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Obesity: Beyond a Health Issue

Part Il
The Plot of Multinational Food Industry?

Why the Suspected Plot?

Abundant Fierce Creating

Food Supply Competition 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.
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Introduce New Products
New food and beverage product introductions, selected years, 1995-2005

1995 1998 2001 2004 2005

Total
New products 13,338 13,654 16,333 18,063 18,722
Type of product ’ Largely allocated to the top of the Pyramid ‘ Percent of total
Candy, gum, snacks 25 23.8 325 30.5 27.7
Beverages 19.2 21.6 228 21.2 25.1
Condiments 18.2 14.2 13.8 13.9 10.2
Dairy 8.2 7.9 6.7 6.1 72
Baking ingredients 4.8 3.2 3.0 33 6.0
Processed meat 3.2 43 5.1 4.4 5.0
Meals and entrees 5.2 51 35 4.9 4.7
Bakery foods 586 52 2.8 5.3 4.1
Fruit and vegetables 3.0 5.1 28 33 3.4
Pasta and rice 2.9 48 23 22 2.2
Soups 1.9 241 1.8 1.5 1.6
Cereals 1.1 1.4 1.0 1.2 1.4
Desserts 7 5 7 6 0.8
Meal replacements 8 6 5 8 0.4
and special diet foods
Baby food 3 2 7 7 0.3

http://www.ers.usda.gov/media/196925/err42_1_.pdf
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FIGURE 4 The Produce for Better Health Foundation, a government-industry
sumpnnn of trulh and \'ugemhlu. created this

advertising dollars in comparison to dietary recommendations. (

ourtesy

Elizabeth Pivonka, ©Produce for Better Health Foundation, Wilmington, DE)

Marion Nestle. Food Politics. University of California Press, 2007

Milk gets the Coca-Cola treatment

Drinks giant pursues
‘premiumisation’ to
reverse decades-long
decline in consumption

Associated Press in New York

Coke is coming out with premi-
um milk that has more protein
and less sugar than regular. And
it’s betting people will pay twice
as much forit.

The national roll-out of Fair-
life over the next several weeks
marks Coca-Cola’s entry into the
milk market in the US and is one
‘way the world’s biggest beverage
maker is diversifying its offerings
as Americans continue to turn
away from soft drinks.

It also comes as people in-
creasingly seek out some type of
functional boost from their foods
and drinks, whether it’s more
fibre, antioxidants or protein.
That has left the door open for
Coke to step into the milk cate-
gory, where the differences be-
tween options remain relatively
minimal and consumption has
been declining for decades.

“It’s basically the ‘premiumi-
sation’ of milk,” Sandy Douglas,
president of Coca-Cola North
America, said at an analyst con-
ference in November. If devel-

oped properly, Douglas said it is
the type of product that “rains
money”.

Fairlife, which Coca-Cola
formed in partnership with dairy
cooperative Select Milk Produc-
ers in 2012, says its milk goes
through a filtration process that's
akin the way skimmed milk is
made. Filters are used to separate
the various components in milk.
“Then, more of the favorable com-
ponents are added, while the less
desirable ones are kept out.

‘The result is a drink that Fair-
life says is lactose free and has 50
per cent more protein, 30 per
cent more calcium and 50 per
centless sugar than regular milk.

The same process is used to
make Fairlife’s Core Power, a
drink marketed to athletes that

Fairlife mnI products at an Indianapolis grocery store. Photo: AP

has even more protein and calci-
um than normal Fairlife milk.

Sue McCloskey, who devel-
oped the system used to make
Fairlife with her husband Mike
McCloskey, said Fairlife will be
marketed more broadly to wom-
en who are the “gatekeepers” for
their families’ nutritional needs.

Even while touting its nutri-
tional advantages, however, Fair-
life will need to be careful about
communicating how its drink is
made.

Jonas Feliciano, senior bever-
age analyst for market researcher
Euromonitor, noted that people
want dn.nks that “do }

“Theyhave to explain that this
isnotan abomination of nature,”
Feliciano said.

Already, Fairlife has been sub-
ject to teasing. After the drink ap-
peared in Coke’s analyst presen-
tation, comedian Stephen Col-
bert referred to it as “extra expen-
sive science milk” and made fun
of the elaborate way it's made.

That may explain why Coca-
Cola is distancing itself from the
product; a representative for the
Atlanta-based company referred
questions to Fairlife’s outside
representative.

In a phone interview; Fairlife
CEO and former Coke executive
Steve Jones said he thinks his
company can help reverse the
ongoing decline in milk con-
sumption. Major US retailers in-
cluding Wal-Mart, Target, Kroger
and Safeway have agreed to carry
it and Coca-Cola’s Minute Maid
team plans to make it available
wherever milk is sold.

The drink, which comes in a
plastic bottle reminiscent of milk
cartons, is already appearing on
some USshelvesand rolls out na-
tionally over the next few weeks.

Atasupermarket in Indianap-
olis, a 1.5 litre bottle of Fairlife was
being sold for US$4 59. By com-

arison, the nati ost

for me,” but that Fairlife’s juiced-
up nutritional stats may make
people hesitant about how natu-
ral it really is.

for a half-gallon of milk, which is
1.9 litres, is US$2.18, according to
the USDA. For organic milk, the
average is US$3.99.

