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The	  Centre	  for	  Science	  in	  the	  Public	  Interest…	  

•  Is an independent, non-partisan health advocacy organization focussing on 
nutrition policy issues.  

•  Has offices in Ottawa and Washington, with Canadian staff based mostly in 
Ottawa and Toronto. 

•  Is funded in Canada approximately 100,000 subscribers to the Canadian edition 
of the Nutrition Action Healthletter, which is read by more than 1,000 
constituents in most federal ridings, on average more than one subscribing 
household within a one-block radius of every Canadian street corner. 

•  Does not accept funding from industry or government. 
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Our	  MoJvaJon:	  
Diet-‐related	  disease	  causes	  real,	  avoidable	  	  

deaths	  and	  economic	  loses,	  both	  on	  a	  grand	  scale.	  	  	  
For	  example,	  in	  Canada…	  

•  An average of nearly 5 years of healthy life expectancy is lost due to six diet-related risk 
factors. (See: World Health Organization, The World Health Report 2002, (Geneva: WHO, 2002).  Esp. see Table 4 in the annex which shows that loss of healthy life 
expectancy due to all risk factors is 9.4 disability-adjusted-life-years averaged for Canadian men and women at http://www.who.int/whr/2002/en/whr2002_annex4.pdf) and 
Table 10 which shows that, in developed countries, 50% of all-risk-attributable Disability-Adjusted Life Years (DALYs) were lost due to blood pressure, cholesterol, 
overweight, low fruit and vegetable intake, and certain rare types of childhood and maternal undernutrition at http://www.who.int/whr/2002/en/whr2002_annex9_10.pdf).  
So, 50% of 9.4 years is 4.7 years.) 

 
•  And estimated 48,000 premature deaths annually are caused by diet-related disease due	  

mainly	  to	  cardiovascular	  disease,	  diabetes,	  and	  certain	  cancers	  caused	  by	  excess	  sodium	  
intake,	  risky	  blood	  cholesterol	  and	  glucose	  levels,	  inadequate	  fruit	  and	  vegetable	  intake,	  
and	  excess	  abdominal	  body	  fat.	  	  World	  Health	  Organiza:on.	  Global	  Health	  Risks:	  Mortality	  and	  burden	  of	  disease	  a7ributable	  to	  selected	  major	  risks.	  
2009.	  W.H.O.	  Geneva.	  See,	  esp.	  p.	  17.	  	  Available	  at:	  hGp://www.who.int/healthinfo/global_burden_disease/GlobalHealthRisks_report_full.pdf	  	  Sta:s:cs	  Canada.	  Mortality,	  Summary	  List	  
of	  Causes.	  2008.	  OGawa.	  Catalogue	  no.	  84F0209X	  which	  indicates	  the	  total	  number	  of	  deaths	  in	  2008	  was	  238,617,	  20%	  of	  which	  is:	  47,723.	  	  Available	  at:	  
hGp://www.statcan.gc.ca/pub/84f0209x/84f0209x2008000-‐eng.pdf	  	  	  See, for example, the extrapolation from published figures in endnote 11 at: http://cspinet.org/canada/pdf/
Eng_CSPI_Finance.pdf which, through crude, is also consistent on a per capita basis with the 365,000 annual US deaths attributed to poor diet and physical inactivity. (cf. 
Mokdad AH, et al, “Actual Causes of Death in the United States, 2000” 291(10) Journal of the American Medical Association 1238-1245, and 293(3) pp. 293-4, 298.  See 
also, the Drummond Commission Report (2012), recommendation #5-85 at hGp://www.fin.gov.on.ca/en/reformcommission/chapters/ch5.html#ch5-‐o  

