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FAT IS BAD, BUT GOOD FAT IS
GOOD. WHAT ABOUT FISH? WINE?
NUTS? ANEW APPETITE FOR
ANSWERS HAS PUT SCIENCEON A
COLLISION COURSE WITH THE MEDIA.

FOOD

BY BARBARA KANTROWITZ AND CLAUDIA KALB
OU COULDN'T MISS THE HEADLINES.
The New York Times: LOW-FAT DIET
DOES NOT CUT HEALTH RISKS, STUDY
FINDS, The Atlanta Journal-Constitution:
REDUCING FAT MAY NOT CURB DIS-
EASE. The Boston Globe: STUDY FINDS
NO MAJOR BENEFIT OF A LOW-FAT DIET. The Los
Angeles Times: EATING LEAN DOESN'T CUT RISK.
When the results of a massive, federally funded study
were released last month, TV, newspapers and, ves, mag-
azines around the country trumpeted what seemed to
confound conventional wisdom and standard medical
advice. Fat, these articles scemed to say, wasn't so bad for
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EATIN-C

You shouldn’t have to be an Einstein to figure out what to eat for supper
or what to buy at the supermarket or how to get your family members to sit
down and eat the same meal at the same time—preferably one that’s healthy.

But those simple questions have become absurdly complicated in an era of W y h I d '1-
conflicting dietary advice, too many food choices and not enough common- O u S o u n
sense tradition to guide us. In this special report, we offer some nutritious
fare on topics ranging from grocery shopping to willpower. Bon appétit! b
lllustration for TIME by Hanoch Piven ave T O e a n
Einstein to figure

for supper”

Time 6-12-06




Eat Less
Move More

Eat Fruits and
Vegetables

Don't Eat Too Much
Junk Food

Enjoy!




Obesity Fear Frenzy Grips Food Industry

Why Coke's Creative Chief Esther Lee Isn't Alone In
Fearing FTC, Critics

"Our Achilles heel is the
discussion about obesity..It's
gone from a small, manageable
U.S. issue to a huge global issue.
It dilutes our marketing and
works against it. It's a huge,
huge issue."

--Advertising Age, April 23, 2007




Childhood Obesity, %
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The personal
responsibility approach:

"If people want to eat
their way to grossness
and an early grave, let
them”

Remedy:
Teach individuals |




HOW ABOUT
ANTI- nBEslw
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ACTUALLY WORKS?
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UM...IT'S
CALLED
'PARENTING"




ience Times

Ehe New Jork Times
The Gorge-Yourself Environment

By ERICA GOODE

From giant sodas to supersize burgers to
all-you-can-eat buffets, America’s approach
to food can be summed up by one word: Big.

Plates are piled high, and few crumbs are
left behind. Today's blueberry muffin could,
in an earlier era, have fed a family of four,

But social norms change. Free love has
given way to safe sex. Smokers have be-

gimlet have yielded to the mojito and the
cosmopolitan,

Now many health experts are hoping that,
in the service of combating an epidemic of
obesity, the nation might be coaxed into a
similar cultural shift in its eating habits.

Traditionally, the prescription for shed-
ding extra pounds has been a sensible diet
and increased exercise, Losing weight has
been viewed as a matter of personal respon-
sibility, a private battie between dieters and

But a growing number of studies suggests
that while willpower obvicnsly plays a role
people do not gorge themselves solely be-
canse they lack self-control.

Rather, social scientists are f(inding, a
host of environmental [aclors — among
them, portion size, price, advertising, the
availability of food and the number of food
choices presented — can influence the
amount the average person CoOnsumes.

“Researchers have underestimated the

ment on eating,’' said Dr. Psul Rozin, a
professor of psychology at the University of
Pennsylvania, who studies food preferences.

Give moviegoers an extra-large tub of
popcorn instead of a container one size
smaller and they will eat 45 to 50 percent
more, &8 Dr. Brian Wansink, a professor of
nutritional science and marketing at the
University of Ilinois, showed In one experi-
meni. Even Il the popcorn is stale, they will
still eat 40 to 45 percent more.