SCMP - February 5, 2015

17/2/2016



ultra-filtered
milk
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Fat free
Fairlife

Nutrition Facts
Serving Size 1 Cup (240mL)
Servings Per Container 6.5

Amount Per Serving
Calories 80  Calories from Fat 0
% Daily Value*

Total Fat 0g 0%
Saturated Fat 0g 0%
Trans Fat 0g

Cholesterol Omg 0%

Sodium 125mg 5%

Total Carbohydrate 69
Dietary Fiber 0g
éb@ars 6g

Protein 139

Vitamin C 0%
Iron 0%

Vitamin A10% *
Calcium 40% .
Vitamin D 25%

INGREDIENTS: GRADE A NONFAT FILTERED
MILK (HIGH PROTEIN, HIL:H CALCIUM.

REDUCED SUGAR), LA £ ENZYME
VITAMIN A PAL MI'AT: wA‘.‘IN D3

MADE WITH GRADE A MILK
CONTAINS MILK

2% Fairlife

Nutrition Facts
Serving Size 1 Cup (240mL)
Servings Per Container 6.5

Amount Per Serving
Calories 140 Calories from Fat 40

% Daily Value*
Total Fat 4.59 7%
Saturated Fat 3g 15%
Trans Fat Og
Cholesterol 20mg 7%
Sodium 250mg 10%
Total Carbohydrate 133 4%
Dietary Fiber Og 0%
Sugars 12g
Protein 13g 26%
Vitami 0% Vitamin C 0%
(Calcium 40% Iron 2%

Vitamin D 25%

* Percent Daily Values are based on a 2,000 calorie
diet. Your daily values may be higher or lower
depending on your calorie needs:

Calories: 2,000 2,500

Total Fat Lessthan 659 80g
Saturated Fat  Lessthan 209 259
Cholesterol Lessthan  300mg  300mg
Sodium Lessthan  2.400mg 2400mg
Total Carbohydrate 300g 3759
Dietary Fiber 25 30g
Protein 509 659

INGREDIENTS: GRADE A REDUCED FAT FILTERED
MILK (HIGH PROTEIN, HIGH CALCIUM, REDUCED
SUGAR), SUGAR, ALKALIZED COCOA, LESS THAN 1%
OF CORN STARCH, NATURAL FLAVOR, DIPOTASSIUM
PHOSPHATE, LACTASE ENZYME, SALT, ACESULFAME
POTASSIUM, CARAGEENAN, ARTIFICIAL FLAVOR,
SUCRALOSE, VITAMIN A PALMITATE, AND VITAMIN D3

MADE WITH GRADE A MILK
CONTAINS MILK.
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Regular whole
Fairlife whole

Regular 2%
Fairlife 2%
Fairlife chocolate

Protein
gram per serving (240 ml)

8
13

13
13

Sugar Fat
11 8
6 8
12 5

6 4.5

12 4.5

Lactose

yes
no

yes
no
no

Ultra-Filtered to Perfection

We start with high quality real milk from our farms and run it

through our unique filtration. The result?
ultra-filtered milk with 50% more protein, 30% more
calcium and half the sugars of regular milk, AND lactose

free...

Where does the extra protein and calcium come from in fairlife®

ultra-filtered milk?
It comes directly from the milk! We filter our milk into its five

components (water, butterfat, protein, vitamins & minerals, lactose)
and then recombine them in different proportions. So we never need

to add protein or calcium powders — it’s already in the milk!

\ote:

1. Do you agree what Coca-Cola selling is milk?

2. Will this new product convert you to a milk drinker?

17/2/2016



Why the Suspected Plot?

Abundant
Food Supply

o

4\\‘

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.

Transition of dietary advice

The National Nutrition Guide, 1946
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' MILK GROUP
Some ml fos sveipone

o Ambdrin .o, Tjedespr o
Teandgen. . . . & s more cups 3

 Aduli T, 2 ermene eups

" DAILY FOOD
GUIDE

The 1958 “Basic Four” food guide established minimum levels of daily servings to
prevent nutritional deficiencies.

Eat More

Eat Less

USDA Food Guide , 1979
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The

KEY

@ Fat (naturally occumng and addess
H H Sugars {added
Eating Right VSt
Pyramid
Fats, Oils, and Sweets
Milk, Yogurt, Meat, Poullry, Fish,
and Cheese Dry Beans, Eqggs,
Group and Nuts Group
Vegetable Fruit
Group Group
Bread,
Cereal,
Rice, and
Pasla
Group
-
WASHINGTOON,,

FNOW, CLASS, WHICH FoobS
ARE WMOST ESSENTIAL FOR
ET? 4

A7 AND WHNT
IS 1T ABOUT

E WHO KMNOWS MORE
ABOUT NUTRITjoN
THAN NUTRITIONISTS?

ANYONE
WiTH THE
AUTHORITY ¥
TO PUBLISH A
GOVERNMEMTAL
DOCUMENT.

: Pyramid.