•  A total of $5-30 billion per year is lost from the Canadian economy as a whole (avoidable 
health care costs and lost productivity) Public	  Health	  Agency	  of	  Canada.	  	  Obesity	  in	  Canada.	  2010.	  	  OGawa	  at	  28-‐29.	  	  Available	  at:	  
hGp://www.phac-‐aspc.gc.ca/hp-‐ps/hl-‐mvs/oic-‐oac/assets/pdf/oic-‐oac-‐eng.pdf;	  	  Anis	  AH,	  Zhang	  W,	  et	  al.	  Obesity	  and	  overweight	  in	  Canada:	  An	  updated	  cost-‐of-‐illness	  study.	  Obesity	  
Reviews.	  2009;11(1):31-‐40;	  Behan	  DF,	  Cox	  SH,	  et	  al.	  Obesity	  and	  its	  RelaCon	  to	  Mortality	  and	  Morbidity	  Cost.	  December	  2010.	  CommiGee	  on	  Life	  Insurance	  Research.	  Society	  of	  Actuaries.	  	  
University	  of	  Manitoba.	  Winnipeg.	   

	  



Overarching	  Disease	  ReducJon	  Goal:	  

•  WHA:	  NCD	  deaths	  	  	  	  	  	  	  	  	  	  	  25%	  	  by	  2025	  or	  48,000	  fewer	  deaths	  annually	  	  
–  approx.	  190,000	  Canadian	  deaths	  annually	  due	  to	  NCDs;	  	  
–  approx.	  100,000	  due	  to	  alcohol+tobacco+diet;	  	  
–  Approx.	  48,000	  deaths	  due	  to	  poor	  nutri:on.	  	  

•  Probably	  requires	  taking	  all	  the	  measures	  CSPI	  advocates	  (plus	  stronger	  ac:on	  on	  
tobacco,	  alcohol	  control),	  e.g.	  

–  halve	  sodium	  levels	  in	  food	  supply,	  	  
–  eliminate	  synthe:c	  trans	  fats,	  	  
–  ban	  ads	  to	  children,	  	  
–  improve	  nutri:on	  labelling	  on	  the	  front	  of	  food	  packages,	  
–  mandate	  calories,	  high-‐sodium	  no:ces	  on	  restaurant	  menus,	  	  
–  reform	  food	  taxes	  to	  promote,	  not	  discourage	  healthy	  ea:ng,	  
–  make	  Canada’s	  Food	  Guide	  more	  persuasive	  and	  more	  consistent	  with	  science;	  spur	  other	  

changes	  in	  procurement,	  school	  food	  standards;	  
–  Mandate	  sensible	  nutriCon	  standards	  for	  school	  foods	  and	  subsidize	  school	  meals	  to	  a	  level	  

more	  in	  keeping	  with	  other	  OECD	  countries	  



How	  we	  advocate	  	  
public	  health	  nutriJon	  law	  reforms	  

•  Publish:	  	  NutriCon	  AcCon,	  policy	  reports,	  journal	  ar:cles,	  op-‐eds,	  book	  chapters,	  
briefing	  notes,	  technical	  briefs,	  news	  releases,	  etc.	  

•  TesJfy:	  	  before	  legisla:ve	  commiGees,	  esp.	  House	  of	  Commons	  Standing	  CGee.	  on	  
Health	  and	  the	  Codex	  Food	  Labelling	  CGee	  (based	  on	  World	  Health	  Org.,	  U.S.	  Ins:tute	  
of	  Medicine,	  United	  Na:ons,	  OECD,	  Supreme	  Court,	  etc.,	  etc.)	  

•  Media:	  	  interviews	  for	  print,	  and	  broadcast	  media	  	  
•  ParJcipate:	  in	  formal	  advisory	  commiGees,	  e.g.,	  the	  Trans	  Fat	  Task	  Force,	  Sodium	  

Working	  Group	  
•  Meet	  elected	  officials	  and	  government	  bureaucrats:	  esp.	  at	  Health	  Canada,	  Canada	  

Food	  Inspec:on	  Agency,	  and	  increasingly	  in	  provincial	  and	  municipal	  health	  authori:es	  
•  Mobilize	  supporters:	  	  meet,	  call,	  and	  write	  NGOs,	  experts	  and	  grassroots	  supporters	  to:	  

–  seek	  their	  advice	  (and	  share	  ours),	  
–  mobilize	  their	  support	  (and	  offer	  ours),	  and	  
–  (occasionally)	  enlist	  their	  financial	  support	  for	  our	  conferences	  

