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Endorsements:

· Center for Science in the Public Interest
· American Public Health Association
· American Heart Association
· Prevention Institute
· Public Citizen
· Corporate Accountability International

Background:

· Children today are growing up immersed in an environment that promotes unhealthy foods and beverages. 

· Products high in saturated fat, sugar, and salt comprise 88% of food and beverage television advertising seen by children. 

· Children see an average of 13 food and beverage ads on television a day, on top of the many others through product packaging, social media, character and athlete endorsements, online banners, advergames, and more. 

· Youth exposure to food advertising is highest for 12-14 year olds—an age group that child development experts agree is highly susceptible to advertising of unhealthy foods. Children at this age are easily influenced, highly impulsive, and lack the experience to know how to protect themselves.

· The total amount spent on food marketing to children is nearly $2 billion a year, according to a December 2012 report from the Federal Trade Commission.

· A 2005 report from the Institute of Medicine (IOM) confirmed that "aggressive marketing of high-calorie foods to children and adolescents has been identified as one of the major contributors to childhood obesity." The report demonstrates that television food advertising adversely affects children’s food preferences, purchase requests, diets, and health.

Summary:

The Stop Subsidizing Childhood Obesity Act of 2014 would:

· Amend the Internal Revenue Code to prohibit a deduction for advertising directed at children to promote the consumption of food and beverages of “poor nutritional quality.”

· [bookmark: _GoBack]Direct the Secretary of the Department of Health and Human Services (in consultation with the Federal Trade Commission) to contract with the Institute of Medicine to define foods and brands of “poor nutritional quality.”

· Revenue generated by eliminating this tax deduction will be used to fund the U.S. Department of Agriculture’s Fresh Fruit and Vegetable Program, which provides a fresh fruit or vegetable snack to all students in participating schools. This program increases the variety of fruits and vegetables children consume, creates healthier school food environments, and positively impacts the nutrition of not only the students but their families.

Benefits of the Proposal:

· Revenue Raiser. In this challenging budget environment, this proposal is a revenue raiser. Rough estimates suggest that eliminating the tax deductibility of expenses associated with unhealthy food advertising and marketing could raise $500 million a year. This estimate only accounts for up-front cost savings, not health care savings resulting from reduced obesity rates.

· Reduces Obesity. A study published in the Journal of Law and Economics and funded by the National Institutes of Health (NIH) found that the elimination of this tax deduction could reduce the rates of childhood obesity by 5-7 percent.

· Moderate Approach. Nothing about this proposal would result in federal regulation of food marketing. It simply stops the federal government from subsidizing the corporate marketing of junk food to kids. This proposal doesn’t go nearly as far as the federal government did when regulating tobacco. It is simply the federal government saying – we’re not footing the bill anymore.

· Closes an Unnecessary and Destructive Corporate Tax Loophole. In these challenging budgetary times, there is absolutely no reason for the federal government to be funding corporations’ advertising of junk food to kids. Not only are there upfront costs for allowing this deduction, but the costs to our health care system are compounded as the consumption of these foods results in more overweight and obese children.

· Makes the Tax Code Fairer. This proposal is a small, but important step in making the tax code fairer. Not only is the tax break an example of inequity in the tax code, the fallout of it (more overweight kids) affects low-income children substantially more than middle- to high-income children.

· Reinvests in Healthy Eating Program. Alone, removing the tax deduction for junk food marketing to kids will not completely solve our country’s obesity crisis. However, this legislation takes a two-pronged approach to addressing it by investing in a successful, evidenced-based program that provides our kids with the means to eat healthy.