1 Mark Alan Stamaty’s 1991
“Washingtoon” ridiculed the USDA for
caving in to pressures from meat and
dairy lobbyists in designing the

HI THER WASHINGTON]
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The Food Guide Pyramid JSia8 U s 2 .
and added suaqars in fooas:
A Guide to Daily Food Choices S KEY
7 D Fat (naturally occurring and added)
ﬂ Sugars (added)

U Meat, Poultry, Fish,
Dry Beaan, E%gs, &

Milk, Yogurt, uts Group
g ghgeés;v(iﬁgps 2-3 SERVINGS

Fruit Group
Vegetable : 2-4 SERVINGS

Group } .
3-5 SERVINGS : 3 Bread, Cereal,
' Rice, & Pasta

KEY
The @ okl g i sk
- - W Sugars (24 . 4 These symbols show fats
Eating Right The Food Guide Pyramid adaGaed saare mioads:
i A Guide to Daily Food Choices KEY
Pyramid 0 Fat (naturalty occuring and acdec
Fats, Oils, and Sweets 2 sugars (added)

Fats, Qils, & Sweets

Milk, Yogurt. Meat, Poultry, Fish PARINGLY )

and Cheese Dry Beans, Eqgs, USE SPAremc Meat, Poultry, Fish,

Group and Nuts Group Dry Beans, Eggs, &
ik Yogur, Moks Group
& Cheese Group o 2-3 SERVINGS

5 2-3 SERVINGS e
Vegetable Fruit
Group. Group Fruit Group

2-4 SERVINGS

Bread,
Cereal,
Rice, and
Pasta
Group

Source: U.S. Department of Agriculture. U sWand Human Servides.




DAILY FOOD GUIDE PYRAMID

“OTHERS”

(K i stweets)
1gly
The Food Guide Pyramid Bl ettt
A Guide to Daily Food Choices KEY
MiLK MEAT 0 Fat (naturally occurring and added)
Group Group K2 sugars (added)

3-4 servings

2-3 servings rjas'si gq:‘él%eevts

VEGETABLE
Group
3-5 servings

GRAIN
Group
6-11 servings

Meat, Pouttry, Fish,
Dry Beans, Eggs, &

Nuts Group
2-3 SERVINGS

Fiuit Gi
2-4 SERVI

Bread, Cereal,
Rice, &Pasta

EATING RIGH'T:

A GUIDE TO DAILY FOOD CHOICES

2.3 SERYINGS 2-4 SERVINGS 5-11 SERVINGS 3-5 SERVINGS 2.3 SERVINGS

i USE SPARINGLY

17/2/2016
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MyPyramid, 2005
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. MyPlate

_

MyPlate, 2011
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US Guidelines
2015-2020

Follow a healthy eating
pattern across the lifespan.
All food and beverage choices
matter. Choose a healthy
eating pattern at an
appropriate calorie level to
help achieve and maintain a
healthy body weight, support
nutrient adequacy, and reduce
the risk of chronic disease.

Focus on variety, nutrient
density, and amount. To meet
nutrient needs within calorie
imits, choose a variety of
nutrient-dense foods across
and within all food groups in
recommended amounts.

Limit calories from added sugars
and saturated fats and reduce
sodium intake. Consume an
eating pattern low in added
sugars, saturated fats, and
sodium. Cut back on foods and
beverages higher in these

components to amounts that fit
within healthy eating patterns.

Shift to healthier food and
beverage choices. Choose
nutrient-dense foods and
beverages across and within all
food groups in place of less
healthy choices. Consider
cultural and personal preferences
to make these shifts easier to
accomplish and maintain.

Support healthy eating patterns
for all. Everyone has a role in
helping to create and support
healthy eating patterns in
multiple settings nationwide,

i e 1o sch

=3 Follow a healthy eating
pattern over time to help
support a healthy body
weight and reduce the risk
of chronic disease.

A healthy eating
pattern includes:

Fruits Vegetables

Protein Dairy

{p [ 1%

Grains

«®

A healthy eating
pattern limits:

e
W S—
Saturated Added Sodium

fatsand sugars
trans fats

http://health.gov/dietaryguidelines/2015/guidelines/executive-

Confused consumers

http://health.usnews.com/health-news/health-

17/2/2016
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Grounds of Dietary Advice

Dietary advice issued by the government never has been based purely on
considerations of public health.

Once food becomes products, other powerful business interests enter the
scene. Enormous power and influence rest in the hands of a few
companies.

BUYING ACCESS AND INFLUENCE

Food companies also go to great pains to befriend federal officials,
develop legislation self-interest, and use public
relations to create a positive image for their activities.

17/2/2016
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MAKING FRIENDS WITH FEDERAL
OFFICIALS: THE USDA SECRETARY

* Tyson Foods was urging USDA to go slow on imposing new
meat and poultry handling instructions.

Prompt imposition of the new rule would have cost Tyson
Foods $30 million.

Tyson Foods was accused of giving Espy and his then-
girlfriend $12,000.

Michael Espy, under pressure from the White House, was
forced to resign in 1994 as Secretary of Agriculture.

Michael Espy

What other way?

* In what other way can the food industry influence
government decision?

