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Fast –Food Restaurant Advertising on Television and Its Influence on Childhood and Obesity


Throughout centuries, the number of overweight children and adolescents in America has been seriously increasing.  The causes are based on both genetic and environmental factors.  One of these causes is energy imbalance which leads to reduced energy expenditure and increased energy intake.


The food advertisement is still a famous debate topic as it results in unhealthy food choice and weight gain.  Even though there is no direct evidence, many television food advertisements are either banned or controlled in many countries, according to the paper which examines the effects of fast-food restaurant advertisements on television on children and adolescents.

From previous studies, they illustrate that obesity can affect both physical and mental heath which increase social cost since the medical expenses in U.S. is expensive. In addition, the tendency that overweight youths will become overweight adults is very high.  


Nowadays, children spend more time on televisions.  In fact, television advertisements can reduce transaction costs to consumers as they provide information and credibility. However, the worst thing is most of advertisements targeting children are about minimum nutritional values.  The companies have incentive to do such advertisements even though it realizes about the future outcomes of being banned because the cost of being banned is less than the benefits of doing so.  The advertisements can improve promotional criterion; in the meantime, they can make people have some negative talks about too persuasive advertisements. Many studies reveal the correlation between obesity and television advertisements; while few of them focus on banning television advertisements which do not decrease the number of obesity children and adolescents.  


This paper’s concept is to determine the effects of consumer behaviors resulted from the aired television advertisement duration.  Besides, several variables are controlled.  From the empirical implementation, genetic does matter. The magnitude of television advertisements’ effects on children and adolescents also depends on family control on food consumption.  

From the study, we find that there is a positive relationship between the fast food advertisements effect and the body weight of both children and adolescents. However, the result doesn't clearly show the effects since there are many factors involved.  We find that gender matters in probability of being overweight since females tend to be more affected by the TV advertisements.  National boys tend to be more overweight than girls as they are less concerned about weights. The family income also matters: rich families have more powers to choose expensive, healthy food.

Moreover, we find many interesting, related information. First, negative relationship between cigarette price and overweight probability of female is shown since female teenagers smoke cigarette to control weight. Second, price of fast food is quite elastic. Last, the more the number of fast food restaurant, the higher the chance of being overweight.  


Generally, government needs to weight between costs and benefits from imposing any policies.  In this situation, the costs of imposing policies are processing costs and time.  The benefits from imposing policies are reduced social costs, medical expenses, and decreased probability of overweight children and adolescents.  

We found out that both banning television advertisements and imposing tax will reduce the probability of childhood and adolescent obesity. If we consider other media’s advertisements, the results of policies might not be clearly; overestimated or underestimated. So the existing information is not enough for government’s decision. If the decision is positive, the decided policies should be imposed. If government imposes tax, they will get revenue but the probability of childhood obesity might be less than banning. In contrary, banning television advertisements will reduce the probability of childhood obesity more than imposing tax, ceteris paribus. However, government will not get any income which later might be spent to solve the problem of overweight citizens.


By the way, there is still doubt whether the government should intervene the food purchase, concerning the freedom. Considering the fact that the fatter the children are, the higher chance they will grow to be overweight adolescent which imposes high cost on society. Thus, it may be benefit to reduce the chance of children obesity since it is easier than reducing overweight adolescent probability. Yet, there is still the question of how much of intervention. With the information, it is still not enough to make decision.
Comment: Fast food television advertisements and childhood obesity have the positive relationship. It’s true that the government should take action in controlling aired advertisements since children spend a lot of time on television. But, isn’t there any other ways to solve this problem?  


Rapid growth in fast food shops can affect food consumption. Good example is the number of McDonald in U.S. In the United States, the number of units grew from 9,000 in 1991 to 12,500 in 1997, an increase of about 40 percent. The growth is considered by some to be excessive.
 And now it already reached 12,804 McDonald in US.
 From the increasing number of new McDonald, US children can buy it everyday.  The government can create the policy to prohibit the number of fast food shops, related to the previous summary. This may be the better way to prevent the fast food consumption. So, to explain childhood obesity by using only empirical is not enough. The writer should gather the data to make it more accurate.  

Instead of using tax or banning, creating campaign to change food preference can be another good choice since children can be swayed easily.  This choice will not lower the tax revenue because the number of fast food advertisement doesn’t decrease. 


It’s best for government to put some intervention to decrease the amount of fast food consumption. But, it shouldn’t be too much to affect the tax revenue because the government spending is depended on the tax revenue, same as social welfare. 
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