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Dear CEO Skinner,

As health professionals engaged directly in the largest preventable health crisis facing
this country, we ask that you stop marketing junk food to children.

The rates of sick children are staggering. Ballooning health care costs and an
overburdened health care system make treatment more difficult than ever. And we
know that reducing junk food marketing can significantly improve the health of kids.

Our community is devoted to caring for sick children and preventing illness through
public education. But our efforts cannot compete with the hundreds of millions of
dollars you spend each year directly marketing to kids.

Indeed, as health professionals, we know that parents exercising responsibility for
their children’s diets and exercise is vital. We also know that no authoritative data
indicates a breakdown in parental responsibility.

Obesity and disease levels among kids are rising even though parents continue to
parent and kids continue to exercise at rates similar to those of two decades ago. So
what has changed?

What has changed is the food children eat and the amount of marketing they are
bombarded with.

We know the contributors to today’s epidemic are manifold and a broad societal
response is required. But marketing can no longer be ignored as a significant part of
this massive problem.

We ask that you heed our concern and retire your marketing promotions for food high
in salt, fat, sugar, and calories to children, whatever form they take — from Ronald
McDonald to toy giveaways.

Our children and health care system will benefit from your leadership on this issue.
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Sincerely*

(View the full text and signatures at www.LetterToMcDonalds.org)
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