More Food, More Choices, More Eating

In an affiuent society. decisions about whal and how much to eat are dictatad by many Taotors besides hunger
Bigger, cheaper and mare varied meals, heavily advertised and widely available; may induce people to eat more than they nead to.
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USA TODAY Snapshots®
Packing on the pounds |

Average percentage of
obese” adults in the USA:




Decline in reported INACTIVITY
1994 - 2004 (cbc/MMWR October 7, 2005)
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United Statas Departmant Of Agriculturs
Agricultural Research Service

D2 325

Calories per person per day

1980s Now

Food supply 3,200 3,900 + 700
<4 Reality ?
Dietary infake 1,900 2,100 + 200
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MOREMOMS STAYING
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Restaurants feel the heat as
number of women in the
work force flattens
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Mountains of Corn and a Sea of Farm Subsidies

By ALEXEI BARRIONUEVO

RALSTON, Iowa, Nov. 4 — As
Iowa finishes harvesting its second-
largest corn crop in history, Roger
Fray is racing to cope with the most
visible challenge arising from the
United States’ ballooning farm sub-
sidy program: the mega-corn pile.

Soaring more than 60 feet high and
spreading a football field wide, the
mound of corn behind the headquar-
ters of West Central Cooperative
here resembles a little yellow ski hill.
“There is no engineering class that
teaches you how to cover a pile like
this,” Mr. Fray, the company’s exec-
utive vice president for grain mar-
keting, said from the adjacent road.
“This is country creativity.”

- At 2.7 million bushels, the giant
pile illustrates the explosive growth
in corn production by American
farmers in recent years, which this
year is estimated to reach a na-
tionwide total of at least 10.9 billion
bushels, second only to last year’s
11.8 billion bushels.

! ; HrkKegﬂns for E New York Times
About 2.7 million bushels of corn is piled 60 feet high on the ground be-
side full elevators at an agricultural cooperative in Ralston, lowa.

NYT 11-9-05
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Early 1980s: "Shareholder Value Movement”
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Nestlé’s Profit Clim

By MARTIN GELNAR

VEVEY, 5witzerland~Nes’dé SA re-
ported a 16% rise in full-year net profit,
boosted by price increases and tight cost
controls, and signaled it may So0n sellits
majority stake in US. phanﬂaceuﬁcal
company Alcon Inc.

The world’s Jargest food and bever-
ages company by revenue, \with brands
such as Maggh, Nescafé and Pperrier, said
net profit for 2007 rose 1O 10.65 billion
Swiss francs (SQ.GBbillion) from the year-
earlier figure of 9.20 billion francs, beat-
ing analyst expectations of 10,38 billion

francs. 1t also announced a dividend in-
crease and a stock split. The company

doesn’t break out quz\rterly earnings.
oflé said its huge size and_com-
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ects the upward trend to level
off. “Costs of agﬁculmml com-
modities will rise at a slower
pace overall this year: The price
ofmilk,ourmostimportantcate- T R e

ory, will even come down,” M.
Brabeck said.

Atonof milk powder surged
t0 $5,400 last year from $1.8002
ton.“We expectalevei of aroun
$3,000 this year,”
said. Milk accounts for about

Zs%ofNesﬂé'sag;‘iculturaltom—
modities hasket. Cocoad and cof-
fee prices, driven higher be-
cause of the involvement of
hedge funds, should also stabi-
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At amedia conference at its
headguarters here, Nestlé sai
it doesn’t see large acquisitions
in the smmediate future after
the recent sizable purchases.

Turning o Nestlé’s large

stakes in nonfood companies—
Alcon, aU.S. eye-care company
of which Nestle controls 76%,
and
1Oréal 84, in which Nestle
holdsa29% stake—Mr: Brabeck
noted Nestlé and Alcon may
soon part ways. «plcon doesn’t
need Nestle and Nestle doesn’t
need Alcon anymore,” Mr, Bra-
pecksaid. Adivestment of Alcon
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$40 billion

Kid Spending

Dereqgulation occurs
$4.2 billion

Consuming Kids, 2008




Food outside the home !

“"Eat more”:




"Eat more”: Larger portions |
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Fating

. Than We Think

Brian Wansink, Ph.D.
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"Eat more”: Ubiquity !




