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T'S THE SUMMER 0¥ 1957. Ike 15 president, Elvis is “All Shook Up,” and a
I serving of fries at the burger stand weighs in at two ounces, providing a relatively

modest 200 calories. For an average adule, that less than 9 percant of the daily
requirement of abourt 2,250 calorics.

Fast-forward 45 years. Today, the oh-so-cheap supersize packee of fries weighs in at over
six ounces and 610 calories—more than triple the 1950s version and fully 27 percent of the
complete daily caloric requirement for an average adult.

Americans, faced with an uaprecedented surplus of food that translates into whopping
servings at low prices, are eating it. Indeed, we are collectively cleaning our plates and rapidly
becoming one of the factest, unhealthiest modern culoures ever known. More than 60 percent
of all adults in the U.S. are now considered overweight, and 27 percent are classified as obese,
According 10 former Surgeon General David Satcher, we will soon see obesity eclipse smok-
ing as a leading cause of preventable deaths in this country.

Who is to blame:

The food industry—whose job it is 1o sell all those extra ealories—savs that what you eat
is up to you. Granted, the food industry spends more than 530 billion a year to get you to buy
its products, many of which do not fit easily into a healthful diet, But advertising doesn’t force
anyons to do anything, the argument gocs; people buy what they want. Besides, even ifads do
tempt, there’s always our government to remind us of how to choose foods appropriately:

Sadly, Uncle Sam—no longer the lean, straight-talking icon of our memories—often re-
mains mum about the efforts of food producers and purveyors. (Ironically, the reputed inspi-
ration for the Uncle Sam character was one Sam Wilson, a businessman who supplied the
rovernment with barvels of beef during the War of 1812.)

Nurriton scientists and researchers, caught in the middle, are bracing for an epidemic of
diabetes, heart disease, high blood pressure, stroke, gallbladder diseass, osteoartheitis, some
forms of cancer, and other obesity-relaved conditions.

This document is available at: http://www.asu.edu/educ/epsl/CERU/Articles/fol.pdf
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Enter Marion Nestle, an esteemed nutrtionist with a
Ph.D. in molecular biology, wha is putting her career on the
line to assign blame, name names and mount the public
soapboxes to sound an urgent alarm about the food predica-
ment facing this country. In her new book, Faod Palitics: e
she Foed Tndnstry Inffocices Nusrition andd Health (University of
California Press, 2002), Nestle (pronounced NES-sel and no
relation to the food conglomerate) peels away Layer by layer
the ways the food indistry’s intluence reaches beyond the su-
permarket and television and magazine ads, infilerating all
ranks of government and touching nutrition researchers at
the most respected academic institutions in the nation.

That influence, she points our, affects the tone and cven
the actual wording of all the official dictary advice Ameri-
cans hear, coloring the way we gl about food, 1t's why, for
example, we are wold wo “choose a dict moderate in sugars”
rather than simply to “consume fewer soft drinks, candy
hars, ceokies, cakes and other sweets.”

The words “lewer” and “less" are anathema to those try-
ing to sell food products. There are 3,800 ealories produced
for every man, woman and child in this country every single
day—almost twice as many as maost people need. And it the
focd industry’s job to sell those calories—gettng us to eat
more than is good for us. Thus, it spends a considerable
amonnt of its vast resourees o keep words like “fewer™ out
of the ollicial lexicon.

As Chair of the Department of Nutrition and Fond
Studies st New York University, 2 one-time senior nutrition
policy advisor in the Department of Health and Human
Services, and a sometime-consultant to the food industry,
Nestle is in a unique position to have seen firsthand how
food purveyors, government and academicians end up as
hedfellows when it comes to suggesting to people what and
how much to ¢at

Mecting with EaTinaWenL recently, Marion Nestle
offered her perspectives on our eating halits and how they
are manipulated by corporate food interests.

Q: People often assume that there is a firewall bevween the
food industry and government, that the government sets
guidelines for healthful eating regardless of whether those
guidelines step on the tes of industry interests. But you ar-
gue in Food Palitics that the food industry dictates, w a large
extent, not just the content of their own ads and promaotions
baut also of official, government-sanctioned dictary messages.

Can industry really dictate the eating advice given to the
public by Washington?
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MIn: “Dictate” is probably wo strong a word. | mech pre-
fer the word “influence.”

Q: DBut just how can industry “influence™?

MIN: One thing they do is “inform” people in government,
Thats what lobbyists are paid to do, and there isn'ta single
fod product distributed natonally chat isn part of an or-
ramization that lobbies for .