Fast food, Fat profits: Obesity in America (16:10-
19:19)

https://www.youtube.com/watch?v=slwgXXVXM3I&spfreload=10%20Message%3A%20Unexpected%20end%200f%20in
put%20(url%3A%20https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DsIwgXXVXM3I)

Revolving door

17/2/2016
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https://www.youtube.com/watch?v=slwgXXVXM3I&spfreload=10 Message: Unexpected end of input (url: https://www.youtube.com/watch?v=slwgXXVXM3I)
https://www.youtube.com/watch?v=slwgXXVXM3I&spfreload=10 Message: Unexpected end of input (url: https://www.youtube.com/watch?v=slwgXXVXM3I)

Food Lobbying

The Fattest Wallets in Food Lobbying
Year 2009

Lobbying is any legal attempt by individuals or
groups to influence government policy or action.

g B -= gy

$4$0.00Q v'$1.Q~OO_,(‘)‘C,)'O _’$1\.080.C.)OO $3:240,000 $%390,000 '$3560,194 $9:390,000 $i8,850,000

Fast food, Fat profits: Obesity in America (6:36-7:23-10:25)
https://www.youtube.com/watch?v=slwgXXVXM3I&spfreload=10%20Message%3A%20Unexpected%20end%200f%20input%20(url%3
A%20https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DslwgXXVXM3I)

BUYING ACCESS AND INFLUENCE

* The Fanjul family controls about 1/3 of Florida’s
sugarcane production and collects at least $60 million
annually in subsidies.

* The Fanjuls contributed more than $350,000 to the
two political parties in 1997-1998.

* In 2000, Alfonso Fanjul hosted a dinner that raised
more than a million dollars for the Florida Democratic
party.

CBC Big Sugar 1 of 2 Documentary on the Political History of the Sugar Industry
http://www.youtube.com/watch?v=PHh50dELpi4

17/2/2016
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TPP New Zealand Video

http://www.stuff.co.nz/business/farmin
0/71152277/Thousands-march-
against-TPP-trade-agreement

) pepSi o
J

17/2/2016
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The Washington Times - December 16, 2014

Pepsi distributor buying|‘pouring rights’|at

uo

By - Assaciated Press - Friday, April 18, 2014

EUGENE, Ore. (AP) - A Pepsi distributor would become the University of Oregon's dominant
soft drink supplier, and the school would get nearly $5 million in cash or discounts over the
next eight years under a contract expected to be finalized soon.

The deal with Bigfoot Beverages was reported by the Eugene Register-Guard
(http://bit.ly/1jdcxYz) through a records request. The paper said the competition between
Pepsi and Coke for campus "pouring rights" has resulted in multimillion dollar contracts at
UCLA and City University of New York.

The Oregon contract would give Pepsi products 80 percent of the soft drink cooler space on
campus, boosting Pepsi's presence and giving the boot to some locally bottled drinks.

News on pouring right

https://www.youtube.com/watch?v=mQALBr4srMc

Anti - pouring right

https://www.youtube.com/watch?v=27HqVC6YlaU

17/2/2016
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Lecture 4 plot of food industry.pptx
https://www.youtube.com/watch?v=27HqVC6YlaU
https://www.youtube.com/watch?v=mQALBr4srMc

The way Science advances

« Keen researchers

« Targeted, achievable objectives

» Good / excellent research facilities
» Generous research funding
 Journal Publication

« Scientific exchanges

The way Science advances

« Keen researchers

« Targeted, achievable objectives

« Collaboration

» Good / excellent research facilities
» Generous research funding
 Journal Publication

« Scientific exchanges

Industrial influences come into play

17/2/2016
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NATURALLY FLAVORED

RASPBERRY PEACH

JUICE DRINK

\ALL NATURALl

Before : Date shown on
ﬁtHNHEH{F GF.H.H)
:fcoduct fKorea  Volume:S00ml
frigerate after opening, Shake well before sef
Imported By: fxe s
ngTakFoodud
9/F, No.2-6 Wong Chuk Yeung Street,
Goodman Shatin Logistics Centre,
™., - Tan, Shatin HK
Customer Hotline: 852-2145 8988

: C&C APPlO(Spnrkm,q Orin
: Carbonated wm(,,

High Fructose Corp, Syrup
4 Acid ity Re()u = A -
)
cm“.) Vitamin o NGREDIENTS: PREMIUM BREWED GREEN TEA USING
ol Flavor - CORN SYRUP, PLUM JUICE FROM C(
. S¥lume ' OR OM HONEY, NATURAL FLAVORS, GINS
: See Bottln 4 ,‘

NATURALLY FLAVORED.