•  Convene:	  conferences	  of	  experts,	  policy-‐makers	  and	  journalists	  



Plug	  #1:	  
42+	  (and	  coun:ng)	  experts	  and	  NGOs	  suppor:ng	  	  

Bill	  C-‐460,	  Sodium	  ReducCon	  Strategy	  for	  Canada	  Act	  

	  	  

	  	  



	  
Plug	  #2:	  

28	  (and	  coun:ng)	  experts	  and	  NGOs	  suppor:ng	  	  
manda:ng	  calorie	  counts	  +	  high-‐sodium	  no:ces	  on	  	  

restaurant	  menus	  	  	  

	  	  



Plug	  #3:	  	  
159	  groups	  and	  networks	  represenJng	  2,000	  plus	  
NGOs	  in	  [global]	  Conflict	  of	  Interest	  CoaliJon	  



Plug	  #4:	  	  
Site	  Licensing	  for	  	  

Nutri'on	  Ac'on	  Healthle1er	  

	  	   	  	  

For more information 
on our Site Licensing 
Programme, please 
contact: 
 
Nat Parsons 
Director of Online 
Publishing & Interactive 
Media 
 
nparsons@cspinet.org 
 
202-777-8308 (in US) 

Site Licensing 
Program 
 
•  Share Nutrition Action diet and 

health advice with your colleagues, 
association members, or your fellow 
employees. 

•  Easy-to-implement Site Licensing 
Programme regularly delivers digital 
content for you to share at your Web 
site … and by email to your 
audience. 

•  Content includes Canadian-specific 
food product ratings and reviews – 
from breads and yogurts to salad 
dressings, cheeses, breakfast 
cereals, and more! 

 
•  Affordable pricing and terms are 

attractive for an organization of any 
size. 



Plus	  #5:	  
Federal	  Bill,	  C-‐430,	  to	  restrict	  adverJsing	  to	  children	  	  

(as	  Quebec	  legislature	  has	  done	  since	  1980)	  
•  Call	  for	  supporters	  
•  Debate	  and	  vote	  as	  early	  as	  

the	  condi:ons	  are	  right	  
•  How	  will	  Liberals	  vote?	  
•  How	  will	  5	  Quebec	  

Conserva:ve	  MPs	  vote?	  



Undoing	  the	  harm	  of	  adverJsing	  to	  children:	  
	  	  	  

Prevent	  gate-‐crashing?	  	  
(Quebec	  approach)	  

-‐or-‐	  	  
	  Skim	  worst	  junk	  food	  ads?	  

(UK	  approach)	  



scienJfic	  evidence	  &	  expert	  opinion	  
about	  the	  vulnerability	  of	  children	  to	  

commercial	  adverJsing	  
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S.	  Basrur,	  2004	  Report	  of	  the	  Chief	  Medical	  Officer	  Of	  Health:	  	  
Healthy	  Weights,	  Healthy	  Lives,	  (Toronto:	  CMOH,	  2004)	  49	  at	  	  hGp://www.health.gov.on.ca/english/public/

pub/ministry_reports/cmoh04_report/healthy_weights_112404.pdf	  

	  Develop	  policies	  and	  programs	  that	  promote	  
healthy	  eaJng,	  including:	  

	  •	  exploring	  policy	  op:ons	  to	  control	  food	  
adver:sing	  targe:ng	  children	  similar	  to	  
those	  now	  in	  place	  in	  Quebec,	  where	  
adver:sing	  of	  some	  products	  to	  children	  
under	  13	  is	  prohibited.	  (A	  number	  of	  
European	  countries	  have	  introduced	  
legisla:on	  to	  ban	  adver:sing	  aimed	  at	  
children.)	  
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G.	  Has:ngs,	  Et	  Al.,	  Review	  Of	  Research	  on	  the	  Effects	  of	  Food	  PromoCon	  to	  Children,	  prepared	  for	  the	  UK	  Food	  
Standards	  Authority,	  (London:	  UK	  FSA,	  and	  Glasgow,	  Scotland:	  Centre	  for	  Social	  Marke:ng,	  University	  of	  

Strathclyde,	  2003),	  19,	  87-‐8,	  138	  at	  	  hGp://www.food.gov.uk/mul:media/pdfs/foodpromo:ontochildren1.pdf	  

