
Introduction

Food marketing has been shown to influence children’s 
food preferences, food choices, diets, and health.1,2 
Nearly $2 billion is spent yearly by U.S. food and 
beverage companies to market products to children, with 
the majority of expenditures promoting less healthful 
foods and drinks.3-6 Policymakers, health authorities, 
and advocates are working on a number of initiatives to 
reshape unhealthy food marketing practices to reduce and 
prevent childhood overweight and obesity. 

For restaurants, including toys with children’s meals is the 
leading form of food marketing directed at children by 
expenditure.6 In 2009, the top fast-food restaurant chains 
spent the majority (59%) of their marketing dollars to 
acquire toys, games, puzzles, or other premiums (see 
definition) to distribute with children’s meals.6 The toys 
are often given away for free or at a minimal cost with the 
purchase of a meal.

The practice of child-directed marketing by pairing toys with children’s meals is of particular concern for 
several reasons:7-10 

■■ Restaurant foods are an increasing proportion of children’s diets in the United States.9,11-13 

■■ The vast majority of restaurant children’s meals do not meet nutrition standards.10 

■■ Restaurant toys or premiums are often tied to movie and cartoon characters and celebrities.14-17   

This practice has been shown to affect children’s food choices and preferences.14-17

■■ Industry self-regulations mostly do not address the practice and appear to be inadequate. 

Therefore, the marketing practice of using toys to market children’s meals has been targeted as a potential 
policy focus to improve the nutritional quality of restaurant children’s meals and help parents in their 
efforts to purchase healthy options while eating out. 
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What is a Premium?

As defined by the Federal Trade Commission,6 premiums are “specialty or premium items other 
than food products that are distributed in connection with the sale of any of the company’s food 
products, whether distributed by sale, by redemption of coupons, codes, or proofs of purchase, 
within food packages, in conjunction with restaurant meals, as prizes in contests or sweepstakes, 
or otherwise.” Toys are one example of a premium.
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The Evidence

■■ Food marketing to children via toys is pervasive. The 
top fast-food restaurant chains reported to the Federal Trade 
Commission that in 2009 they spent $341 million on toys 
to distribute with children’s meals—an amount well over half 
the entire amount ($583 million) that they reported spending 
on all marketing activities aimed at children that same year.6 
In 2009, these restaurants sold slightly more than 1 billion 
meals with toys to children ages 12 and under, accounting for 
18 percent of all child restaurant visits.6 

■■ Eating out is a growing and problematic part of 

children’s diets. Children consume, on average, 25 percent 
of their daily calories at fast-food and other restaurants.9 
Consumption of restaurant foods has been linked with 
increased caloric intake, poor nutrition, and higher risk for 
overweight/obesity, and has been shown to influence the 
future food preferences and eating habits of children.11-13

■■ Children’s restaurant meals—many of which use toys as 

a marketing technique—are of poor nutritional quality. 

While children’s meals with toys have included fewer fries and 
more milk, fruit, and fruit juice, improvements have been 
modest.6,10 In 2008, only 1 percent of restaurant children’s 
meals met nutrition standards.18 By 2012, that number 
increased to only 3 percent.10 And more than half (56%) of 
the top restaurant chains do not have a single children’s meal 
meeting nutrition standards.10 

■■ Associating toys with healthy foods can affect children’s 

food liking and preference, as can coupling children’s 

meals with brands, popular movies, TV programs, and/

or cartoon characters. Evidence from simulation studies 
suggests that pairing healthy meals with toys increases 
preschool children’s liking and anticipated taste of that 
meal.19 Similarly, associating food with branded characters, 
popular cartoon characters, and celebrity endorsements 
are effective at enhancing a child’s perceived food taste and 
preferences.14-17,20

■■ Children are likely to choose healthy meals when offered 

in conjunction with toys. Children are more likely to choose 
a healthy meal over a less healthful meal when only healthy 
meals are paired with a toy.19,21 This effect may be stronger in 
boys than girls.21