KASPBE EACH
ASPBERRY P nte: vy 3
JOICE DRIng e Ang p%‘“ B

QIALL NATURAL (E330), Natural
N A
NO PRESERV
NO ARTIFICIAL
NO ARTIFICIAL FL/
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High Fructose Corn Syrup (HFCS)

* A cheaper substitute for sugar

* Corn starch is hydrolyzed to glucose, which is transformed
to fructose enzymatically

* Unlike glucose, fructose does not stimulate insulin
secretion or enhance leptin production

* Found to cause significant weight gain in lab animals

Sweetness of various sugars

Type of Compound

Lactose Disaccharide 0.16

Maltose Disaccharide 0.33-0.45
Glucose Monosaccharide 0.74-0.8
Sucrose Disaccharide 1.00 (reference)
Fructose Monosaccharide 1.17-1.75
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@ The American Journal of Clinical Nutrition

Fructose CH,OH
A caloric sweetener
sucrose Q_ o
high fructose corn syrup
. . o HO———H
Also present in fruits / fruit juice
.as fructose ‘ H OH
Unigque metabolism
insulin mdepen‘de‘nt . H OH
promote hepatic lipogenesis
elevate plasma triglyceride CH,OH
N EnglJ Med 2012. DOI: 10.1056/NEJM0a1203034
. Fructose
A Trial of Sugar-free or Sugar-Sweetened CH..0
Beverages and Body Weight in Children 6126
Janne C. de Ruyter, M.Sc., Margreet R. Olthof, Ph.D., Jacob C. Seidell, Ph.D
and Martijn B. Katan, Ph.D.
Over 18 months
Sugar-free  Sugar
Weight gain (kg) 6.35 7.37
Commentary

Consumption of high-fructose corn syrup in beverages may play a

role in the epidemic of obesity™?

George A Bray, Samara Joy Nielsen, and Barry M Popkin

ABSTRACT
Obesity is a major epidemic, but its causes are still unclear. In this
article, we investigate the relation between the intake of high-
fructose corn symp (HFCS) and the development of obesity. We
anatyzed food consumption patterns by using US Department of
Agriculture food consumption tables from 1967 to 2000. The con-
sumption of HFCS increased > 1000% between 1970 and 1990, far
exceeding the changes in intake of any other food or food group.
HFCS now represents = 40% of caloric sweeteners added to foods
andbemgmandlsthcsolecalmcmbmﬂmsoﬂdrmksmtte
United States. Our most conservative estim
HFCS indicates ada.i.lyavmgcoflSZlnc.
= 2 y. and the top 20% of consumers of]|

sucrose. Added sugar is sugar added to a food and includes
sweeteners such as sucrose. HFCS. honey. molasses, and other
syrups. Naturally occurring sugar is sugar occurning in food and
not added in processing. preparation, or at the table. Tofal sugars

the total of sugars in a food and mn-
cludes both naturally occurring and added sugars. Free fiuctose
1s fructose that exists in food as the monosacchande. Fructose
refers to both the free and bound forms of fructose (4).

.. unlike glucose fructose does not stlmulate

316kcal from HFCS/d. The increased use of msulm secretion or enhance leptin production...

metabolism of fructose differ from those of] LIS SUZEeSts that dietary fructose may contribute

hism of fiuctose favors de novo lipogenesis. I

fractose does ot stimulate insulin secretion] LO-. Weight gain.

tion Because insulin and leptin act as key SIPTEAIS I e Teg-
lation of food intake and body weight. this suggests that dietary fiuctose
may contribute to increased energy intake and weight gain Further-

more, calorically Ages may caloric

ion. Thus, the in ion of HECS has a temporal
relation to the epidemic of obesity. and the overconsumption of HFCS
in calorically sweetened play a role in the epidemic of

‘beverages may
obesity. Am J Clin Nutr 2004;79:537-43.

KEY WORDS  Epidemiology. food intake, obesity, artificial

Using a glucose 1somerase, the starch in com can be efficiently
convertedto glucose and then to various amounts of fructose. The
hydrolysis of sucrose produces a 50:50 molar mixture of fructose
and gl . The devel of these inexpensive, sweet corn-
based syrups made it profitable to repl (sugar) and
simple sugars with HFCS in our diet, and they now represent 40%
of all added calonic sweeteners (8). Fructose 1s sweeter than
sucrose. In comparative studies of sweetness. in which the sweet-
ness of sucrose was set at 100, fructose had a sweetness of 173
mﬂglumsehadaswmm;of?4(9), If the values noted above
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Percentage overweight and obese (%)

Sucrose used in ? HFCS used in ?
*HFCS contains glucose and fructose in monosaccharide forms .

Fructose & Obesity

Total Fructose (e)

30 A - 75

20 1 F 50

Obesity Prevalence (X)

Correlation or
Causation?

(,-p+,-eydea+6) asojonyy 921y
pue ‘SO4H ‘@sony Jo Ajiqejieny

Free Fructose (¢) [48

HFCS (A)

LI S S S S B B S S S e s S S S S S S S e e s

1961 1970 1975 1980 1985 1990 1995 2000

Total fructose : the sum of free fructose and fructose that is part of the disaccharide sucrose.
Free fructose: the monosaccharide in HFCS and is also obtained in small amounts from other sources.

Bray GA et al., Am J Clin Nutr. 2004 Apr;79(4):537-43

Food category

Percent of sweetener use

Sucrose HFCS

Bakery and Cereal
Beverages
Confectionery
Dairy

Processed foods
Other food uses

[@D) 6
9 @
19 1
12 5
7 10

12 6

White, J. S. (2014). Sucrose, HFCS, and Fructose: History, Manufactur,
Composition, Applications, and Production. In Fructose, High Fructose Corn
Syrup, Sucrose and Health (pp. 13-33). Springer New York.

