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Good afternoon.  I am Dan Jaffe, and I am the coordinator of the Advertising Sector of the Joint Task Force on Media and Childhood Obesity.  I am the Executive Vice President of the Association of National Advertisers (ANA).  ANA is joined on the subgroup by Wally Snyder, President of the American Advertising Federation (AAF); Dick O’Brien, Executive Vice President of the American Association of Advertising Agencies (AAAA); and Kate Emanuel, Senior Vice President from The Advertising Council.

Our challenge from the Task Force was to survey the corporate members of our organizations to develop a Declaration of Goals and Principles for tackling childhood obesity to which the Advertising Sector could contribute.  In addition we were asked to identify the Best Practices that are being implemented by companies in the Advertising Sector, and finally to establish New Collaborative Initiatives for future inter-sector cooperation between advertisers, advertising agencies, media and other industry segments.

We believe this forum provides an excellent opportunity to marshal the combined efforts of all segments of society -- marketers, media, consumer groups, parents, the government – to work together to find real solutions to the childhood obesity challenge.  This society-wide effort was the foundation of the groundbreaking Surgeon General’s report on obesity in 2001, as well as the recommendation of the Institute of Medicine (IOM) Committee on Prevention of Obesity in Children and Youth in 2004.  We believe that the 2004 IOM report should serve as the framework for the discussions and recommendations of this Task Force.  

It’s important to keep in mind that the childhood obesity challenge did not develop overnight and cannot be solved overnight, by this Task Force or any other group.  We must make real changes in society to address this challenge and that will take some time.  While there is no magic wand that we can wave to solve this problem, we believe there are several critical steps that the Task Force can take to make significant progress by July of this year.
Those steps must involve meaningful action in at least three critical areas: Metrics; Message; and Money.

Metrics
Let’s first examine metrics.  We believe it is essential for the Task Force to take a comprehensive look at what is already being done by various sectors of society to combat obesity in order to establish a clear and agreed upon inventory or baseline of activity.  Second, the Task Force needs to agree upon and develop more meaningful metrics for measuring and assessing all future efforts.
The marketing community already has collectively spent billions of dollars in various initiatives to respond to the challenge of childhood obesity.  Food, beverage and restaurant companies have developed thousands of new, healthier products.  Parents have more healthy options in supermarkets and restaurants than ever before.  Yet, there is presently no systematic way to capture or assess these efforts.

While much of the public focus in this area has been on food products, many marketers in other product categories also have specific programs to address childhood obesity.  For example, State Farm Insurance is a sponsor of the “50 Million Pound Challenge,” a multimedia program that promotes healthier lifestyles and diets in the African American community.  (See www.50millionpounds.com)

Combe Incorporated, a major consumer health products company, founded a YMCA camp in Putnam Valley, New York that serves over 400 campers each summer with information on nutrition and physical activity.  GlaxoSmithKline, the major pharmaceutical company, is a partner with the Boys and Girls Club of Greater DC and has sponsored statewide physical education programs in North Carolina and California.

There are numerous other examples from every business sector and the non-profit and health communities.  To the extent possible, the Task Force should attempt to develop an inventory of the programs already in place.  To be comprehensive, that inventory should also include the various programs of the federal, state and local governments to address childhood obesity.  At the federal level, those programs are spread across a multitude of different agencies, including the Department of Agriculture, the Department of Health and Human Services and the Department of Education.  However, there does not seem to be any systematic effort to inventory and assess these programs.  
We believe it is also critical for the Task Force to develop more meaningful metrics for measuring the success of future initiatives.
Last month, the Kaiser Family Foundation released an important report entitled Food for Thought: Television Food Advertising to Children in the United States.   We commend Kaiser for their research and the report; it’s always helpful to have real data rather than the rhetoric and hyperbole that too often surrounds these issues.  

The Kaiser report provides useful data, but we need more.

For example, the report may be a snapshot of food advertising on TV, but it is certainly not a current snapshot.  The vast bulk of the food commercials analyzed were collected from May through July, 2005.  As anyone who has been following these issues knows, there have been tremendous changes in the marketplace over the last 18 months, with more to come.  We need to quickly capture these changes.  

Second, while the Kaiser snapshot may provide some valuable data, it provides no context or information on trend-lines in TV food advertising.  The report gave short shrift to two studies which demonstrated that food and beverage advertising on TV has actually declined substantially in recent years while obesity rates have increased.