>
S
E
X
o
C
a

",
]

Eat more

1))




Frequency |

%) Fourth Meal - 4th Meal - FourthMeal.com - 4thMeal.com - It's the Late Night Meal Between Dinner and Breakfast - Presented by Taco Bell. - Mozilla ... g@
File Edit e Go B ks Tools  Help

L] httpe v, Fourthmeal . comyfinde =main.splash

ail || Windows Marketplace
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Late Nfght Hungey?
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One dollar ca Buy you:

A) Fresh lettuce, tomato and onions.

B) A quarter pound’ of 100% pure beef.
() A toasted sesame seed bun.

D) All of the above.

If you answered D, you're in luck, because the Big N Tasty® is on McDonald’s® Dollar Menu! ]
And don't forget to try our other Dollar Menu items like the McChicken® Sandwich, Snack-Sized Fruit'n Yogurt™* Parfait,
McValue® Fries, Apple Pies and more. Each for a dollar, every day at McDonalds.

y vary. [hicken wandwoch vty ooy vary, © *** UeDanald's

J [ vt £
1\ "
W=\3-02~

"Eat more”
Low prices !

Compare:
Salad = $4.99




Advocacy Regulations Lawsuits Wall Street

NN

Food Companies

/N N\

Do Nothing Deny Change Products Fight Back

* Repackage * Lobby
- Make new items * Exempt from Laws
- Self-endorse - Attack Advocates

- Make health claims * Blame Inactivity
 Blame Personal Choice



"Nutritionism"” = Calorie Distraction

The NeworkTimes Magazine

The Age of _..\lutritif_::snisrn




‘Use hutrition to sell foods
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Nutrition Labeling Act of 1990: Nutrient Content Claims
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Healthy Heart '_~;

= : :
With oat !71’(7?'?, potassium, and low sodium

Orig’inal
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AR 3 B 5= =" and M[[wﬂg}_myxmpﬁuh‘as fﬂ.‘fﬂy‘qkﬁ' Smart Start®.
’ -\ - ___Healthy Heartmay reduce the risk of high:blood|pressure
o i P =c and'stroke. ’ R
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GREAT
CHOCOLATEY

Lookfor this spdf 19
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,’strawbe I
Com ice and whoa‘egmm wheat — they're flakes and piiffs, all mixed w%er in
\ Berry Berry Good. These light, crunchy, easy to eat grains are alsé;

‘Wigh'in Fibre, -Zow in fat (98 fat§ree)
‘Made With wholegrain whedt  #=%
And a few Yoghurtcoated Flakes

That’s why Berry Berry Good has The Tick
- to show you it's good.
And to help smaller bodies make the most of this yummy cereal, Ber

Berry Good also includes a pre-bloﬁc F ibre (nothing to do with an
anti-bioticl) which makes sure the good bacteria in the tummy are doing their job, keeping things feeling good.

Hubbards is proud to sponsor the Ronald McDonald
House (Auckland), providing thousands of families

roﬂa|d mcdonafd house auckland .z ',l‘ with a 'home away from home' when their young

ones are critically ill.

a L

| o —_— B | New Zealand
| DI COUNTER : ': ERVE =0 NOVCmber 2007

ENERGY PRUTEIN FAT s 3 BE'DEDIUM
1 43 0.8 4g 39, 3 32 mg
| for details of achieving a 158 9 a ! 2 2 d

| balanced diet. 1 9_9% BG% 11%

| See side and back of pack
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' [HORIZON |

[ORGANICS

22007 Horizon Organic, e SDHA™ i trademark of Martek

oKy

SMART BALANCE

OMEGA 1™

&~ =

PEANUT £._=
BUTTER. |

No Trans Faliy Ac
No Hydrogenated Oils.

No Rlined Sugar. : % Now, our milk will really
' \ go to their heads.