Studies Show HFCS Isn’t the Obesity Boogie Man

By Cathryn
Posted: May 24, 2011

While it may be easier to blame the pounds that have crept
around our midsections over the past few winters on a single demon-food, a comprehensive review of
research presented by James M. Rippe. MD. at the American Society of Hypertension Annual Meeting shows
yet again that the way the human body metabolizes high fructose corn syrup and table sugar is nearly
identical.

More importantly, he concluded that there is no evidence that HFCS has a different impact on risk factors for
chronic disease. Rippe, the founder and director of the Rippe Lifestyle Institute and professor of biomedical
sciences at the University of Central Florida, went so far as to bash popular propaganda in the face by stating
consuming HFCS instead of table sugar is no more likely to make someone obese or to make it more difficult
for them to lose weight.

http://www.kycorn.org/informationbin/food-hfcs.htm
http://corncommentary.com/2011/05/24/studies-show-hfcs-isn’t-the-obesity-boogie-man/
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Open

www.nature.com/ijo

COMMENTARY
Lack of evidence for high fructose corn syrup as the cause of the

obesity epidemic

DM Klurfeld"”, J Foreyt®, TJ Angelopoulos® and JM Rippe®*®

CONFLICT OF INTEREST

Dr Rippe and Rippe Lifestyle Institue received research grants and consulting fees
from a variety of companies and organizations. Including ConAgra, Kraft Foods,
PepsiCo, Weight Watchers and the Corn Refiners Association. Dr Foreyt is a member
of the scientific advisory panel of the corn refiners association.

Straight talk about high-fructose corn syrup: what it is and what it
ain’t’™™*
John S White

ABSTRACT

High-fructose corn syrup (HFCS) is a fructose-glucose liquid sweet-
ener alternative to sucrose (common table sugar) first introduced to
the food and beverage industry in the 1970s. It is not meaningfully
different in composition or metabolism from other fructose-glucose
sweelteners like sucrose, honey, and fruit juice concentrates. HFCS

The author is a consultant to the food and beverage industry in nutritive
sweeteners, including HFCS and sucrose. His professional associations, past
and present, include individual food industry companies as well as such
organizations as the American Chemical Society, American Council on Sci-
ence and Health, Calorie Control Council, Corn Refiners Association, Insti-
tute of Food Technologists, and International Life Sciences Institute.

e e o s et e e s s i i
general public alike. In particular, I evaluate the strength of the
popular hypothesis that HFCS is uniquely responsible for obesity.
Although examples of pure fructose causing metabolic upset at high
concentrations abound, especially when fed as the sole carbohydrate
source, there is no evidence that the common fructose-glucose
sweeteners do the same. Thus, studies using extreme carbohydrate
diets may be useful for probing biochemical pathways. but they have no
relevance to the human diet or to current consumption. I conclude that
the HECS-obesity hypothesis is supported neither in the United States
nor worldwide. Am J Clin Nutr 2008:88(suppD): 17165-21S.
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CO-OPTING NUTRITION PROFESSIONALS

* This tactic “is most effectively done by identifying the leading experts.. ..
and hiring them as consultants or advisors, or giving them research
grants and the like. This activity... must not be too blatant, for the experts
themselves must not recognize that they have lost their objectivity and
freedom of action. At a minimum, a program of this kind reduces the
threat that the leading experts will be available to testify or write against
the interests of the regulated firms.”

Owen BM, Braeutigam R. The Regulation Game: Strategic Use of the Administrative Process. Cambridge, MA:
Ballinger, 1978:7.

Conference Sponsorship
F N C E Georgia World Congress Center | Atlanta, GA = maetr

Food &N WCIOEIEEETIN  october 18-21, 2014

HOME  FORATTENDEES FOREXHIBITORS  FORSPEAKERS  FOR MEDIA

2014 FNCE® EVENT SPONSORS Quick Links

QOver 10,000 food and nutrition professionals attend the Academy of Nutrition and Dietetics' annual Conference & Expo, and Contact Us
up to 10 companies have the opportunity to set themselves apart from the other exhibitors by becoming an Event Sponsor.

2014 FNCE® Event Sponsor Information » Travel
Event Sponsors
Toolkit

The Academy of Nutrition and Dietefics would like to recognize and thank the following
2014 Food & Nutrition Conference & Expe™ Event Sponsors for their generous support.

