June 29, 2023

VIA ELECTRONIC MAIL

The Honorable Lina Khan, Chair

The Honorable Rebecca Slaughter, Commissioner
The Honorable Alvaro Bedoya, Commissioner
Federal Trade Commission

600 Pennsylvania Avenue NW

Washington, DC 20580

Re: Investigation of Food Marketing to Children Expenditures

In the fiscal year 2023 House Financial Services and General Government Appropriations Bill
report, Congress directed the Federal Trade Commission (FTC) to report on the marketing
activities and expenditures of the food industry targeted toward children and adolescents by June
29, 2023.1 Particularly, Congress directed the FTC to investigate food marketing expenditures
related to food and beverage marketing targeting children and adolescents of color, digital food
and beverage marketing and data practices targeting children and adolescents, and food and
beverage advertising on educational technology platforms. The undersigned organizations and
researchers respectfully request that the FTC follow through with Congress’s directive in a
timely manner.

The FTC has previously published reports on food industry marketing activities and expenditures
targeted towards children and adolescents, first in 2008 with “Marketing Food to Children and
Adolescents: A Review of Industry Expenditures, Activities, and Self-Regulation: A Federal
Trade Commission Report to Congress,” and again in 2012 with “A Review of Food Marketing
to Children and Adolescents.”

In the decade since the last of these reports was published, we have seen an increased investment
in marketing and advertising in digital media, which is often reliant on consumer data and
complex algorithms for success.? > # Furthermore, in 2021, Black youth viewed more television
advertisements for food and beverages than their White peers after accounting for differences in
television viewing times.® In 2021, food and beverage companies spent a greater proportion of
total television advertising spending on Spanish-language television compared to 2017.° In
addition, there is evidence of food advertising on online educational platforms that were
recommended for use during remote learning and may be included in teachers’ lesson plans.’

An updated report on food industry marketing activities and expenditures targeted towards
children and adolescents will be critical to shedding light on how these advertising practices are
adversely impacting youth, especially youth of color.
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The FTC’s 6(b) authority uniquely positions the agency to provide insight on these large food
marketing expenditures and evolving marketing tactics, which otherwise remain largely
unknown. Therefore, we urge you to follow Congress’s directive to publish an updated report on
food marketing expenditures targeted toward children and adolescents. We appreciate your
attention to these issues and would like to meet with those working on the report to discuss
further.
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