ANA and the Grocery Manufacturers of America (GMA) used Nielsen Media Research data to analyze food, beverage and restaurant advertising on TV during the decade from 1993 to 2003.  We found that TV ads for these products had actually declined by 13% over that time period.

An FTC staff report released at the FTC/HHS workshop on food marketing in the summer of 2005 confirmed our findings.  The FTC report found that TV advertising for food, beverages and restaurants directed towards children has actually decreased by 34% since 1977.       

Given this trend-line data and numerous marketplace changes, it is clear that the future landscape of food advertising on TV will be very different from the Kaiser snapshot from 2005.  We need to continue to monitor, examine and capture these trends.
Third, the Kaiser report lumped commercials into broad product categories, (i.e., candy and snacks; restaurants; cereals) with no apparent distinction between the nutritional characteristics of different products within the category.  For example, under the Kaiser report, a TV commercial for a restaurant featuring a double bacon cheese burger was counted the same as a commercial for a kid’s meal that includes fruit and low fat milk.  A commercial for a whole-grain cereal that appeared during late-night TV was counted the same as an ad for a cereal high in sugar and chocolate that appeared during a children’s show. 
Clearly, without better metrics for evaluating ads, such an approach could lead to very misleading conclusions about the content of the ads that children see.  This is particularly troublesome given the commitment of many marketers to feature more low calorie products in their advertising.

Simply counting the number of dollars spent advertising food products to children, or the number of ads kids see, may provide some information but it doesn’t tell the complete story.  Nor does it make sense to simply count all commercials the same within a broad product category.
It would be useful for the Task Force to look at total dollars being spent on food advertising each year and the trends.  But it is also critical to look beyond the numbers to the specific content of the ads.  Further, it would be very helpful to quantify the dollars being spent by marketers on various partnerships with schools and local governments.  In addition, we need better metrics for measuring the financial resources provided by governments at all levels to combat childhood obesity and to communicate about it through the media.

Combating childhood obesity is a society-wide effort and we hope the Task Force will be able to develop more comprehensive, meaningful metrics for measuring the success of future efforts from all segments of society.  
Message

Fighting childhood obesity requires communicating directly to children and their parents about the importance of a healthy lifestyle.  The Advertising Council has several programs in place and in the works to develop the most effective messages.  There are various opportunities for members of this Task Force to join with The Ad Council in this effort and we encourage that.
The Ad Council has partnered with the Department of Health and Human Services (HHS) since 2004 on obesity prevention PSAs.  The “Small Steps” campaign was launched in 2004 and was expanded to target children in 2005.  Since the campaign launch, the PSAs have received more than $270 million in donated media support and the “Small Steps” website attracted an average of 190,000 visits per month during 2006.  In February, The Ad Council launched a new round of PSAs featuring Shrek characters, urging children to get more exercise.  The PSAs can be seen at www.HealthierUS.gov
The Ad Council has also joined with a broad range of marketers, media companies, nonprofits, foundations and government agencies to form the Coalition for Healthy Children.  That group is working to develop consistent, relevant and resonating messages that marketers can all incorporate in their ads to encourage healthier lifestyles.

The Coalition has crafted messages for adults and children based on five basic communications strategies: physical activity, food choices, food portions, the balance between food and activity, and role modeling (for parents only).  The messages are the results of careful research, supported by a grant from the Robert Wood Johnson Foundation.  The members of the Coalition have agreed to incorporate those messages into their advertising, packaging, websites and other consumer communications.

The impact of this program will be measured by changes in attitudes and behavior of both children and parents, through an ongoing tracking study. 
Through the Coalition, the Ad Council has harnessed the combined strengths of corporate marketers (PepsiCo, Coca-Cola, General Mills, Kraft Foods, McDonald’s); media companies (Cartoon Network, TIME Magazine, Univision); non-profit groups (the American Diabetes Association, YMCA, Girl Scouts); foundations (Robert Wood Johnson Foundation); and government agencies (HHS, CDC).

Most importantly, the Coalition for Healthy Children provides an answer to the call of the Institute of Medicine (IOM) for a long-term, multifaceted national campaign to educate families and children about making healthy food and beverage choices.  The Coalition is a perfect example of the type of public/private partnership that was recommended by the IOM.   