■■ Parents do not support the use of toys to market 

fast food to their children. Parents report they are not 
comfortable with the use of toys to promote fast food unless 
they are used to promote healthier foods.19 In addition, a 
majority of parents (59%) report they would be more likely 
to buy children’s meals if they met nutrition guidelines.22

■■ Fast-food advertisements to children feature toys more 

often than foods. National televised fast-food advertisements 
geared toward children emphasize toys, movie tie-ins, and 
other premiums, both visually and in audio scripts, more 
often than the food products themselves. Almost 70 percent 

of televised and child-targeted fast-food ads, monitored over 
one year, included toys or other giveaways.23 This is not in 
alignment with industry self-regulation guidelines in which 
companies pledged to make food, rather than toys, the 
primary focus of ads directed to children.23,24

■■ Industry self-regulations often do not address toys 

and other premiums. The Children’s Food and Beverage 
Advertising Initiative (CFBAI) does not address “children’s 
meals” or child-targeted marketing through toys or other 
premiums.25 The National Restaurant Association Kids 
LiveWell program does not include toys or other premiums 
as a part of its child-directed marketing policies.26 However, 
companies that sign on to follow the Children’s Advertising 
Review Unit self-regulation guidelines pledge to make 
food, rather than toys, the primary focus of ads directed to 
children.24 

■■ Policies can guide restaurants to improve their 

marketing practices using toys. In 2010, two California 
counties passed separate ordinances requiring that restaurant 
chains only be allowed to use toys or other premiums to 
promote children’s meals that meet well-accepted nutrition 
standards. Preliminary evidence suggests that, in one county, 
restaurants affected by the ordinance improved their toy 
distribution and marketing practices to promote more 
healthful meals, compared with restaurants unaffected by the 
ordinance.27,28 In the other county, a study of two global fast 
food chains showed that they offered toys for an additional 
10 cents with the purchase of a children’s meal.29 While one 
of the two chains made some improvements in its children’s 
menus, neither changed their menus to meet ordinance 
criteria.29 The restaurants in the second county were able 
to comply in this way because of ordinance language 
which prohibited only the giving away of free toys or other 
incentives with foods, beverages, and meals not meeting 
nutritional criteria.29 This language allowed toys to be sold 
separately.29

■■ Restaurants have also changed some of their practices 

on their own. In July 2011, one global chain, McDonald’s, 
announced that it would improve the nutritional quality of 
Happy Meals by reducing the portion size of French fries, 
which had long been the default side dish, and adding a 
side of apple slices to all Happy Meals.30 This decreased the 
calorie content of the typical Happy Meal by 110 calories. In 
addition, it announced that fat-free chocolate milk would be 
a beverage option.30 In June 2011, Jack in the Box announced 
it would no longer offer or market toys with its children’s 
meals.31 Recently, McDonald’s also agreed not to market 
sodas to children via in-store or external advertising or list 
them on the children’s menu.32 Taco Bell also announced in 
July 2013 that it would eliminate children’s meals and toys/
premiums from its menu over the next year.33
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Conclusions 

Over half of all fast-food restaurant expenditures for marketing to children are spent on toys or premiums 
to distribute with children’s meals.6 While some restaurants have made recent improvements to their 
children’s meals and even removed toys altogether, others—especially those that serve millions of children 
every year—have done little. 

Encouragingly, studies show that the use of toys with children’s meals can be harnessed to cultivate positive 
behaviors in children, and parents are in support of using toys to promote healthier choices. One promising 
policy strategy that has the potential to promote healthier choices appears to be regulations that require the 
use of toys only with meals that meet certain nutrition criteria. Early evidence indicates that such policies 
can encourage restaurants to make healthy changes to their overall food and marketing environments. 

Policy Implications

■■ Restaurant companies should pledge only to use toys and other premiums with healthy children’s meals 
that meet well-accepted and evidence-based nutrition criteria.

■■ The CFBAI should include the use of toys and other premiums among the types of marketing practices 
companies must address through their self-regulatory pledges.

■■ The National Restaurant Association Kids LiveWell program should guide participating restaurants to 
use toys and other premiums only with healthy children’s meals. 