•  Seminal	  systemaJc	  review	  of	  English	  literature	  on	  
adverJsing	  directed	  at	  children	  concluded:	  

–  foods	  marketed	  to	  children	  tend	  to	  be	  of	  
very	  low	  nutri:onal	  value;	  

–  that	  there	  is	  reasonably	  strong	  evidence	  of	  
that	  food	  promo:on	  affects	  both	  brand	  
and	  category	  preferences,	  and	  evidence	  of	  
a	  strong	  effect	  of	  food	  promo:on	  on	  
children’s	  purchasing	  and	  purchase-‐
related	  behaviour	  

	  
–  at	  around	  age	  eight,	  children	  are	  just	  

“beginning	  to	  respond	  to	  adverJsing	  in	  a	  
more	  sophisJcated	  way”	  and	  that	  
children’s	  ability	  to	  retrieve	  and	  process	  
informaJon	  is	  sJll	  developing	  between	  
the	  ages	  of	  eight	  and	  twelve	  (pp.	  35–36).	  
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And another systematic analysis of 123 eligible studies:  
Inst. of Med. of the Nat’l Acads. of Sci., Food Marketing to Children and Youth: Threat or Opportunity  

(J. Michael MgGinnis et al. eds., 2006) [in press] . See the exec. summ. at 
http://www.nap.edu/execsumm_pdf/11514.pdf 

–  Children	  begin	  to	  develop	  cogni:ve	  skills	  at	  age	  8	  to	  
ascertain	  commercial	  intent	  of	  adver:sing	  -‐-‐	  passively	  
un:l	  age	  11	  (or	  older?);	  liGle	  research	  on	  children	  
aged	  12-‐18	  

–  Recommend	  federal	  legisla:on	  for	  TV	  and	  cable	  ads	  if	  
voluntary	  efforts	  to	  “shis	  away	  from	  high-‐calorie,	  low-‐
nutrient	  foods”	  are	  unsuccessful.	  
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American	  Psychological	  Associa:on	  
2004	  Report	  of	  the	  APA	  Task	  Force	  on	  AdverCsing	  and	  Children,	  	  

(Brian	  Wilcox,	  Task	  Force	  Chair).	  Washington,	  DC:	  APA.	  On	  the	  World	  Wide	  Web	  at	  
hGp://www.apa.org/pi/cyf/adver:singandchildren.pdf	  

•  Children,	  because	  they	  are	  s:ll	  maturing,	  have	  very	  poor	  
cogniJve	  defences	  against	  	  commercial	  adver:sements	  
(APA,	  2004,	  pp.	  6–7).	  

	  
•  “the	  ability	  to	  recognize	  persuasive	  intent	  does	  not	  

develop	  for	  most	  children	  before	  8	  years	  of	  age.…	  Even	  
at	  that	  age	  …	  such	  capability	  tends	  to	  emerge	  in	  only	  
rudimentary	  form”	  (APA,	  2004,	  p.	  9). 	  	  

	  
•  “Further	  invesJgaJon	  is	  needed	  to	  establish	  the	  upper	  

age	  boundary	  of	  children	  who	  are	  uniquely	  vulnerable	  
to	  televised	  commercial	  persuasion	  as	  a	  funcJon	  of	  
normaJve	  developmental	  limitaJons	  on	  their	  
informaJon-‐processing	  capabiliJes...[T]he	  evidence	  
points	  directly	  to	  one	  fundamental	  concern:	  that	  
adver:sing	  targe:ng	  children	  below	  the	  ages	  of	  7–8	  
years	  is	  inherently	  unfair	  because	  it	  capitalizes	  on	  
younger	  children's	  inability	  to	  aGribute	  persuasive	  
intent	  to	  adver:sing.	  As	  a	  result	  of	  this	  limita:on,	  
children	  below	  this	  age	  comprehend	  the	  informa:on	  
contained	  in	  television	  commercials	  uncri:cally,	  
accep:ng	  most	  adver:sing	  claims	  and	  appeals	  as	  
truthful,	  accurate,	  and	  unbiased.	  	  