Boost
~ Omega-3's with wizon Organic® Milk Plus DHA Omega-3... tc

Smart Balance” <

' Milk is now even more nutritious. That's because it's
aclude DHAY an all natural Omega-3, which suppo
Y

| function throughout life. Each delicious glassis full o

3, it’s the easy way to make a difference for your whol

LG L i
une Tasty nollup_“ mv-harizonorganic.com/DHA

ible brand of erganic milk with feSDHA™ Not to be used as infant formula.
NOW WITH PLANT STERDLS Packs an Omega-3 Wallop! ¥

B OMEGA-3'S FROM FLAX 0L

First Ma ing to 0 ith Benelits

Natural Plant Stert
500mg of Dmega
Mo Hydrogenation — N

Superb Ratio Dmega-6 lo

Hall the fat and calor
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Antioxidant Fruit”

petries stand out

THE #1 FRUIT INGREDIENT CHOICE

For poi

nowerful new product ideas, choose Wild Blueberries

the ingredient with extraordinary taste, superior
performance, a unique small size and outstanding S WILD BLUEBERRY

marketing appeal. Wild Blueberries have all the

advantages plus potentizl anti-aging benefits Cuninze

X e = : ) sLACenERRY
that have scientists and health-conscious

Frosen, dried, powder, extract or cancentrate, Wikd Blieberries are

CONSUIMErs -.']ll?.":l'lf_J,
the perfect ingredient clisice for exating sew prodict ideas,

NATURE'S #1 ANTIOXIDANT FRUIT"

rto recent USDA s

tudies, Wild Blueberries are highest In antioxidant capacity

T SEry

2 compared with more

1 20 other fruits'—higher than a serving of
cranberries, strz

. 2 o gety Mnn{ capnclly
s, prunes, raspberries and even cultivated blusberries. It's just

what tod ay's Cconsumers are lo '-kin‘._1 for ta Compared with 20 obher fruils, Wild Blucherries
2 rank 81 in USDA shidies measuring antievidant
fight cancer, heart disease and aging. capacity (ORAC) per serving,

Remember. NoT JusT BLUEBERRIES,
WiLD BLUEBERRIES'

=
5 W Blucherry Assactation of



The power of POM. Now in one little pill.

1000 milligrams. 0 calories.

Introducing POMx™ - a highly concentrated, incredibly powerful blend of all-natural polyphenol antioxidants
from the very same pomegranates in POM Wonderful 100% Pomegranate Juice. Our method of harr
astanishing levels of antioxidants is so extraordinary, it's patent-pending. So now you can get all the

antioxidant power of an 8oz glass of our juice in the convenience of a calorie-free capsule.

Ready to take on free radicals? Put up your POMx and fight them with a mighty 1000mg capsule — that’s more
concentrated pomegranate polyphenol antioxidants than any other 100% pomegranate supplement, A
initial UCLA medical study on POM Wonderful 100% Pomegranate Juice showed hopeful results for men w
cancer."® And preliminary human research suggests that our California-grown pomegranate juice also pro
health.2* Take your antioxidants into your own hands. Call 1-888-POM-PILL now, or visit pompills.com
your first monthly shipment for just $29.95 $24.95 with this coupon.

POM IN A PILL
CALL 1-888-POM-PILL now, or visit pompills.com/nyt
Not available in stores | 100% money-back guarantee

P e e ‘

1

! SAVE 55 onYouR FIRST ORDER, 3
Call 1-88E-POM-FILL or vigit pomphils.comimd and entar or manton
1 code NYTE at chediout. To pay by chack, call 1-883-POM-PILL for 1
15 instructinns. Hurry, afer expires July 31, 2007 ]
I |
1 1
L 4
fheart_beslth.haml 2 Thegs stz have st been avelimed by the
Feod and Drug Adminfatration TRiE g adUEe B S0t AIEeded m STagnoss, Wast, b g of pesvent aoy disdaca.
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COMBINATIONS

1.| Cholesterol 30mg

Nutrition Fact_s

Serving Size 1 package
eSS e e e ]
Amount Per Serving

Calories 450 Calories from Fat 110
% Daily Value*

Total Fat 12g
saturated Fat 5g
Trans Fat 0g
Sodium 600mg @

Total Carbohydrate 700 o

2006
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INSTITUTE OF MEDICINE
OF THE NATIONAL ACADEMIES

Food
Marketing

to Children
and Youth

Institute of Medicine
December 2005

Marketing to Kids*

= Research Enterprise
= Research Methods
Product Expenditures
Product Sales
Effects on Requests
Effects on Health

*Based on 123 Studies




$ 32.8 Million

Kellogg, 2007




m Brand Loyalty
m Pester Factor
m Kids' Foods




Kellogg to Phase Out Some Food Ads to Children

By ANDREW MARTIN

Froot Loops’ days on Saturday morning
television may be numbered.

