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Marketing Sugary Drinks
Marketers spend close to $500 million dollars a year to reach children and adolescents with messages about sugar-sweetened drinks, more than they spend on any other category. [footnoteRef:1] For example, in 2010 preschoolers viewed an average of 213 ads for sugary drinks and energy drinks, while children viewed an average of 277 of these ads and teens watched an average of 406.[footnoteRef:2]   [1:  US Federal Trade Commission. Marketing Food to Children and Adolescents: A Review of Industry Expenditures, Activities, and Self-Regulation. Washington, DC: US Federal Trade Commission; 2008.]  [2:  Harris J, Schwartz MB, Brownell KD, et al. Sugary Drink FACTS: Evaluating Sugary Drink Nutrition and Marketing to Youth. New Haven, CT: Rudd Center for Food Policy and Obesity; 2011.] 

By adolescence, 32% of girls and 52% of boys drink 24 ounces or more of soft drinks each day.[footnoteRef:3]  [3:  “Dietary Sugars Intake and Cardiovascular Health. A Scientific Statement from the American Heart Association.” Circulation. August 2009. “Shifts in Patterns and Consumption of Beverages between 1965 and 2002.” Obesity. 2007; 15: 2739-2747.] 

It is illegal to show commercials for alcohol or cigarettes during shows or times when children are likely to watch television. Should the same laws be made to prevent advertisements for sugary drinks during these times? Why or why not? 





Warning Labels
Cigarettes and alcohol are required to have warning labels explaining that they are likely to cause cancer, impair thinking, and cause birth defects. The Harvard School of Public Health recommends that sugar-added beverages with more than 50 calories in an 8-ounce serving should carry a warning label about obesity and diabetes. Do you agree? 
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