■■ Municipalities and states should consider developing and evaluating policies aimed at improving the 
nutritional content of restaurant children’s meals, including those distributed with toys and other 
premiums. 

■■ Restaurants should continue to improve the nutritional content of children’s meals, so that all meals 
meet calorie, sodium, fat, and other nutrition standards. They should remove sugary drinks from 
children’s menus and offer healthy beverages, such as water. 

■■ Restaurants should also provide calorie information for all menu items on menu boards so that parents 
and children can make informed and healthy choices. 

■■ Stakeholders should conduct public awareness and education campaigns on the importance of healthful 
children’s meals.

Suggested Citation 

Otten JJ. Food Marketing: Using Toys to Market Children’s Meals. Minneapolis, MN: Healthy Eating 
Research; 2014. Available at http://www.healthyeatingresearch.org.

http://www.healthyeatingresearch.org


4  Food Marketing: Using Toys to Market Children’s Meals 

References

	 1.	 McGinnis JM, Gootman JA, Kraak VI, editors. Institute of Medicine 
Committee on Food Marketing and the Diets of Children and Youth. 
Food Marketing to Children and Youth: Threat or Opportunity? Washington, 
D.C.: National Academies Press; 2006. 

	 2.	 Harris JL, Pomeranz JL, Lobstein T, Brownell KD. A crisis in the 
marketplace: How food marketing contributes to childhood obesity and 
what can be done. Annu Rev Public Health. Apr 29 2009;30:211-225. 

	 3.	 Harris JL, Schwartz MB, Brownell KD, et al. Fast food FACTS: Evaluating 
Fast Food Nutrition and Marketing to Youth. New Haven, CT: Yale Rudd 
Center for Food Policy and Obesity; 2010. 

	 4.	 Bridging the Gap and Rudd Center for Food Policy and Obesity. Youth-
Focused Food Marketing: Examining the Spending Trends. August 2013. 

	 5.	 Federal Trade Commission. Marketing Food To Children and Adolescents: 
A Review of Industry Expenditures, Activities, and Self-Regulation. A Federal 
Trade Commission Report To Congress; 2008. 

	 6.	 Leibowitz J RJ, Ramirez E, Brill J, Ohlhausen M. A Review of Food 
Marketing to Children and Adolescents: Federal Trade Commission Follow-Up 
Report. December 2012. 

	 7.	 Johnson L, Mander AP, Jones LR, Emmett PM, Jebb SA. Energy-dense, 
low-fiber, high-fat dietary pattern is associated with increased fatness in 
childhood. Am J Clin Nutr. 2008;87:846-854. 

	 8.	 Johnson L, Mander AP, Jones LR, Emmett PM, Jebb SA. A prospective 
analysis of dietary energy density at age 5 and 7 years and fatness at 9 years 
among UK children. Int J Obes. 2008;32(4):586-593. 

	 9.	 Lin B. GJ, Frazao E. Away-From-Home Foods Increasingly Important to 
Quality of American Diet. U.S. Department of Agriculture, Economic 
Research Service, Washington, D.C.; 1999. 

	10.	 Center for Science in the Public Interest. Kids’ Meals II: Obesity and Poor 
Nutrition on the Menu. 2013. 

	11.	 Koplan J, Liverman CT, Kraak VI, editors. Institute of Medicine 
Committee on Prevention of Obesity in Children and Youth. Preventing 
Childhood Obesity: Health in the Balance. Washington, D.C.: National 
Academies Press; 2005. 

	12.	 Larson N, Neumark-Sztainer D, Laska MN, Story M. Young adults 
and eating away from home: Associations with dietary intake patterns 
and weight status differ by choice of restaurant. J Acad Nutr Diet. Nov 
2011;111(11):1696-1703. 

	13.	 Powell LM, Nguyen BT. Fast-food and full-service restaurant consumption 
among children and adolescents effect on energy, beverage, and nutrient 
intake. JAMA Pediatr. Jan 2013;167(1):14-20. 

	14.	 Cairns G, Angus K, Hastings G, Caraher M. Systematic reviews of the 
evidence on the nature, extent and effects of food marketing to children. A 
retrospective summary. Appetite. Mar 2013;62:209-215. 