The Kellogg Company said yesterday
that it would phase out advertising its
products to children under age 12 unless
the foods meet specific nutrition guide-
lines for calories, sugar, fat and sodium.

Kellogg also announced that it would
stop using licensed characters or branded
toys to promote foods unless the products
meet the nutrition guidelines,

The voluntary changes, which will be
put in place over the next year and a half,
will apply to about half of the products that
Kellogg currently markeis to children
worldwide, including Froot Loops and Ap-
ple Jacks cereals and Pop-Tarts.

Frosted Flakes, for example and Rice
Krispies with Real Strawberries will still
make the nutritional cut, though regular
Rice Krispies will not (too much salt).

The president and chief executive of

Kellogg, David Mackay, said that the prod-
ucts that did not meet the guidelines would
either be reformulated so that they did, or
no longer be advertised to children. _

“It is a big change,” Mr. Mackay said.
“Where we can make the changes without
negatively impacting the taste of the prod-
uct, we will."

If the product cannot be reformulated,
Mr. Mackey said, the company will either
market it to an older audience or stop ad-
vertising it.

‘The policy changes come 16 months af-
ter Kellogg and Viacom, the parent com-
pany of Nickelodeon, were threatened with
a lawsuit over their advertising to children
by two advocacy groups, the Center for
Science in the Public Interest and the
Campaign for a Commercial-Free Child-
hood, and two Massachusetts parents.

Because of the changes by Kellogg, the

Continued on Page 2
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Froot Loops and Apple Jacks would not make the cut under
new nutritional guidelines, but Frosted Flakes would.

NY Times 6-14-07




Watchdogs: Marketers
are sidestepping UK.
ban on junk-food ads

Groups chastise Kellogg, others for using web to
push sugar to kids and continuing to use cartoons

By EMMA HALL

ehall@adage.com

[LonpoN] UK. regulators have
clamped down on marketing junk
food to children, but critics are
howling that marketers are already
finding ways around new govern-
ment rules introduced Tuly 1.

the Tiger, are still allowed.
Marketers’ widespread use of car-
toon characters on packaging, while
legal, is condemned by the
Consumers’  Association. While
Disney and Warner Bros. no longer
use their cartoon characters to pro-
mote unhealthful food, many mar-
keters still overtlv target children in

THIS TIGER IS STILL
ROARING: Marketers'
own cartoons are
allowed in U.K. TV ads.

bedrock of the ban on advertising
junk food to children. Milk was con-
troversially banned, along with other
childhood staples such as cheese and
raisins, but following publicity about
the absurdity of the rules, milk’s fat
content was recalculated, and now it
can be advertised on TV before

?nm
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"Getting your child o eat

and your child's fuss about food, a glass

breakfast can be a struggle” % o w. \wm.ummmﬂmm.

1 serving =
* Fibre of 2 chapattis
+ Calcium of 2 glasses of milk}:

- 11 vitamins and minerals

1 serving of Kellogg's Chocos ﬁre%? 2 chopt;il;i_ﬁ.— C-;ulciun'of 2 glasses of .
Kellogg's Chocos with Calcium Shakti and fibre are enriched with 11 essential
vitamins and minerals that makes for a SOLID breakfast.

With delicious tasting Kellogg's Chocos for breakfast - your - kid will willingly
eat breakfast and drink milk - all at one go!

For a filled tummy and happy mummy-
) catiog's Ehos -
SOLID Breakfast for SOLID Nutrition !

* Comparisons done basis fibre in one serving Chocas tmmmmmmmmuzm
= mmdumhlmlumwtww(:hm 120 mi skim milk) and that in 2 glasses of
SmmNmHnwqullndbnmw National Instilule of Nutrition edition 2000,
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«OpdnNEess of
IEgEIaples
To be a hero in your own kingdom, you need
to be strong and healthy, That's why it's
Important to have a balanced diet,
including lots of vegetables vary day.