Videos and Photos

Campbell Soup Company is a global manufacturer of high-quality foeds and
simple meals, including soup, baked snacks and healthy beverages. In Virtual Bookstore
keeping with their mission to “build the world's most extraordinary food

company by nourishing people's lives everywhere, every day,” Campbell
offers a variety of great-tasting foods, such as those from their "Healthy
[7/ Request,” "V8," and “Pepperidge Farm” brands, that help people meet the
o|U-S. Dietary Guidelines rscommendations. The recent acquisition of "Plum

Organics” and "Bolthouse Farms” only increases Campbell's portfelio of
products that deliver against the Dietary Guidelines. Visit
www.C; m 1o leamn more.
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ConAgra Foods, Inc., (NYSE: CAG) is one of North America’s largest

packaged food companies with branded and private branded foods found in &4 Twitter Feed -1
99 percent of America's households, as well as a strong commercial and
COnA ro foods business serving restaurants and foodservice operations globally. Tweets W Follow
Recognized brands include Heaithy Choice®, Hunt's®, Eqg Beaters®, Onville
Redenbacher's®, Marie Callender's® and many other ConAgra Foods 7] catrightFNCE 1
Food S brands. ConAgra Foods also supplies fiozen potato and sweet potaio ghtFNCE
products as well as other vegatable, spice, bakery and grain products to aneEE
Food you k commercial and foodservice customers. ConAgra Foods collaborates with the There's still time to sign up to attend
000 you love  facagemy of Nutrition and Dietetics on the Home Food Safety program the Foundation Nutrition Symposium
dedicated to raising consumer awareness about home foed safety on Saturday, Oct

(www.homefoodsafety.org).
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SPONSORING EDUCATION - DISSEMINATING
SCIENTIFIC INFORMATION

» As sustaining sponsors

» Sponsorship to specific topics / fields

 Advertising in journals

™ NEW ENGLAND Frhe amer
JOURNAL of MEDICINE LINICAL

ican Jou
NU

Our Nutrition Resources

PROGRAM

('
%
March 28 - April 1 + Boston Convention & Exhibition Center

Join today

www.nestlenutrition-institute.org

You
e
American Assoclation of Anatomists (AAA)
The American Physiological Society (APS)
[ 4
Visit |,
at S
Stan d
American Society for Pharmacology 53
and Experimental Therapeutics (ASPET) 0
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CREATING PARTNERSHIPS AND ALLIANCES

How well does this
ideology hold true
in practice?

All parties engaged in partnerships and alliances justify them in terms of
common goals and congruent interest in helping to improve the health
of the public, and all invariably maintain that the relationships do not
compromise their views or opinions on nutrition issues.

Fight Heart Discase
Drink Florida Grapefrg Juice

Today’s New Sweet Taste

Certified Heart Healthy

American Heart
Association

Cholesterol Fi‘ec

" Enjoy Heart-Healthy
FLORIDA GRAPEFRUIT JUICE

(AP)) ) Edvards oo™ Dol

GRISR KingKullen  Kings

= e ) waldbaus

New York Times %
10/29/97 =)

The American Heart Association’s Heart Check program requires payment for certification of grapefruit
as heart-healthy; this juice would not be expected to be high in fat or cholesterol. The advertisement

appeared in the New York Times on October 29, 1997.
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Endorsing “Healthy” Foods: The American
Heart Association

American

eart,
Association

CERTIFIED
Meets Criteria For
V ! Heart-Healthy Food

Programs like Heart Guide Abandonment of the heart
“tend to increase consumer association's new program
confusion and may also be was at least tempc_)rarlly a

misleading.” blow to the prestige and

influence of the organization.

re
hi

Undermining Credibility: The American
Dietetic Association

Chocolate “Chocolate is no longer a concern for those wary of ‘
saturated fat, and . . . In fact, chocolate can be part of ﬁ@g’g

a heart healthy eating plan.”

D
' National Association of
, Margarine Manufacturers
. . - . )
Fats and oils “Margarine products and liquid vegetable oil have

little saturated fat and contain no cholesterol.”

Gampbelli
Snacking “In today’s busy world, snacking is part of our daily ;

routine. We enjoy milk and cookies after school... and
reach for a handful of crackers before bed.”

17/2/2016
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Which of the following websites is the least trustworthy?

Which of the following websites
is the least trustworthy?

rigﬂtPRo e "

= Academy of Nutrition and Dietetics
How to vote

) Campbell's Soup 1. Grab your phone

2. Gotowww.govote.at
= Centre for Science in the Public 3.Enter 482 21
Interest CENTER FOR
{) ¥ Science N THE
Public Interest

. ) - National Cattlemen’s
7 National Cattlemen's Beef Association BEEF Beef Association
USA

Cattlemen « Leadership * Solutions

Confusing the Issues: The Tufts Nutrition
Navigator

¢ The Tufts Nutrition Navigator ranked other nutrition Web sites.

* Sponsorship by food companies was not considered a factor in the
rating scale.

e Kraft sponsorship ended in 2006. Without outside funding, Tufts
stopped work on the site.

mx\%‘g}:‘gg Tufts ’ Gerald J. and Dorothy R. Friedman

A ating Guide to Nutrtion Websites School of Nutrition Science and Policy

http://navigator.tufts.edu/
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CENTER FOR ) ' Take Action »
Science IN THE Transforming Donate »
PU.th Interest the American diet Larry & Belle Jacobson

Education Fund »

About Us Food Safety More! Contact

CSPI's Funding Sources

Our Accomplishments

Wondering why you should
donate to CSPI? View our
accomplishments spanning
our 40 years of history, and
find out how supporting
CSPI will help us continue
the fight for safer, more
nutritious food.