	15.	 Boyland EJ, Halford JC. Television advertising and branding. Effects 
on eating behaviour and food preferences in children. Appetite. Mar 
2013;62:236-241. 

	16.	 Roberto CA, Baik J, Harris JL, Brownell KD. Influence of licensed 
characters on children’s taste and snack preferences. Pediatrics. Jul 
2010;126(1):88-93. 

	17.	 Erdogan BZ. Celebrity endorsement. A literature review. Journal of 
Marketing Management. 1999;15:291-314. 

	18.	 Wootan M, Batada A, Marchlewicz E. Kids’ Meals: Obesity on the Menu. 
Washington D.C.: Center for Science in the Public Interest; August 2008. 

	19.	 McAlister AR, Cornwell TB. Collectible toys as marketing tools: 
Understanding preschool children’s responses to foods paired with 
premiums. Journal of Public Policy and Marketing. Fall 2012;31(2):195-
205. 

	20.	 Ross RP, Campbell T, Wright JC, Huston AC, Rice ML, Turk P. When 
celebrities talk, children listen. An experimental analysis of children’s 
responses to TV ads with celebrity endorsement. Journal of Applied 
Developmental Psychology. 1984;5:185-202. 

	21.	 Hobin EP, Hammond DG, Daniel S, Hanning RM, Manske S. The 
Happy Meal® Effect: The impact of toy premiums on healthy eating 
among children in Ontario, Canada. Can J Public Health. Jul-Aug 
2012;103(4):e244-248. 

	22.	 Otten JJ, Saelens BE, Kapphahn KI, et al. Child food purchases and 
related attitudes in response to the 2010 San Francisco County Healthy 
Food Incentives Ordinance. American Public Health Association Annual 
Meeting; October 30, 2012; San Francisco, CA. 

	23.	 Bernhardt AM, Wilking C, Adachi-Mejia AM, Bergamini E, Marijnissen 
J, Sargent JD. How Television Fast Food Marketing Aimed at Children 
Compares with Adult Advertisements. PLoS One. Aug 28 2013;8(8). 

	24.	 National Advertising Review Council. The Children’s Advertising Review 
Unit: Self-Regulatory Program for Children’s Advertising. Council of Better 
Business Bureaus, Inc.; 2009. 

	25.	 Kolish ED. The Children’s Food & Beverage Advertising Initiative White 
Paper on CFBAI’s Uniform Nutrition Criteria. Council of Better Business 
Bureaus, Inc.; July 2011. 

	26.	 National Restaurant Association. Kids LiveWell Program. http://www.
restaurant.org/Industry-Impact/Food-Healthy-Living/Kids-LiveWell-
Program. Accessed December 20, 2013. 

	27.	 Otten JJ, Hekler EB, Krukowski RA, et al. Food marketing to children 
through toys: Response of restaurants to the first U.S. toy ordinance. Am J 
Prev Med. Jan 2012;42(1):56-60. 

	28.	 Otten JJ, Hekler EB, Krukowski RA, et al. 2010 Santa Clara County 
Toy Ordinance Legislation, Response of Fast Food Restaurants: Year One 
Results. Society for Behavioral Medicine Annual Meeting; April 12, 2012; 
New Orleans, LA. 

	29.	 Otten JJ, Saelens BE, Kapphahn KI, et al. Impact of San Francisco’s Toy 
Ordinance on  Restaurants and Children’s Food Purchases, 2011-2012. 
Prev Chron Dis. July 2014;11:140026.

30. Jargon J. Under Pressure, McDonald’s Adds Apples to Kids Meals. Wall 
Street Journal. July 27, 2011. 

	31.	 Satran J. Jack In the Box Pulls Toys From Kids’ Meals. Huffington Post. 
June 22, 2011. 

	32.	 McDonald’s Corporation. 2013 Clinton Global Initiative Commitment to 
Action. Partnership with Alliance for a Healthier Generation and Clinton 
Foundation; 2013. 

	33.	 Isidore C. Taco Bell will drop kid’s meals. CNN Money. July 23, 2013.