Why are they so good?

Five an day
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Cutting Shrek Down to Size
We'll leave it to the ethicists to determine der federally subsidized programs. But the array of|
whether Shrek, an animated ogre who is hugely pop-  soft drinks, candies, cakes, chips and other junk
ular with the preteen and preschool set, is too hob-  foods that students gorge on from vending machines

bled with conflicts of interest to serve as ahealth ad-  and school stores are a nuiritional wasteland, with
viser to his fans. Shrek is appearing in public serv-  lots of calories but dubious health value.
ice ads urging youngsters to exercise as an antidote The institute, at the request of Congress, has

to the worsening childhood obesity epidemic. Yethe now developed standards for foods that are not al-
Get Up And PLAY An HOUR A Day! St e i il
>

is being used promote all so;rr.su candies, cook-  programs. The standards promote the consumption
www.healthierUS.gov :ﬁ

ies, soft drip of fruits, vegetables, whole grains, low-fat dairy

products and other healthy foods, while limiting cal-
ories, saturated fat, added sugars and other men-
aces to health or waistlines. They effectively rule
role by noting that if you eat the junk food he pro-Yi out high-calorie, low-nutrient snacks and beverages,
motes, you will become as stout and potbellied as hed exile vending machines for even many gcceptable
is and will really, really have to exercise to takes snacks to lightly traveled areas, and ban marketing

. symbols on the machines (no Shreks allowed).
----- e Although the standards could help wean young

o~ standards for snack  people off junk foods and steer them toward healthy
foods in schools just proposed by the Institute of lifetime eating habits, it may be hard to wean school
Medicine, a unit of the National Academy of Sci- districts from the reventes they receive from snack
ences. Schools are already required to meet some  food vendors. Congress could assist by mandating
nutritional standards for the meals they serve un-  the standards.

“...if you eat the junk food he promotes, you will
become as stout and potbellied as he is and will

really, really have to exercise...”






» Resolarize the American farm
= Reregionalize the food system
= Rebuild America's food culture



Food as a new social movement




Food as a Social Movement: Production

Good, Clean, Fair—Slow

CARLO PETRINI

tionw wirh

GIGI PADOVANI

r“. CARLO PETRINI
slow food
revolution

ANEW CULTURE
for DINING and LIVING

WHY OUR FOOD SHOULD BE
GOOD, CLEAN, AND FAIR Ta kE.
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S pithficld to Phase Out Crates

Activistsalsosay that pigs. areintel-
ligent animats that develop compul-
sive behaviors while keptin the crates,
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Burger King
Shifts Policy
'On Animals

By ANDREW MARTIN
1 what animal wellure advocates
are describing as a8 spistorie 8l
wance” BUrger Ring. "
second-largest hamburger chain,
said yesierday that it would begin
| buying eges and park from suppliers
| that did not confine their animals I8
| cages and crates.
{ The company saji that it would
| q1s0 favor suppliecs af chickens that
“tcontrolied-atmospheric
rither alectric
shocks to knock birds unconseious
pefore slaughter, is considered &
| more humane method, though only a
handful of sinughterhouses use it

Donald’s, in nslatamﬂm."m\mﬂ wel-
fare 1 an ategral part of Mchonald's
cal e social espons] effon!
and supply chain practl
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The gestal

Europe.
“This is somewhat of a risky ™
for Smithfleld since its infependent
r the cost o

