sated ft, trans #t, sodium and total suga
across en categories d foodsand aso proposed minimum ntributions of nutrientsto
encouace foreat catgory. The CFB\l members ammitted to meetinghese unifam
nutrition principles for khfoods marketd to children bytheir compaies befoe 2014.
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As curently contemplated, th&/orking Gioup reommendations on the scope of
children’s media a substantiallgimilar to the pproad used cuently by the vast majorityf
companies participating in the CFBAI sdf-regulatory program and will cover dl the mog
important aspes of childrens marketingvithout being undulyestridive.

Conclusion

The Commissionhtanks this Comiittee for bcusingattention on the clianging
guestion of how to combahitdhood obesityand forgiving the WorkingGroup membies an

opportunityto discuss our shatepal of improvingchildren’s health.
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