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Class Poll  
On a scale of 1 (strongly disagree) – 10 (strongly 

agree) indicate if you think the food industry 

contributes to the obesity epidemic. 

19 63 22 



Why the Suspected Plot? 

Abundant 
Food Supply 

Fierce 
Competition 

Creating  
Demands 

Advertising 

Food companies are not health or social service agencies, and nutrition 
becomes a factor in corporate thinking only when it can help sell food.  



WHO IS IN THE DRIVER’S SEAT? 

Food companies are producing what people want 
 

OR 
 

Food companies make us to believe so 



Selling the Abundance 

Taste Cost 

Convenience 
Public 

Confusion 

When food is plentiful and people can afford to buy it, basic biological 
needs become less compelling and the principal determinant of food 
choice is personal preference. 



 



Taste: Make Foods Sweet, Fat, and Salty 

 “By deliberately manipulating three key ingredients 
– salt, sugar and fat – that act much like drugs, 
racing along the same pathways and neural circuitry 
to reach the brain's pleasure zones, the food and 
drink industry has created an elastic formula for a 
never-ending procession of lucrative products.” 

http://www.theguardian.com/books/2013/feb/24/salt-sugar-fat-moss-review 



A Recap on Food Addiction… 

• Does the food industry intentionally make us 
addicted to food? 

• The Science of Addictive Food (1:06-4:04;5:17-
8:59) 

https://www.youtube.com/watch?v=4cpdb78pWl4 

 

 

https://www.youtube.com/watch?v=4cpdb78pWl4


DOUBLE JEOPARDY  

A diet high in salt and sugar 

http://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.pakistantoday.com.pk/2013/07/13/city/islamabad/boost-your-health-avoid-soft-drinks/&ei=Am_MVNL8L4iB8gWR94DoCQ&psig=AFQjCNEvVY2FD4F_nTF8vuq7epwB6VMA3w&ust=1422770286856633




Arguments: 
 
Salt intake determines fluid intake (you feel thirsty so drink more) 
 
In children and adolescents, salt intake is directly related with 
higher fluid intake as well as intake of sugary drinks. 

If their current salt intake 
is reduced by half, the 
projected decrease in soft 
drink consumption would 
be ~ 2 cups / week (or 
200 kcal).  



http://www.cdc.gov/nchs/data/databriefs/db71.htm 

Situation in Hong Kong? 



www.chp.gov.hk/files/pdf/NCD_Watch_Dec_2010_Eng.pdf  



DOUBLE JEOPARDY  

A diet high in salt and sugar 

From Lecture 2 

http://www.google.com.hk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.pakistantoday.com.pk/2013/07/13/city/islamabad/boost-your-health-avoid-soft-drinks/&ei=Am_MVNL8L4iB8gWR94DoCQ&psig=AFQjCNEvVY2FD4F_nTF8vuq7epwB6VMA3w&ust=1422770286856633


Cost: Add Value but Keep Prices Low 

http://www.ers.usda.gov/data-products/food-dollar-series/food-dollar-
application.aspx?reportPath=/FoodDollar/Nominal&table_num=1&year=2011#.VD9uO2eSx34 



Cost: Add Value but Keep Prices Low 
• Marketers can add value to fruits and vegetables 

by selling them frozen, canned, or precut. 

 

• Food companies are more likely to focus on 
developing added-value products than to 
promote consumption of fresh fruits and 
vegetables.  



94 53 84 

Countries Average income for food (%) 

America <10% 

Kenya 44.9% 

Philippines 37% 

Japan 14.4% 

Hong Kong ? 





http://www.censtatd.gov.hk/hkstat/sub/sp290.jsp?productCode=FA100068 



Convenience: Make Eating Fast 

Convenience adds value to foods and stimulates the food 
industry to create even more products that can be 
consumed quickly and with minimal preparation.  

Then 

Now 



Confusion: Keep the Public Puzzled 



Confusion: Keep the Public Puzzled 

What cause 
the 

confusion? 

Media 

Research 

Food 
Industry 

Government 

The “magic” of 
single-nutrient 

studies… 



Selling the Abundance 

Taste Cost 

Convenience 
Public 

Confusion 

When food is plentiful and people can afford to buy it, basic biological 
needs become less compelling and the principal determinant of food 
choice is personal preference. 



Why the Suspected Plot? 

Abundant 
Food Supply 

Fierce 
Competition 

Creating  
Demands 

Advertising 

Food companies are not health or social service agencies, and nutrition 
becomes a factor in corporate thinking only when it can help sell food.  



How the food industry makes us eat 
more? 

1. Increase the Portion Size 

 

2. Advertise, Advertise, Advertise 

 

3. Introduce New Products  

 
 



Increase the Portion size 

Memorable Monologue: Cup Sizes 
https://www.youtube.com/watch?v=_Qp1QkGJjdU 
http://whatifpost.com/wp-content/uploads/2012/06/CDC-portion-sizes.jpg 

Hypothesis?? 
 

Growing portion sizes  
Vs.   

Natural regulation 

Selling the Abundance 



Do Large Portions Increase Eating? 

 

• 67 % Americans report that they eat whatever is on their plates, 
regardless of portion size. 

 

• Moviegoers eat 49% to 61% more popcorn when given a larger container. 

 

• When subjects were given a 12” sub instead of an  8” version, calorie 
intake increased 11% in women and 20% in men.  

American Institute for Cancer Research. As restaurant portions grow, vast majority of Americans still belong to “Clean Plate Club.” Survey released Jan. 15, 
2001. Available at www.aicr.org. Accessed Dec. 14, 2002. 
Ello-Martin JA, Roe LS, Meengs JS, Wall DE, Rolls BJ. Increasing the portion size of a unit food increases energy intake. Appetite, 2002;39:74. 
Rolls BJ, Morris EL, Roe LS. Portion size of food affects energy intake in normal-weight and overweight men and women. American Journal of Clinical 
Nutrition, 2002;76:1207–1213. 
Wansink B. Accounting for taste: Prototypes that predict preference. Journal of Database Marketing, 2000;7:308–320. 

