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Debate on Food and Beverage Advertising in Schools 

The Setting 

Pleasant View is a community with a population of 8,000 people. There are 1,600 students enrolled in 

the local school district and 35% of the students are classified as economically disadvantaged (meaning 

they qualify for the free or reduced lunch program). The prevalence of obesity in the district is similar to 

national figures with approximately 17% of children aged 6-11 years and 20% of adolescents aged12-19 

years being categorized as obese. (See Resource 1.) 

Per federal requirements to participate in the National School Lunch Program and/or School Breakfast 

program, the Pleasant View School District has an approved wellness policy in place. The policy is 

consistent with federal and state requirements regarding Foods of Minimal Nutritional Value and 

Competitive Foods. (See Resources 2, 3, and 4.) 

The Issue 

The current Wellness Policy is under review and revision. The Wellness Policy Committee is considering 

whether to expand the policy to include additional regulations on what types of food and beverage 

advertising will be allowed on the district’s campuses. (See Resource 5.) A subcommittee on Advertising 

Policy has been formed to consider the issue of “Policies for Food and Beverage Marketing.” Current 

federal guidelines “allow marketing and advertising of only those foods and beverages that meet the 

Smart Snacks in School nutrition standards.” (See Resource 2.) The options available to the Wellness 

Policy Committee (described in Resource 5, part 2) are to: 

 Ban all advertising on campus; 

 Ban the advertising of all foods or beverages on campus; or 

 Ban the advertising of those foods and beverages that the district does not allow to be sold on 

campus (the current policy). 

The Advertising Policy Subcommittee is using available templates for consideration in drafting the new 

policy. (See Resources 6 and 7.) Currently, the district does not have any restrictions on advertising 

beyond those required by federal and state policy (option 3 described above in this document).  

A public forum is being held to discuss the possible policy changes. The forum is being held by the 

Advertising Policy Subcommittee.  Members of the Advertising Policy Subcommittee were appointed by 

the Wellness Policy Committee and include:  

o the elementary school principal,  

o the district school nurse,  

o the school district food services director,  

o the high school athletic director, and  

o the president of the Parent-Teacher Association.  

 

 The PTA president chairs the committee and will moderate the forum. Other school district 

employees and parents may be present and participate in the discussion. 

 Four forum attendees are scheduled to speak in support of broadening the proposal and four 

forum attendees are scheduled to speak against broadening the proposal. Each speaker will be 
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given up to 3 minutes to present his/her position. After each of the speakers have finished, the 

Advertising Policy Subcommittee members will ask questions. An open discussion will follow. 

 Speaking in support of broadening the proposal will be: 

o the local public health department director, 

o a local child psychologist, 

o a local pediatrician, and 

o a parent. 

 Speaking against broadening the proposal will be: 

o the owner of a local fast food restaurant, 

o the owner of a local convenience store, 

o a representative of the Regional Beverage Association, and 

o a parent.  

 The school district has created a resource file of information submitted to the Advertising Policy 

Committee. The links to the documents in the resource file are attached. The links include a 

summary of public comments on the implementation of the local school wellness policy under 

the Healthy, Hunger-Free Kids Act of 2010. (See Resource 9.) Participants are encouraged to 

identify additional resources that answer the questions noted below and that support (or 

refute) the specific policy positions they hold.  

 The Advertising Policy Subcommittee has been tasked with addressing the following questions: 

o Is there evidence to suggest the policy will contribute to: A reduction in the prevalence 

of childhood obesity? A change in children’s attitudes about healthy eating? 

o Is the policy constitutional or does it violate the First Amendment rights of area 

businesses? (See Resource 8.) 

o What are the financial implications of further restrictions of advertising on school 

campuses?  
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Resources 

1. National Center for Health Statistics. Health, United States, 2015: With Special Feature on Racial 

and Ethnic Health Disparities. Hyattsville, MD. 2016. (See Table 59 of the report available at 

http://www.cdc.gov/nchs/data/hus/hus15.pdf ) 

 

2. US Department of Agriculture. Local School Wellness Policy Implementation Under the Healthy, 

Hunger-Free Kids Act of 2010: Summary of the Proposed Rule. 2015. (Available at 

http://www.fns.usda.gov/sites/default/files/tn/LWPproprulesummary.pdf) 

 

3. US Department of Agriculture. Smart Snacks in School: USDA’s “All Foods Sold in Schools” 

Standards. (Available at http://www.fns.usda.gov/sites/default/files/allfoods_flyer.pdf ) 

 

4. US Department of Agriculture. Healthy Meals Resource System: Team Nutrition. State School 

Health Policies and Resources. (Available at http://healthymeals.nal.usda.gov/local-wellness-

policy-resources/success-storiesbest-practices/state-school-health-policies-and )  

 

5. Change Lab Solutions. Restricting Food and Beverage Advertising in Schools. National Policy & 

Legal Analysis to Prevent Childhood Obesity. 2009. (Available at 

http://www.changelabsolutions.org/sites/default/files/RestrtngAds_FactSheet_20141106.pdf ) 

 

6. Change Lab Solutions. District Policy Restricting Food and Beverage Advertising on School 

Grounds. National Policy & Legal Analysis Network to Prevent Childhood Obesity. (Available at 

http://www.changelabsolutions.org/publications/district-policy-school-food-ads ) 

 

7. Change Lab Solutions. District Policy Restricting the Advertising of Foods and Beverages Not 

Permitted to be Sold on School Grounds. National Policy & Legal Analysis to Prevent Childhood 

Obesity. (Available at http://www.changelabsolutions.org/publications/restricting-advertising-

food-and-beverages-not-sold-school-grounds ) 

 

8. Change Lab Solutions. First Amendment Implications of Restricting Food and Beverage 

Marketing in Schools. National Policy & Legal Analysis Network to Prevent Childhood Obesity. 

2009. (Available at http://www.changelabsolutions.org/sites/default/files/First_Amendment-

Restrict-Food_FINAL_2009.pdf ) 

 

9. U.S. Department of Agriculture. Final Summary of Public Comments on the Proposed Rule. Food 

and Nutrition Services. 2014. (Available at 

http://www.fns.usda.gov/sites/default/files/cn/LWP_Comment_Summary.pdf ) 
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