Q: Just what do lobbyists inform people in government of 7
MIN: That the science behind a message like “cat less
meat” or “drink fewer sodas”™ isn't strong enough.

Well, the science is never strong enough. Think of salk,
for instance. Every single official hody or committee that
looks at all the evidence that relates salt to high blood proes-
sure ¢omes out with the same result: thar people would he
healchier if they ate less salt. Yer anytime a paper comes out
showing that salt might not have any effect on health, the
Salt Instituee makes sure that 1 have a copy of it in my office
the next day. 1es the same with the egg industry, the dairy
industry—| eould just go down the list of all of these rade
organizations—they work really hard to make sure people
know abiout the research that’s favorable o cheir product.
They don't do that with papers that show the opposite.

Q: How can putting lorward such research influence peo-
ple in government to create paidelines thac are favorable o
a particular industry if most of the evidence suggests some-
thing e¢lse2 Can vou elaborate?

PN : On che basis of this or that study wken out of the con-
text of the accumulated body of research, a specific indusiry,
say sugar, is able to go to che Departmenc of Agriculoure and
say, “ The scientibic evidence doesn't support what your expert
committee s2id should be a recommendation to limic sugar,
and we want you o take the word fisvir ouc of there.™ And the
Department of Agriculture, which has cnnﬂicting interests
because it represents the food industry as well as the public,
says, “Eh, who carcs about a wond? W'l change fisis to mod-
erare. What difference does it make?™ And then the guideline
becomes “Choose beverages and foods 10 moderate vour in-
take of sugars.”

Well, whart doces sdat mean? Nobody knows. Yes, on one
level, everyhady understands thar it means less, but it's so
euphemistic that its hard to know, That’s one of the things
the dictary guidelines do. They 1alk in cuphemisms chat
make people not understand what it is they're supposed to
do with foad. They talk about sugar, they talk aboue sato-
rated fat, they talk abour salt, They don'c talk about soft
drinks, They don't talk about beef. They don’t alk about
salty smacks.
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billboards and television commercials; they
also include substantial increases in the sizes of food packages
and rescaurant porcions. When the [USDAY Food Guede] Pyra-
mid recommends 6 to 11 grain servings, these amounts seem
umpossibly large with reference o restaurant, fase, or rake-out
foods, The...numbers, however. refer 1o portion  size
stamdarde defined by the USDA: A smndard grain serving is one
slice of white bread, one ounce of readv-to-eac cereals or
muffins, or one-half cup of rice or pasta. Therefore, a single
hakery muffin weighing 7 ounces, or one medium container of
movie-theater popeorn (16 cups), easily meets or exceeds a
day’s grain allowancos.
Larger servings of
COUrse contiin more
calories [and] can con-
tribute 1o weight gain
unless people com-
pensate with diet and
cxcrcise. From an
industey  standpoint,
larger portions make
good markeang sense,
The cost of food is
low relative to labor
and other factors that
add valuc. Large por-
LONS ALLGICL CustOmers Bl
who flock o all-you-can-eat restaurants and order double-
scoop ice eream cones because the relatve prices discourage
the choice of smaller portons. It does not require much
mathemarical skill to understand that the larger portions of
MeDonalds french fries ane a better buy than the “small” when
they are 40% cheaper per ounce.,

Taken rogether, advertising, convenience, larger portions,
and...che added nutrients in foods otherwise high in fat. sugar,
and salt all contrbute to an environment that promotes “eat
more.” Because dictary advice affects sales, food companics also
conduct systeneatic, pervasive, and unrelenting campaigns to con-
vince government nfficials, health organizations, and nutrition
professionals that their products are healthful or harmless and to
ensure that federal dicrary guidelines...will help promote sales.

—From Food Palitics
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Mo povernment agency has been able o say “Ear less
red meat” since 1979, The meat industry went berserk when
that came out and said, "No, no, no! You're suggesting that
people should eat less of our products!™ And, of course, no-
Body wants to take on the eattlemen. They're very powerlul
in the states cattle are raised in. They're very aggressive in
their protection of the industry. So instead, the government
resorts to these complicated circumlocutions, like “choose a
diet low in Far,” and expects the public 1o reconstruct what
that message means and what it has to do with meat and fig-
ure out how o act on it You know, | talk to people all the
time, and thev’re just hopelessly confused.

Q: What do you mean when you say that nobody wants w
take on the cardemen? The cattdemen may be able 1w dadger
people in government, but they don't really have any sway,
do they?

MN: Food-indusery lobbyvists don’t only make appoint-
ments to visit their congressmen. Each industry gives cam-
paign contributions to those congressmen.