 
 



legal	  recogniJon	  of	  the	  	  
vulnerability	  of	  children	  to	  	  
commercial	  adverJsing	  	  
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Supreme	  Court	  of	  Canada	  
Irwin	  Toy	  v.	  Quebec	  (A7orney	  General),	  [1989]	  1	  S.C.R.	  927	  at	  988	  (

hGp://www.lexum.umontreal.ca/csc-‐scc/en/pub/1989/vol1/html/1989scr1_0927.html)	  
•  In	  upholding	  the	  consJtuJonal	  validity	  of	  the	  Quebec	  Consumer	  Protec'on	  Act	  restricJons	  on	  

adverJsing	  to	  children	  under	  age	  13	  (in	  the	  case	  of	  a	  challenge	  by	  a	  toy	  company)	  the	  Court	  held:	  	  

	  “...adverJsing	  directed	  at	  young	  children	  is	  per	  se	  
manipulaJve.	  	  
Such	  adverJsing	  aims	  to	  promote	  products	  by	  convincing	  
those	  who	  will	  always	  believe.”	  



Key,	  Relevant	  Federal	  Laws	  

CompeJJon	  Act:	  
•  subsec:on	  9(1)	  of	  the	  
Act,	  itself,	  requires	  
ciCzens	  to	  be	  at	  least	  18	  
years	  old	  to	  pe::on	  for	  
an	  inves:ga:on	  of	  
misleading	  adver:sing.	  	  

Evidence	  Act:	  
•  s.	  16	  creates	  a	  
presumpCon	  that	  
children	  under	  the	  age	  
of	  fourteen	  are	  not	  
reliable	  witnesses	  	  

•  See	  also	  the	  Supreme	  
Court	  of	  Canada	  ruling	  
in	  Kendall	  v.	  The	  Queen	  
(1962).	  

	  



General	  Common	  Law	  
	  (A7orney	  General	  of	  Québec	  v.	  Irwin	  Toy,	  1989,	  p.	  990).	  

The	  Supreme	  Court	  of	  Canada,	  in	  Irwin	  Toy,	  
summarized	  the	  unique	  status	  of	  children	  in	  
the	  common	  law	  as	  follows:	  	  
– “viz.	  to	  protect	  a	  group	  that	  is	  most	  vulnerable	  to	  
commercial	  manipula:on	  …	  [is]	  reflected	  in	  
general	  contract	  doctrine.…	  Children	  are	  not	  as	  
equipped	  as	  adults	  to	  evaluate	  the	  persuasive	  
force	  of	  adver:sing	  and	  adver:sements	  directed	  
at	  children	  would	  take	  advantage	  of	  this”	  



JusJce	  for	  Children	  and	  Youth	  	  
survey	  of	  Ontario	  and	  federal	  laws	  

(hop://www.jfcy.org/PDFs/AgeBasedLawsJune2012.pdf	  )	  

•  Of	  nearly	  70	  age-‐delimited	  legal	  milestones	  
(rights	  and	  responsibili:es),	  only	  3	  vest	  in	  
children	  under	  age	  12:	  	  
–  the	  statutory	  right	  then	  duty	  to	  aGend	  school	  
from	  age	  4	  (or	  5)	  then	  6,	  respec:vely,	  	  

–  the	  authority	  to	  withhold	  consent	  to	  be	  adopted	  
at	  age	  7	  	  



Age	  of	  Majority	  and	  Accountability	  Act,	  	  
(Ontario)	  R.S.O.	  1990,	  c.	  A.7	  

•  the	  age	  of	  majority	  is	  18	  (down	  from	  21,	  
generally,	  in	  common	  law)	  

•  five	  of	  the	  other	  nine	  provinces	  set	  it	  at	  19	  	  
•  minors	  may	  enter	  into	  binding	  (enforceable)	  
contracts	  for	  the	  “necessi:es	  of	  life”	  



	  
R.	  v.	  Cunningham	  Drug	  Stores,	  1973	  (BC	  C.A.);	  
R.	  v.	  Imperial	  Tobacco,	  1971	  (Alta.	  C.A.);	  	  and	  