Greener p

e,

Con
] -\,,_"'1 Scicntiste
P

ey g

A Praject

of The Pew
Charitahle Truses
and Johs Haplins
Blacenberg Schoal
af Public Health

Putting Meat
on the Table:
Industrial Farm

Animal Production
in America

A Bepart of the Pew
Commission on Industrial

Farm Animal Production




Food as a Social Movement: Consumption

*C}“I*M%l_

LIGILIL

Tom Harkin (Dem-Iowa), March 16, 2005



SRR TS

s -

tap
water
is, on
average,
500 times
cheaper than
bottled water.”
boycott the




o ,g% The Food Ranking Movement
%’ {VENTION RESEARCH CEN

scientific conference

Orange 100

Banana a1

Almonds 82 Industry

OJ. 39

Sodas 1 SMART

CHOICES

PROGRAM
. GUIDING FOOD

. P . CHOICES

I, {9() CALORIES | () SERVINGS
: PER SERVING | - oJ PER PACKAGE

U.K. Gov't






Uncrustables: The latest in schoo
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NUT ---.:ltlﬂl'l Facts & klﬂ%w ) UNBLEACHED AL %;F%
| Serving Size 1 Sandwich %mmmmfm NI, SEDLCEFOV A
stmgsaar COntainerT ¥ Fﬂmﬁ@ﬂ%g% ﬁuc M%WA TER,
& Jc-r
"Amount Pe ¥ Hwnb&mmm%%%w
88310 Calories from Fat 150 », Egmﬂﬁ%&gmmga MORE OF:
Foi %Daily Value* azmrmhmn:mbu MONO AND
otal Fat 17 > & " DIGLYCERIDES [DATEM] MONO AND DIGLYCERIDES,
Yotm e 7Y B ETHQHVLATED MONOAND DIGLYCERIDES, SODM
Saturated Fat 10g e S}‘EAR{}Y{ LACTYLATE, CALCHUM PEROXIDE, ASCORBIC
Trans Fat 0.59 i TS (HAY mm&nfﬁn?saﬁugasgﬁ
— B NUTRIE
Cholesterol 55mg » Um D[EM PHOSPHATE, CALOIUM SULFATE,
Sodium 1000mg .- lauuomwsum , GALCIUM PROPIONATE (MAINTAIN
Total Carbohydrate 227 ; FHESHHESS.CGRH ARC& EﬁZfMESMH&WI
Dietary Fiber less than 1g | otk
Sugars 3¢
Protein 169
| VilaminA10% e Vitamin C 0%
{ Calcium 35% . Iron 8%
| *Percent Dally Valuss are based on a 2,000 calorie il Y
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The only thing missing is you.

- | lJ

1]
Ei

;JGMP! g /B

.\._ *:“5'-, SN0 A “:’r:"’ ".5 .r

Kellogg's® Morning Jump-Starts”
provide a turnkey breakfast solution
that reduces labor while supporting
more parficipation and more profits.

i Ralhog g o dw cyiromhsma. Com

cereals snacks cookies crackers cones veggie foods
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Robert Surles, known as Chef Bobo, with Lori Serling Sklar, a parent volunteer, in the
kitchen at the Calhoun School, where the menu is based on healthy, organic ingredients.

At Private Schools, Healthier Food
Wins Favorable Reviews (Mostly)

By ANEMONA HARTOCOLLIS

Soon after he was hired to ‘cook
healthy food in the cafeteria at the
Calhoun Scheol, a private school on
the Upper West Side, Robert W. Sur-
les, better known as Chef Bobo, de-
cided that one of his first symbolic

be to ban ketchup. The

children would never learn to appre-
ciate fine natural food, he reasoned,
if they kept smothering it in a sauce
that masquerades as a vegetable.

At Halloween, a middle-school girl
showed up dressed as a ketchup bot-
tle with a sign around her neck:
“Please Put Me on the Menu.” What
to do? Ketchup is back on the menu

New York Times
November 26, 2004

at Calhoun, bu

the disdain of
lunch, once
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It’s a daunting task: Make New York City’s
school lunches healthful—and fun to eat

By Amanda Spake o

he kitchen at Long Island €
High School is bustling. It’s
most always lunchtime
some of the school’s 3,800 =
dents. Cooks in aprons
hairnets ready pans of s'
herd’s pie, curried chicken wraps, .
of apples, bananas, yogurt, and c}
late skim milk for the hungry h( g - __ e
marching down the cafeteria 28 : ' e NN
Kitchen staffers refill the lettuce, e i :
and other selections at the sala ™
Popular snacks include “pineapple vessis, 1,
ups”—individually wrapped pieces o1
fruit—and oat bran pretzels.

salad bar has p -
Vo g EEN Dne of the most popufar innuvaﬁu,,s

“The salad bars are an exua, ... 1ys.