@: And if they give money wo a candidate running for office,
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they expect favors in return once the person 1s voted in?
MN: Its an implied favor. There are many examples of
{_'II'I'“]'HI“iL:ﬁ Ill.'illg :lll]‘l.: 1 H‘!..'“‘,.'l.l'l":ll_"l_'“ Il!{!it‘ |l..1r..‘:I| EL?']HIL_.‘!I-H'
men to favor this or that picce of legislation.

Oltentimes, someone working in government, perhaps
not a congressiman but, say, an appointec in the Departiment
of Agricelture, has o past carcer as 2 food lobbyist and vice
versa, which makes things even easier for an industry trying
to get its way. Last year, the new Seeretary of Agriculture
appointed a lobbyist [or the National Cartdemen'’s Beef As-
sociatinn as her chiel of staff, and the former seeretary went
to work for a law firm that leblies for agriculture and food

companics, [t hard to imagine a government worker fresh

from the payroll of the beel industry acting completely un- E
biased by the beef industrys interests. Conversely, if you're ':_
part of the food indusery, you would certainly hike to have :
somebody with government experience working for vou,
One of the things that s becoming so difficult in nutrigon is E
finding anvhody who's at arm’s length. _.

Q: But that’s not true for the nutrition research community, ©




is 17 Grovernment may be boughe and sold w some degree,
but those who conduct studics to determine the most
healchful way to car are still acdng independenty, aren’
they? And in doing so, aren’t they influencing dietary he-
haviers After all, nutnnoen rescarch makes 1t to the cars of
those in government. It makes it to the media, where people
can see tor themselves whats what.

MR It isn’t possble w be 2 working nutrionist and not
have relationships with food companies, There is a rremen-
dous amount of industry-sponsored research. | have had no
trouble at all finding recent papers sponsored by the maker
of a specilic product or commuodity with resules favorable o
that praduce—no trouble at all, Journals have goten in-
creasingly embarrassed by instances in which papers they
have printed turned out to be bought, which is why more of
them are now requiring disclosure statements.

Researchers often sav it's perfectly reasonable to get re-

search money from induscry as long as the company doesn't
intertere. But its almaost impossible not 1o be interfered with.
Q: How do you respond to eritics who charge that you, too,
have been bought by industry and therefore contribute 1o its
canse?
MIN: It's nota situation 'm comfortable with. e very dif-
ficult. My position, ill'li‘.rl.'T'ﬁ.'i:T though it may be, 1s to not
take on direct pavinents. 'l take paviments for ravel, buc |
don't take direct honoraria, 1 have them put into our depart-
ment scholarship tund... [However], [ think it can be ar-
gued—and bas been argued—that that’s jusc as bad as
anything else. ['m cerminly not trying w hold myself above
anybody else. [ struggle with itall the time,

[f [ were to have a really perfect stance on it, [ would
never take any money from food companies, 1 would never
go to meetings that are sponsored by food companies. |
wouldn'’t subscribe to journals thac are sponsored by food
companics. | wouldn't eat at food receptions that are spon-
sored by Tood companies, and 1 would work by myselfin my
office, and tlk to myself in the mirror,

S0 this 1= my compromise. The only thing I ean say in
my favor is that [ give it very serious thoughe and that Ive
worked out something that [ can more or less live with, |
hope other people will at least think abouc it, What 'm try-
ing to do is raise the issue so that people can at least struggle
with it, so that people who wke money from industry don't
just say, “What's wrong with i Because there js something
wrong with .

Q: You've pointed 1o the food industry as a sly influencer of
the way the government and nutrition researchers view and

talk abouc dict. And the views of policymakers and scien-
tists, in turn, trickle down to the public at large. But is the
resulting message really so damaging? Is “choose a diet
moderate in sugars” really so much worse than “consume
less soda pop and other sweets™ Don't people ge it?

MN: The wording makes it easier for people to get con-
fused. And Ul ask the question, to whose advantage is it to
have the public confused about nutrition?

You know, industry very sirongly advocates the adage
that there is no such thing as a good foed or 2 bad fooed.
All foods are part of a
healchful dict. The key
is balance, varicty and
moderadon. On the sur-
face. thats trae, bur s a
cop-out. It
protect industry so that
no one can say, “You
shoulidn’t eat this, and

used o

vou shouldn’t cat that.”
Thats the reason the
Department of Agricul-
ture’s pyramid has been
so controversial. [t im-
plies thar some foods are
better ta ear than others. Well, you shenld exr less of cernain
fouds. T mean, that’s the whaole point of che pyramid,

Yet accompanving guidelines, like "choose 2 dict moder-
are in sugars,” hide which foods to eat less af, There are
foods that should be once-in-a-while things. Soda pop is the
prototypical junk food, by which I mean a food that is high
in calorics and low in nutricnis, But industry doesn't like
"bad” food or "junk” foed, because it sounds like you should
cat less of i
Q: OK, maybe those obfuscations have more power than
meets the eye, but aren't there some arenas in which indus-
try has acoually taken on a true public-health role? Like with
health elaims, tor instance?