R.	  v.	  InternaConal	  VacaCons,	  1980,	  p.	  284	  (Ont.	  	  C.A.)	  
	  RestricJons	  on	  “misleading”	  must	  be	  

considered	  from	  the	  vantage	  point	  of:	  
–  the	  ad’s	  intended	  target	  (i.e.,	  not	  just	  by	  applying	  
an	  adult’s	  logical	  literal	  analysis	  of	  claims);	  and	  	  

– as	  interpreted	  by	  persons	  of	  “average”	  abili:es	  
appropriate	  to	  the	  circumstances	  (not	  by	  well	  
informed	  or	  sophis:cated	  persons)	  



McDonald’s	  

•  In	  an	  effort	  to	  foil	  an	  effort	  to	  unionize	  
employees,	  McDonald’s	  once	  argued	  that	  
people	  lack	  of	  legal	  capacity	  to	  enter	  contracts	  
(like	  contracts	  for	  the	  sale	  of	  food)	  should	  
undermine	  the	  capacity	  of	  some	  of	  its	  teenage	  
employees	  to	  sign	  hold	  union	  cards	  (Wilson	  J,	  Wilson	  
on	  Children	  and	  the	  Law,	  §	  5.39,	  3d	  ed.	  1994).	  	  



A	  conservaJve	  MP	  on	  media	  literacy	  for	  children	  	  
(Oct	  19,	  2006,	  House	  of	  Commons	  Standing	  CommiGee	  on	  Health)	  

	  	   •  Asking	  a	  young	  child	  to	  see	  through	  
that	  with	  their	  x-‐ray	  eyes,	  to	  see	  that	  
they're	  being	  targeted,	  is	  sort	  of	  like	  
child-‐proofing	  your	  kid	  on	  the	  street.	  	  
Rather	  than	  get	  the	  bad	  guys	  off	  the	  
street,	  we'll	  just	  teach	  kids	  how	  to	  
recognize	  the	  good	  guys	  and	  the	  bad	  
guys.	  

	  
•  I	  have	  to	  say	  that	  I'm	  a	  liGle	  bit	  

cynical	  about	  that	  kind	  of	  approach.	  
Obviously	  there	  is	  a	  role	  here,	  and	  
what	  we're	  doing	  doesn't	  seem	  to	  be	  
effec:ve.	  

	  



Precedents	  and	  OpportuniJes	  
•  So	  far,	  Quebec	  (children	  under	  age	  13),	  Norway	  (ads	  directed	  at	  children	  under	  age	  12),	  and	  Sweden	  

(television	  ads	  aimed	  at	  children	  under	  age	  12)	  have	  legislated	  broad	  bans	  on	  adverJsing	  to	  children,	  
and	  	  other	  European	  countries	  have	  issued	  narrower	  restricJons.	  Corinne	  Hawkes,	  Marke:ng	  Food	  to	  Children:	  
The	  Global	  Regulatory	  Environment,	  (Geneva:	  World	  Health	  Organiza:on,	  2004)	  at	  
hGp://whqlibdoc.who.int/publica:ons/2004/9241591579.pdf	  	  	  

•  Ads	  to	  kids	  may	  already	  contravene	  exisJng	  common	  law,	  and	  federal	  and	  provincial	  restricJons	  on	  
misleading,	  decepJve	  adverJsing	  and	  unconscionable	  business	  pracJces 

–  Mislead -“Lead astray, cause to wrong, in conduct or belief.”  -- Concise Oxford English Dictionary 647 
(J.B.Sykes ed., Oxford Univ. Press 1982)(1911). 

–  Jeffery,	  B.	  2006	  “The	  Supreme	  Court	  of	  Canada’s	  Appraisal	  of	  the	  1980	  Québec:	  Implica:ons	  for	  ‘Misleading’	  
Adver:sing	  Elsewhere”	  39	  Loyola	  of	  Los	  Angeles	  Law	  Review	  321-‐360	  (eventually)	  at	  hGp://llr.lls.edu/ 

•  Plainly,	  federal	  and	  provincial	  governments	  have	  authority	  to	  regulate/legislate	  adverJsing	  to	  children.	  