New York Gets Ready

To Count Calories

By KIM SEV ERSON

0DD HANSHAW wanted 2
Big Mac, & large: order of
fries and a Diet Coke for
tgnch. That it added up 10

1,130 calories, or a little more than
nalf of what his trainer suggested he
eat for the day, madeno difference.

back later,” sal ;

fashion director who was eating a
quick lunch. in Midtown Manhattan
before getting on a plane 10 Los An-
geles, where he lives.

That's not quite the attitude the
New York City Board of Health was
hoping for when it pagsed a Jaw last
week that will force some restau-
rants to list calories on menus by this
gqummer. ,

@ point of the measure, part of @
food—regulatinn package that will
also eliminate trans fats in yestau-
rant kitchens, is to help prevent obes-
ity and the diseases that go along
with it. Health officials hope that
once someone gees that & grarbucks
mocha made with whote milk and
whipped cream has 490 calories the

pes, the hand ‘of an gver-eager cook
might add more cheese oY oil, throw-
ing off the count.

A few chain restau
are already wonderin

18
more restaurants arent aoing {0
want to pro ide this mformation,"
said Sue Hensley, & senior vice presi-
dent with the National Restaurant

Agsoctation. «why would they? It's a

great idea to provide putrition infor-

mation. It's just that this is not an ef-
fective way to doit.”
The biggest challenge might sim-
/
" . 3
What will the €1ty s

new ruling mean:

Meathall Marinara

ilrl.I'IJ.' ql"l'.' =

Spicy hralian '
E‘{E—]h & '::'-E'E'ZL' -
Subreay Melt _:;:.
Chicken & Bacon Ranch




A Huge Majority are Surprised by the Calorie Counts and Find Them
Higher Than Expected

L 4

v

Are they higher than expected?
Base: Surprised by calorie content = 136

Have you been surprised by the calorie
counts?
Base: Have read calorie information = 161

No

3%

L 4
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Can the Food Industry Play a Constructive
Role in the Obesity Epidemic?

David S. Ludwig, MD, PhD
Marion Nestle, PhD, MPH

N RESPONSE TO INCREASING RATES OF OBESITY, MANY FOOD
companies have announced policies of corporate re-
sponsibility. McDonald’s claims, “[we] em~- =~
viduals to make informed choi-
tain the essential balance b+
consumed as food) and ¢
in physical activity).™!
new broad-based pl
grams that reach even
says, “we can play an 1.
healthier lives by offering he..
by developing healthy products v...
promoting programs that encourage kids to leau a.. .
Kraft says, “helping children and their families make heal
thy food choices while encouraging physical activity has
become part of how Kraft gives back to communities.” In
light of such statements, should the food industry be
welcomed as a constructive partner in the campaign against
obesity?

1808 JAMA, October 15, 2008—Vol 300, No. 15

Child health advocates?

The Dark Side of the Food Industry
Simon’ examined food corporation practices in the United
States, especially with regard to school nutrition, and con-
cluded that companies “lobby vociferously against policies
to improve children’s health; make misleading statements
and misrepresent their policies at government meetings and
' ~le venues; and make public promises of cor-
“~aund good, but in reality amount
ms].” At the request of the
“al® compared the prom-
od companies in the
¢ discrepancies. De-
d's atleast up to 2005
oking oil (and was re-
.ur deceptive advertising); to
_ -aucts to children with toys, games,
—- w3, and trips to Disney World; and to promote
supersized versions of Happy Meals.® Kraft, the second com-

Author Affiliations: Department of Medicine, Children's Hospital, Boston, Mas-
sachusetts (Dr Ludwig); and Department of Nutrition, Food Studies, and Public
Health, New York University, New York, New York (Dr Nestle).

Corresponding Author: David S. Ludwig, MD, PhD, Children's Hospital Boston,
300 Longwood Ave, Boston, MA 02115 (david.ludwig@childrens.harvard edu).



Personal Responsibility

= Food, not products
= Smaller portions

= Buy locadl

= Cook at home

= Teach kids to cook




Societal Responsibility: Change Policy |

= School food —n gy L

= Marketing to kids

= Food safety

= Farm supports

= Income equity

= Campaign financing

= Corporate reqgulations
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Can governments spend thelr way out?
China's financdial diplomacy
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Why rany guins are back
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