Print | Share

CSPI is primarily funded by the 900,000 subscribers to its Nutritio
Action Healthletter and individual donors. Private foundation grants
make up approximately 5% to 10% of CSPI's annual revenue of $17
million. Nutrition Action Healthletter accepts no advertising, and CSPL
accepts no corporate funds or government grants.
View Our Accomplishments S :

: About CSPI

Funding »
Since 1971, CSPI has been a strong advocate for S

Donate to CSPI nutrition and health, food safety, alcohol policy, and JObS e
sound science. i
%Owango be partoftheﬁ?rtd MISSIORE: oo
r safer, more nutritious foo : -
by contributing to CSPI. Prlva_cy Pollcy 2

Its award-winning newsletter, Nutrition Action Healthletter,
) CSPIN with some 900,000 subscribers in the United States and Contact Us »
onate © o Canada, is the largest-circulation health newsletter in vl Tt
s Refund Policy »
North America.

L) n Founded by executive director Michael Jacobson, Ph.D. and
two other scientists, CSPI carved out a niche as the - »
organized voice of the American public on nutrition, food

From Our Supporters = o NutrltIO_I'I'I.AC;‘?ZQ_ .-

safety, health and other issues during a boom of

http://www.cspinet.org/about/index.html

Media EatRight Careers

®
rigg; PR Academy of Nutrition

Advocacy Leadership Practice : Research Career Member Benefits 3

About Us
» Academy Vision and Meet Our Sponsors

Mission

Sponsors work with the Academy of Nutrition and Dietetics to forward the mission of empowering
members to be the food and nutrition leaders. The Academy would like to recognize and thank our
Corporate Sponsors for their support of the Academy and its members.

« What is an RDN and
DTR?

s Alliances and Learn more on how each sponsor contributes to the Academy's mission.
Collaborations

Academy National Sponsors

» Advertising and .
Sponsorship + Abbott Nutrition

® National Dairy Council®

About

Sponsorship Premier Sponsors

SlEREEIT * The Coca-Cola Company Beverage Institute for Health & Wellness
Sponsors * PepsiCo

Consumer and * Unilever

Professional

http://www.eatrightpro.org/resources/about-us/advertising-and-sponsorship/meet-our-sponsors
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Any exception?

* The 5 A Day program is a joint venture of the National Cancer Institute (NCl)
and the industry-funded Produce for Better Health Foundation (PBH).

* The message is simple, positive, measurable, credible, and able to reach
vast numbers of people through food stores.

* Underlying problem: &
— Fruit and vegetable producers view each other as competitors. EAT5A DAY

for better healt

— Unless they result in demonstrable and immediate benefits to the
industry partner, they will not receive more than token industry support.

http://www3.cancer.gov/extra/pcer/pcerpage/5factpage/

Conflicts of Interest:
Any remedy?

COUNTERTHINK "FDA VISIoW TEST"

* Members have to state whether they E |y |

have received stock, consulting fees, ﬁfm — = |

||’ or other financial support from it/ 3
companies with interests in the ‘o IF

(]

agency'’s regulatory decisions. =

[COMEEPT. Mivie honails PRT- T R W NEWSTAREET, COM

“... we have consistently published
THE conflict of interest statements from
LANCET authors, together with details of the
role of the funding source... We ask
for these details to be included with
submissions.”

http://www.fda.gov/oc/advisory/conflictofinterest/policies.html
James, A. and Horton, R. (2003). The Lancet's policy on conflicts of interest. The Lancet, 361(9351), 4.
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Play Hardball: The McLibel Case

1986 “London Greenpeace” distributed
a pamphlet entitled What’s wrong with
McDonald’s: Everything they don’t want you to
know.

1990 McDonald's brought libel proceedings against
five London Greenpeace supporters.

1995 McDonald's offered to settle the case.

More references:
http://www.marquette.edu/bizethics/cases%20folder/McDonaldsandMcLibel_000.htm

Why the Suspected Plot?

Abundant Fierce Creating
Food Supply Competition Demands

Advertising

A 4

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

* Food at low price
* Food fortification

* Advances in handling, storage, and transportation

Food Industry Tactics

Claim commitment to public health
Seek influence through campaign contributions
Claim that advertising affects brand share, not consumption

Focus attention on physical activity

Spread confusing nutrition information
Claim there are no “good” or “bad” foods
Play the choice and freedom cards

Silence critics by suing or intimidating them
Emphasize that parents must teach children healthy habits
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Should The Food Industry Join the Team?

Working together must be free of influence and must be
in the ultimate interest of the nation’s health.

Specific actions are expected from the industry as proof

of its commitment to public health.

Summary

Taste, Cost,
Convenience &
Confusion

T

Overabundance

T

The Plot of
Multinational ]
Food Industry 4

Marketing strategies:

Regulations:
Direct-to-child New products
marketing 7 Portion size
Advertising

Friends at the top:
Buying access & influence
Food lobbying

Food Pyramid

Government officials

Educational Institutions &
Professional organizations

Play hardball:
The Mclibel Case
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Reflective Memo

Should the food industry be blamed for the
obesity epidemic?

* Put down your thoughts at the Moodle Wiki.
* Sentences in bullet forms will be accepted.
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