•  SecJon	  109	  (1)	  of	  the	  Ontario	  Consumer	  ProtecJon	  Act:	  “If	  the	  Director	  believes	  on	  reasonable	  grounds	  
that	  any	  person	  is	  making	  a	  false,	  misleading	  or	  decepJve	  representaJon	  in	  respect	  of	  any	  consumer	  
transacJon	  in	  an	  adverJsement,	  circular,	  pamphlet	  or	  material	  published	  by	  any	  means,	  the	  Director	  
may,	  (a)	  order	  the	  person	  to	  cease	  making	  the	  representaJon…”	  



Measured	  Impact	  of	  UK,	  Quebec	  laws	  
(and	  the	  need	  to	  narrow	  loopholes)	  

	  	  	  



ProporJon	  of	  food	  ads	  for	  HFSS	  	  
down	  from	  4/5	  to	  3/5	  	  

(hop://stakeholders.ofcom.org.uk/binaries/research/tv-‐research/hfss-‐review-‐final.pdf	  )	  



Dhar	  T	  and	  Baylis	  K,	  
American	  Journal	  of	  MarkeCng.	  2011	  

•  Decrease	  in	  purchase	  
propensity	  by	  13%	  per	  
week	  reduced	  fast-‐food	  
consump:on	  by	  US	  $88	  
million	  per	  year	  
(published	  in	  US	  econ	  
journal)	  



And	  the	  foreseeable	  permeability	  of	  a	  
nutrient-‐based	  limit	  on	  ads	  



Dec	  2012	  US	  Federal	  Trade	  
Commission	  f/u	  report	  

	  	  



ENORMOUS	  loopholes	  in	  nutrient	  based	  ad	  limits	  	  
(e.g.,	  w/	  brand	  promos	  ,	  ads	  for	  diet	  drink,	  or	  restaurant	  venue/trophy	  foods)	  



ENORMOUS	  loopholes	  in	  nutrient	  based	  ad	  limits	  	  
(e.g.,	  w/	  brand	  promos	  ,	  ads	  for	  diet	  drink,	  or	  restaurant	  venue/trophy	  foods)	  
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Who	  comprise	  Concerned	  Children’s	  Adver:sers?	  
(See:	  hGp://cca-‐kids.ca/about_who/members.html)	  

Food	  
•  Nestlé	  Canada	  Inc.	  
•  Pepsi-‐QTG	  Canada	  Inc.	  
•  Coca-‐Cola	  Ltd.	  
•  McDonald's	  Restaurants	  of	  Canada	  Limited	  
•  Cadbury	  Adams	  Canada	  Inc.	  
•  McCain	  Foods	  (Canada)	  
•  Campbell	  Company	  of	  Canada	  
•  Frito	  Lay	  Canada	  
•  General	  Mills	  Canada	  Corpora:on	  
•  Kellogg	  Canada	  Inc.	  
•  Kras	  Canada	  Inc.	  
•  Unilever	  Canada	  
•  Weston	  Bakeries	  Limited	  

Media	  
•  TELETOON	  Canada	  Inc.	  
•  Buena	  Vista	  Home	  Entertainment	  (Disney)	  
•  Corus	  Entertainment	  (YTV	  &	  Treehouse)	  
•  CTV	  Television	  Inc.	  
•  Global	  Television	  Network	  
	  
Toys	  
•  MaGel	  Canada	  Inc.	  
•  Mega	  Blocks	  Inc.	  
•  Zenith	  Op:media	  Canada	  
•  Hasbro	  Canada	  Corpora:on	  
	  
For	  Children's	  Healthy	  Ac:ve	  Living	  Program:	  	  
•  Hershey	  Canada	  Inc.	  
•  Canadian	  Sugar	  Ins:tute	  
•  Confec:onery	  Mfrs	  Assn.	  of	  Canada	  
•  Food	  and	  Consumer	  Products	  Canada	  
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Contact	  info:	  
	  

Bill Jeffery 
Centre for Science in the Public Interest 

Suite 2701, CTTC Bldg. 
1125 Colonel By Drive 

Ottawa, Ontario  K1S 5R1 
bjeffery@cspinet.org  
Tel.:  613-244-7337 

www.cspinet.ca/ 