MM : [ chink health claims are, by their very nature, ex-
tremely mislcading, Kellogg's claimed that its All-Bran
could contribute 1o colon-cancer prevention. Well, all of the
recent research shows that fiber [abundant in bran] docsn't
have much to do with colon cancer. It must be a dictary par-
tern. What the research shows is that foods eaten Lealthfully
in a dictary pasters thats based on fruits, vegetables and
whole graing, that doesn’t have too many calorics, that's ac-
companied by an active lifestyle, is protectve against

“<‘Choose a diet
moderate in sugars’”
hides which foods

to eat less of. There

are foads that should be

once-in-a-while things.””




“Iiat Less, VIove More”

What the U.S. Could Do

Education

* Mount a major, national campaign to promote [the theme of]
“Eat Less, Move More.”

Teach teachers about nutrition and weight management.

In schools, ban enmmercials for foods of minimal nutritional
vitlue and teaching materials with corporate logos.

End the sale in schools of suft drinks, candy bars, and other
foods of minimal nutritional value.

Require school meals to be consistent with [the USDA and
USDHHS] Dietary Guidelines.

Require daily opportunities fur physical education and sports
in schools,

Food Labeling & Advertising

Require fast-food restaurants to provide nutrition information
on packages and wrappers.

Require continers for soft drnks and snacks 1w carry
information about calorie, fat, or sugar content.

Restrict television advertising of foeds of minimal nutritional
value; provide equal time for messages promoting “Eat Less,
Move More.”

Require print food advertisements o disclose calories.
Prohibit misleading health claims in advertising and on
package Libsels.

Health Care & Training

Require health care training programs to veach nutrition and
methods for counseling patients abour diet, activity, and
health.

Spansor research on environmental determinants of food
choice.

Transportation & Urban Development

Provide incentves for communities to develop parks and other

venues for physical activity,

Modify zoning requirements to encourage creation of

sidewalks, pedestrian malls, and bicyele paths.

Taxes

Levy city, state. or federal taxes on soft deinks and other *junk”™

foods to fund “Far Less, Move More™ campaigns.

Subsidize the costs of fruits and vegetables, perhaps by raising

the costs of selected foods of minimal nueritonal value,
—from Faod Politic
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chronic diseases. To picce out one component of that is ex-
remely midleading. Ir docsa’t matter what the product is.

For example, Tropicana just got the FDA wo approve a
health claim for orange juice because of its potassium, You
know, orange juice is grear, but it got 73 calorics in 6
ounces. So if vou're now going to drink orange juice, you
have to eat 75 calories less of something clse. But the health
claim doesnt mention that.

5o [ think it out of context. Health claims focus on sin-
gle nutrients or single foods when it’s the entive dietary pat-
tern chat seems to be associated with good healih. Any ome
You tease out ane particular nutrient or one particular food,
you run into studies that are extremely eontradictory, and it
gets very confusing,

The media love stories like that. "Eat your fruits and
vegetables”—thats not news, But the Nip-flapping and the
backtracking—the media pick up on that, So the public
reads it and throws up its lands—*1 can cac anything T want,
They don't knaw what they're talking about, anyway,* And,
of course, that serves the food industry too.

Q: So what ir the nutrition message thats supposed to get
out there?

MN: In this country, where so many people are over-
weighe, it has to be “Eat less,™ | don't eare how you do it; if
you're overweight, vou've got 1o eat less—across the board.
Trying to figure out these days whether ics satueated far, un-
satursted far, omega-3 fats, trans-fatey acids—you could go
crazy, when itk really simple,

Mast of the dict should be plant foods: fruits, vegenahles
and whole grains, Mear and dairy in much smaller amounis
and those processed things chatare in the center aisles of su-
permarkets, even less. “Less™ is a very unpopular message.
It's unpopular with food producers, it's unpopular with
eaters, it's unpopular with the government, it's unpopular
with evervbody.

Q: Have you ever tried to practice the “Eat less” message
voursell?

