
In Online Games, a Path to Young Consumers
· General Mills and other food companies that sell sugar cereals and junk food are using multimedia games, online quizzes and cell phone apps to build deep ties with young consumers. 
· Nutrition experts are concerned because of these tactics that blur the line between advertising and entertainment
· White House Task Force on Childhood Obesity said that one reason so many children are overweight is because of the way junk food is marketed.
· Since 2006, 17 major corporations (including General Mills, McDonald’s, Pepsi, and Burger King) have taken a pledge to reduce marketing of their least nutritious brands to children, including marketing on mobile devices.
· Companies have shut down several child-centric sites, including General Mills’s virtual world Millsberry, and other sites have been changed to focus on adults.
· Nutrition experts say that even though these companies have made these pledges, it’s just allows them to keep marketing unhealthful options.
· James McNeal (marketing professor at Texas A&M University), estimates that children influence more than $100 billion in food and beverage purchases each year, and half of cold cereal purchases.
· In 1990, Congress passed a law that limits commercial time during an hour of children’s programming to 12 minutes on weekdays and 10 minutes 30 seconds on weekends. 
· Research shows that until kids are 11 or 12, they don’t understand how advertising works.
· A 2009 report from the Rudd Center for Food Policy and Obesity at Yale University found that companies used online games, puzzles or other flashy multimedia to hawk cereals ranked among the least nutritious (including: Lucky Charms, Fruit Loops, Apple Jacks)
· A study from the University of Arizona found that 68.5% of marketing directed at children by companies that took the pledge was for the least nutritious alternatives. 
· Example: Topps makes Baby Bottle Pops, on their website visitors can play arcade games, create profiles and make buddy lists of friends.
· Happymeal.com and McWorld.com by McDonald’s received a total of 700,000 visitors in February. 549,000 people visited the Apple Jacks site from Kellogg. Lucky Charms site by General Mills had 227,000 visitors.
· Kirstie Foster(spokesperson for General Mills) says that sites used by kids under 12 encourage visitors to take a break every 30 minutes, and banners on the site indentifies them as advertising.
· Older children interact with food marketing on sites like Facebook where they vote in online surveys, sometimes encouraged by the offer of a prize.
· Kathryn Montgomery, calls the sum of advertising efforts “360-degree marketing.”
· Critics also put some responsibility on parents to limit access to marketing and to say no to pleas for junk food.