More information about the Coalition is available at http://healthychildren.adcouncil.org  and we encourage all members of the Task Force to join this important effort.
Another example of the focus of our industry on message is the Children’s Food and Beverage Advertising Initiative, which was announced last December.  The Initiative is designed to meet another recommendation of the IOM, to shift the mix of advertising messages to children to encourage healthier diets and lifestyles.  

The 11 companies that are charter members of the Initiative have pledged to devote at least half of their advertising directed to children to promote healthier lifestyles or good nutrition.  Participants in the Initiative are Cadbury Schweppes USA; Campbell Soup Company; The Coca-Cola Company; General Mills, Inc.; The Hershey Company; Kellogg Company; Kraft Foods, Inc.; Masterfoods; McDonald’s; Pepsi-Co, Inc.; and Unilever.  It has been estimated that these 11 companies represent approximately two-thirds of all children’s food advertising.

The Director of the Children’s Food and Beverage Advertising Initiative is Elaine Kolish, a nationally-recognized expert on marketing issues and former head of the Division of Enforcement in the Bureau of Consumer Protection at the FTC.  Ms. Kolish and Lee Peeler, the President of NARC and former FTC Deputy Director of the FTC’s Bureau of Consumer Protection, will work to see that these companies meet the commitments they have made to shift their advertising messages.  More information about the Initiative is available at www.cbbb.org/initiative  
What is clear is that unless we develop agreed upon messages in the obesity area, a multitude of well-meaning but uncoordinated spokesmen are likely to create cacophony.  If we can get everyone singing from a more unified message songbook, we will have a much better chance of changing the behavior of children and their parents.

Money
Addressing childhood obesity will require significant financial investments from every segment of society.

Food, beverage and restaurant companies have spent billions of dollars in recent years to develop new and healthier products.  As a result, parents have more options that ever before in the supermarkets and restaurants across the country.  These investments in the development of healthier products will certainly continue. 
In addition, as I mentioned before, the media has donated more than $270 million in time and space for the PSAs of The Ad Council.  Advertising agencies and media companies such as DreamWorks Animation have donated considerable time and talent in the creation of the new PSAs featuring Shrek characters.  Other media companies such as Disney, the Cartoon Network and Nickelodeon are developing programming and licensing their popular cartoon characters to encourage children to get more exercise and eat healthier.         

It is also critical for the government to step up to the plate in a meaningful way to provide more of a financial investment in the health of our children.  That’s why our association and others in the marketing community are working with the Center for Science in the Public Interest (CSPI) for increased funding for nutrition and physical activity programs through the Centers for Disease Control (CDC).  We encourage all of the members of the joint Task Force to join with us in seeking more dollars for these critical programs. 
We also encourage the members of the Task Force and other companies across the country to join with The Ad Council in their Coalition for Healthy Children.  The Coalition has ambitious plans for a national mobile healthy lifestyles tour but they need more funding to make it happen.

If we are serious about addressing childhood obesity, every segment of society must commit real money to that effort.
Conclusion

As the IOM outlined in their report, our nation must embark upon multiple strategies designed to reduce the rates of childhood obesity.  I am pleased to say that the associations and member companies of the Advertising Sector have already launched programs and campaigns that address three of the recommendations of the IOM report.

First, the IOM asked the advertising and marketing industries to develop and strictly adhere to marketing and advertising guidelines that minimize the risk of obesity in children.  Eleven major marketers, representing approximately two-thirds of all children’s marketing, have joined together to form the Children’s Food and Beverage Advertising Initiative.  Many other companies are also developing similar efforts.
Second, the IOM urged the Department of Health and Human Services to work with the private sector to develop and evaluate a long-term national multi-media and public relations campaign focused on obesity prevention in children.  The Coalition for Healthy Children is just such an initiative.

Third, the IOM encouraged the creation of community programs to promote regular physical activity and healthy eating habits.  The American Council on Fitness and Nutrition (ACFN) is an industry program working on those goals.  


The advertising community is actively working to meet these three recommendations of the IOM and we urge other members of the Task Force to join us in these efforts.

This Task Force cannot solve the childhood obesity crisis but we can come up with effective strategies to address the problem.  We can develop a baseline inventory of the best practices and efforts of every segment of society.  We can identify gaps where new programs are needed.  Hopefully, we can develop better metrics for measuring the success of those efforts.  Finally, we can work together to make it clear that solving this challenge will take real money from every segment of society.
We look forward to working with all of the members of the Task Force on this important endeavor. 
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