WIN: Yes. | have never been overweight, but it turns out |
had high chelesteral. My doctor said that if T couldn’t re-
duce it myself, he would scrongly recommend chat T start
taking drugs, which [ didnt want to do. So 1 lost 10 pounds,
[ had to go from 13010 120 to get my cholesteral down,
The first weekend was really rough, really rough. 1 was hun-
gry. Also, [ was “experiencing™ my eating habits and having
to change them. That was very difficul. I like foad.

Q: What do you mean by “experiencing” vour cating habits:
MR You have to have a consciousness aliout what vou're
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cating. It requires a
mindfulness, You
I'i."l'l.'l‘.' i 1] ‘_'-'I'I_'Irl- l_‘ﬂtling
when you may feel
lixe having more.
Its not easy. |
would never say it
casv. You can never
yOur
euard if vou live in
a society like ours,

Q: It would seem
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that for most peo-
ple, while the mes-
sage has gotten out
there about cating
a better diet, about
eating fewer calo-
rics, it has back-
fired. We're fatter,
more people are
getting diabetes...
MIN: [ don't think the message has backfired. I would ae-
gue that we've never gotren the message out in any clear
way., And it’s not just the way industry influences govern-
ment, influences researchers. We're also overcome by S30
billion a year of food marketing,

Q: But con mass advertising change the way we eat? It
would be hard to imagine a lot of Coza-Cola ads convineing
someone o have Coke for brenkfast or to drink more Coke.
Peaple drink Coke if they feel like drinking Coke.

WMIN: Oh, yes. Thacs what everybody says. Go ask the ad-
vertisers, 've been reading Adversising Ape for several years
now. They believe beyand question thar che amount of
money 2nd effort that’s put into adverdsing sells products,
and they can prove it. There are other kinds of marketing as
well. In my own collection of marketing tools, I've got a
Coca-Cola Barbie doll. So the mother who has bought that
doll for her linle girl has paid for that adverdsement, right?
Q: But in the end, isn't it up o the individual to decide

NET
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Avcording te Marion Nestle,
sofe-drink-thensed toys lke these
vonzer? abildren Into wwitiing

adversisers and brivnd-foyal consicmers.

what to eat® After all, nobodys putting n gun to your head.
MM Well, ulumarely, of course, it's a personal responsibil-
ity. 1 call it voting with your fork. Every single time you buy
food or eat in a restavrant or otherwise make a food choice,
you're voting with your fork. But I think that willpower
alone is not encugh.

We know from research on personal behavior that foad

choices are deeply influenced by the environment and che
community in which people find themselves. In our envi-
ronment, because of all the vested intercses influencing gov-
ernment dietary policy, food is political. And as a political
problem, it requires political solutions, nos just willpower,

As just one example, snda manufacturers are allowed 1o
develop contracts with schools whereby they instll vending
machines in retum for money that the schools can use for
discretionary purposes. It puts the schools in the position of
being pushers because the contracts are usually tied 1o “pes-
formance™ targees. The more soda pop the kids drink, the
more money the schools get. Il schouls were beer funded,
which rakes legislative action, then maybe they wouldn't be
so quick to leap at the intense commercialism,

Now, vou wouldn't et cigareties into schools. 1 think we

shouldn’t let soft drinks into schools. That would seem to me
to be a very, very good place ta begin pohiceally. Of course,
something has 2lso got to be done abour campaign contrib-
tions so that legislators aren't so beholden to foud companies,
Q: How do you begin o turmn the tide?
I 1 remember those advertisements from when my kids
were smull, where there were kids and their parcents, and the
parents were smoking, and the kids were alarmed chat the
parents were doing something self-destructive, Those were
the days when my [riends who smoked used 1o have o hide
in the bathroom to keep their kids from knowing that they
were smuoking, Well, dhe food industry is deliberately target-
ing marketing messages at kids. Why not targer health mes-
sages at kids?

You suggested before that nuwrition education hasn't
worked—that it’s backfired, that we're all fatter despite the
health messages. But there has never been any money in nu-
trition education compared to the amount of moncey that’s
wsed to sell just one food product. Layk, which is owned by
PepsiCo, spends $56 million a year to get prople to eat cheir
potato chips.

Q: You put cigarettes and soda pop and snack foods in the
satne catepory. Butisn't it more complicated with food?

M N: Its prvcd more complicated. With eigarertes, theres
one product and one messape: “Don't smoke.” But there are
320,000 food products, And the message can’t be “*Don't
ear.” It has to be “Eac less™ or “Eac this instead of that.” o
Lawrenee Lindner 15 the execative edivor of the Turrs Usives-
517y Hearrn & Nurrimion LETTer. He &5 slsv & co-gurbar;
with Miriam E, Neloow, of STRoxG Woses axp Mex Bear
ArTuritis (Parnew, 2002).
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