
 
 
 
 
  

Nickelodeon 
Food Marketing Little Improved  

Between 2005 & 2008  
 
In early 2008, the Center for Science in the Public Interest undertook a second assessment of Nickelodeon 
food marketing to children.  The 2008 assessment indicates that Nickelodeon continues to market 
primarily foods of poor nutritional quality to children.  The vast majority – 79% – of food ads, products, 
and meals marketed to children by Nickelodeon are too high in fats, salt, and/or sugars.  This figure is 
just a little lower than in 2005, when 88% were of poor nutritional quality.   
 
In the three years since our first assessment of Nickelodeon food marketing, the Council of Better 
Business Bureaus (CBBB) formed the Children’s Food and Beverage Advertising Initiative (CFBAI).  
Fifteen food companies have joined the CFBAI and pledged to limit their marketing to children to foods 
that meet company-developed nutrition standards.   
 
In addition, several media companies, including Disney, Sesame Workshop, and Cartoon Network, 
announced that they will only license their characters to companies for foods that meet their own 
nutrition standards (and one company, Qubo, announced it will limit its television ads to only products 
that meet its nutrition standards).  However, Nickelodeon has not developed its own nutrition standards 
for product licensing.  Instead, the company relies on individual food companies’ nutrition standards.  
What’s more, popular child-oriented characters of Nickelodeon’s parent company, Viacom, are not 
subject to any limits. 
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Nickelodeon food advertisements on television 
 

Twenty-eight hours (Friday 2/22/08 and Saturday 2/23/08) of Nickelodeon (NICK 1) programming 
were reviewed, during which a total of 819 advertisements/PSAs/promos were shown.  Of the 185 food 
ads, 177 had nutrition information available, and 138 (78%) of those were for foods of poor nutritional 
quality.  Four nutrition-related public service announcements were observed, one for every 34 ads for 
foods high in fats, salt, and/or sugars.  Eighty-one percent of the Nickelodeon food ads are covered by 
current CFBAI pledges.  The remaining ads, not subject to company nutrition standards, were by: Chuck 
E. Cheese’s, IHOP, Perfetti VanMelle (Airheads Candy), Red Robin, Ronzoni, and Subway.  
 
Nickelodeon magazine 
 

Seven issues (August 2007 to March 2008) of Nickelodeon magazine were reviewed.  Of the 31 food ads, 24 
(77%) were for foods of poor nutritional quality. 
 
Use of licensed characters on food packages 
 

Nine food products containing Viacom marketing were found at the Georgetown Safeway grocery store 
in Washington, D.C., on 2/23/08.  Seven (78%) of the products were foods of poor nutritional quality. 
 
Promotional tie-ins with fast-food restaurants 
 

During the study period, three restaurants featured Viacom tie-in promotions: McDonald’s with The 
Spiderwick Chronicles (Paramount and Nickelodeon Pictures); Subway with The Naked Brothers Band 
(Nickelodeon program), and Chuck E. Cheese’s with Bee Movie (Paramount and Nickelodeon Pictures).  
Of 24 Happy Meal combos at McDonald’s, 92% are of poor nutritional quality.  Of 18 Fresh Fit combos at 
Subway, 56% are of poor nutritional quality.  Eighty-nine percent of Chuck E. Cheese’s menu items are of 
poor nutritional quality.   
 
 
 
 
Marketing strategies assessed 
 

In February/March 2008, CSPI took a second snapshot of Nickelodeon food marketing, examining the 
nutritional quality* of foods in/on:  

• Nickelodeon television advertisements 
• Nickelodeon magazine advertisements 
• Food products depicting Viacom  characters 
• Promotional tie-ins with restaurants 

For more detailed results from CSPI’s 2005 assessment, see: 
http://cspinet.org/new/pdf/nickelodeon.pdf  
*Nutritional quality was assessed using Guidelines for Responsible Food Marketing, available at: 
http://www.cspinet.org/marketingguidelines.pdf  
 
 
For more information see www.cspinet.org/nutritionpolicy  
or contact nutritionpolicy@cspinet.org   

http://cspinet.org/new/pdf/nickelodeon.pdf
http://www.cspinet.org/marketingguidelines.pdf
http://www.cspinet.org/nutritionpolicy
mailto:nutritionpolicy@cspinet.org