Portion-Sizes Out of Control  
https://www.youtube.com/watch?v=JRJW6jbIrFk&feature=youtu
be_gdata_player 



Perceptions of What Is Right to Eat 

• Overconsumption: Who is responsible? 

 

• Are we manipulated by food 
companies? 

WHO IS IN 
THE DRIVER’S 

SEAT? 

Blake, A. J., Guthrie, H. A., & Smiciklas-Wright, H. (1989). Accuracy of food portion estimation by overweight and normal-weight subjects. Journal of the 
American Dietetic Association, 89(7), 962-964. 

Are overweight subjects less accurate in estimating portion size? 



How the food industry makes us eat 
more? 

1. Increase the Portion Size 

 

2. Advertise, Advertise, Advertise 

 

3. Introduce New Products  

 
 



How the food industry makes us eat more? 

Identify the strategies used by Nestle to increase sales in Brazil. 

NestlŽe's Mobile Nestlemarket Globesity: Fat's New Frontier (32:38-36:08) 
https://www.youtube.com/watch?v=mGL3iT5MMdQ 

A “humanitarian” action?? 

https://www.youtube.com/watch?v=mGL3iT5MMdQ


Children as Market Objects 

“It isn’t enough to just advertise on television. . . . You’ve got to reach kids throughout 
their day—in school, as they’re shopping at the mall . . . or at the movies. You’ve got to 
become part of the fabric of their lives.”—Carol Herman, Senior Vice President, Grey 
Advertising 

Institute of Medicine. Food Marketing to Children: Threat or Opportunity? Washington, DC: National Academies Press, 2006. 
Cotugna N. TV ads on Saturday morning children’s programming—what’s new? J Nutrition Education 1988;20:125–127. Kotz K, Story M. Food advertisements 
during children’s Saturday morning television programming: are they consistent with dietary recommendations? J Am Diet Assoc 1994;94:1296–1300. 

Children controlling 
increasing amounts 

of money 

Pester power 

Lifetime brand 
loyalty 



Examples 

Disney has a long history of helping sell 
fast foods, sugared cereals, and more.  

“We’re excited about the possibilities with this 
alliance,” said Kellogg spokesman Neil Nyberg.  

“Clearly in the case of cereal, Kellogg is a global leader in 
their category the same way Coca-Cola is a leader in 
carbonated beverages,” said Andy Mooney, president of 
Disney Consumer Products. Mooney said his goal is to put 
Disney products in front of consumers on a daily basis. 

Brownell, K. D., & Horgen, K. B. (2004). Food fight: The inside story of the food industry, America's obesity crisis, and what we can do about it. Chicago: 
Contemporary books. 

Marketing Food to Children (1:50-6:44; 7:24-8:47) 
https://www.youtube.com/watch?v=0bop3D7-dDM 



The commercial exploitation of children . . . is 
particularly egregious. Recognizing that children are 
not fully mature with regard to making informed 
decisions, we control the promotion of alcohol, 
firearms, and tobacco. Yet we assume that young 
children can rationally decide about food choices that 
have important health consequences… —Walter 
Willett, Harvard nutrition researcher 

Say No to Direct-to-child Marketing 
“The reason they chose Coke or Pepsi had nothing to do with taste. . . . [We] 

think the advertising media targets their advertisements to appeal to 
teenagers because . . . [that’s when you] develop buying habits and that’s 

when you have more pressure to drink the brand that’s cool.” 

Aims at 
uncritical minds 

Conflict-ridden 
manipulation 

Influences 
buying habits 

Jackson C, Peifer M. The cola wars: does the media influence your choice of cola and can you taste the difference between different brands? Science fair 
project, St. Ignatius elementary school, Portland, Oregon, May 25, 1999.  



Say Yes to Direct-to-child Marketing 
The food industry rationalizes it by… 

Freedom of 
speech 

Not 
inherently 

unhealthful 

Exercise is 
the key 

Does not increase 
consumption 

Barwise TP. How much does food and drink advertising influence children’s diet? In: Smith G, ed. Children’s Food: Marketing and Innovation. London: 
Blackie Academic & Professional, 1997:126–151. 

“In reality, there is no evidence that advertising is a major influence on children’s food 
choices; at the same time, there is substantial evidence that it is not a major influence, 
and that other factors— notably inherent taste preferences and parents—are a much 

stronger influence.” 

Not a major influence 
on food choice 



Responses & Actions 

 “Advertising directed toward children is 
inherently deceptive and exploits children 
under eight years of age.” 

 

 Marketing to children is exploitive and harmful 
to the nation’s youth. 

 

 CSPI started an organization called “Kids Against 
Junk Foods”. 

 

http://www.commercialfreechildhood.org/ccfc-blasts-mcdonald%E2%80%99s-report-card-advertising 



Regulations on Food Advertising 

Quebec 

Belgium 

Norway  Sweden  

Mexico 

Slovenia 

Iceland 

Turkey 

Chile 

Laws and regulations are implemented in these 
countries on advertising to children.  



How the food industry makes us eat 
more? 

1. Increase the Portion Size 

 

2. Advertise, Advertise, Advertise 

 

3. Introduce New Products  

 
 



Why the Suspected Plot? 

Abundant 
Food Supply 

Fierce 
Competition 

Creating  
Demands 

Advertising 

Food companies are not health or social service agencies, and nutrition 
becomes a factor in corporate thinking only when it can help sell food.  



Summary 


