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Background
Digital marketing of unhealthy foods and 
beverages to children and adolescents is 
pervasive and undermines healthy eating.1
Expanded use of electronic devices and 
remote learning during the COVID-19 
pandemic contributed to increased rates of 
childhood obesity, greatly impacted student 
learning, and exacerbated pre-existing 
racial, ethnic, and socioeconomic 
disparities.2 Given the lack of federal 
protections, state and local policy 
interventions to limit digital food marketing 
in schools and on school-issued devices 
are needed. 

Results
Based on the literature review and legal research, four areas for potential practice and 
policy intervention were identified and we developed policy language that can be used by 
state and local education authorities. 

Implications
Practices and policy recommendations were 
selected because they can be carried out by 
state and local education authorities and can 
be incorporated into policy mechanisms that 
already exist in many school districts. 
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Methods
We reviewed the literature on use of 
devices, educational technology, industry 
practices, school standards for digital 
devices and instructional materials. 
Several key informant interviews were 
conducted, and we determined how state 
policies apply to digital food marketing 
during education and via school-issued 
devices. We used legal research to identify 
policy gaps and promising areas for policy 
intervention. Recommendations were 
reviewed by experts before finalizing. 


