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In 2010, researchers at the Yale Rudd Center for
Food Policy & Obesity issued Fast Food FACTS.'
The report examined the nutritional quality of fast
food menus, advertising on TV and the internet,
and marketing practices inside restaurants. Three
years later — using the same methods as the
original Fast Food FACTS - this report quantifies
changes in nutrition and marketing of fast food to
children and teens.

The findings in the 2010 Fast Food FACTS report raised
significant concerns about the effects of fast food marketing
on the health of young people. Although all restaurants studied
did offer some nutritious options, most fast food menu items —
including kids” meal items — contained more calories, saturated
fat, sugar, and/or sodium than recommended. The industry
spent $4.2 billion on advertising to encourage frequent visits to
fast food restaurants, targeting children as young as two years
old. From 2003 to 2009, fast food TV advertising to children and
teens increased by more than one-third, and the majority of fast
food ads viewed by youth promoted restaurants’ high-calorie,
nutritionally poor regular menu items.

Since 2010, restaurants have implemented improvements.
McDonald’s and Chick-fil-A introduced healthier kids’
meal options.2 Burger King and Sonic were among the first
restaurants to join the National Restaurant Association’s
Kids LiveWell program and promised to offer at least one
healthy meal and individual item for children.® Restaurants
also introduced healthier items to their regular menus, such
as Burger King’s grilled chicken wraps and fruit smoothies*
and Wendy’s salads.® At the same time, restaurants also
introduced unhealthy items. For example, Taco Bell rolled out
Doritos Locos Tacos, and Burger King introduced its Bacon
Sundae. Both were supported by sophisticated marketing
campaigns appealing to youth audiences.®

Research published since 2010 also documents the need
for continued concern about potential negative effects of
fast food marketing on the diets of children and teens. More
than one-third of youth consumed fast food on the previous
day, including 33% of children (ages 2-11) and 41% of teens
(ages 12-19).” By comparison, 36% of adults consumed fast
food on the previous day. When visiting fast food restaurants,
the majority of children and teens order regular menu
items, combo meals, and/or value menu items.® At burger
restaurants, only 44% of children under 6 and 31% of children
ages 6to 12 receive a kids’ meal. In addition, since 2007 visits
to fast food restaurants that included a kids’ meal purchase
have declined,® with a 5% drop from 2010 to 2011.'° Further,
one-quarter of teen visits to fast food restaurants were for an
afternoon snack, a higher proportion of visits compared with
all other age groups.'" Finally, consuming fast food increases
daily calorie intake by 126 calories for children and 310
calories for teens, as well as consumption of sugary drinks,
total sugar, saturated fat, and sodium.'?
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Objective and transparent data are necessary to evaluate
restaurants’ progress in reducing marketing that promotes
consumption of unhealthy fast food by children and teens.

Methods

Whenever possible, we used the same methods as the first
Fast Food FACTS report to evaluate changes over time. The
marketing analyses in this report focus on 18 restaurants:
the 12 restaurants highlighted in the 2010 report plus six
additional restaurants that ranked among the top-15 fast food
restaurants in U.S. sales and/or had child-targeted messages
on their websites and national TV advertising in 2012. The
nutrition analyses exclude the pizza and coffee restaurants
and focus on 12 restaurants. Time frames for the marketing
analyses vary, but most analyses evaluate data through 2012.
Nutrition data were collected in February 2013. It should be
noted that fast food menus and marketing practices change
continuously. The information presented in this report does not
include new products or product reformulations, advertising
campaigns, website redesigns, or other marketing programs
introduced after July 2013.

Researchers collected menu item nutrient data from restaurant
websites, supplemented by visits to fast food restaurants
and calls to consumer helplines. We evaluate the nutritional
quality of kids’ meals and individual menu items on restaurant
menus according to several criteria. The Nutrition Profiling
Index (NPI) score provides a measure of the overall nutritional
composition of individual menu items. The NPl score is
based on the nutrition rating system established by Rayner
and colleagues for the Food Standards Agency in the United
Kingdom.™ To identify reasonable portion sizes for children and
adolescents, we also compare total calories and total sodium
for kids’” meals and regular menu items against standards
established by the Institute of Medicine’s (IOM) School Meal
guidelines for preschoolers, elementary school-age children,
and teenagers.'* Lastly, we evaluate menu items according
to other established criteria for nutrition quality, including the
Children’s Food and Beverage Advertising Initiative’s (CFBAI)
new uniform category-specific nutrition criteria for meals that
can be advertised in child-directed media'™ and the National
Restaurant Association’s Kids LiveWell nutrition standards for
healthy children’s meals.'®

The marketing analyses document advertising spending and
marketing on TV and in digital media (restaurant websites,
display advertising on third-party websites, social media,
and mobile devices). We also identify marketing that appears
to be targeted to children, teens, and black and Hispanic
youth. Sources of marketing data include media exposure
and spending data purchased from Nielsen and comScore,
content analyses of advertisements on children’s TV, and
additional analyses using information collected from company
websites and monitoring of business and consumer press.
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Nutrition results

Kids’ meal options have improved since 2010.
Most restaurants offer more healthy sides and
beverages and some also offer healthy main
dishes for their kids’ meals. Restaurants also
added a few new healthy options to their regular
menus. However, nearly all items on fast food
menus — including kids’ meal items — exceed
recommended levels of calories, saturated fat,
sodium, and/or sugar for children and teens.

From 2010 to 2013, the nutritional quality of individual items
offered with kids’" meals improved at some restaurants. All
restaurants except Taco Bell offered at least one healthy
side option for their kids’ meals; three-quarters of restaurants
with kids’ meals increased healthy beverage options; and
McDonald’s introduced half-portions of french fries and
apples as the default sides in Happy Meals. There was also a
54% increase in the number of different kids’ meals available,
consisting of a kids’ main dish, side, and beverage. In total,
the 12 restaurants examined in 2013 with special kids’ menus
offered 5,427 possible kids’ meal combinations.

However, there was no change in the percent of kids' meal
combinations that qualified as healthy meals for children.
As in 2010, less than 1% of all kids’ meal combinations met
recommended nutrition standards: just 33 possible kids’ meals
met all nutrition criteria for elementary school-age children and
15 met standards for preschoolers. Kids’ meal main dishes
were especially problematic. Only five restaurants (Subway,
Burger King, Taco Bell, Arby’s, and Jack in the Box) offered
even one kids’ meal main dish option that was not too high
in saturated fat and/or sodium. Further, just 3% of kids’ meal
combinations met the industry’s own revised CFBAI nutrition
standards or Kids LiveWell standards.

On regular menus, there was also a dramatic increase in the
number of menu items offered by fast food restaurants, but the
proportion of healthy versus unhealthy menu items remained
the same. From 2010 to 2013, McDonald’s, Subway, Burger
King, and Taco Bell averaged 71 additional menu items per
restaurant (+35%), and the number of snack and dessert
items offered increased 88%. McDonald’s continued to have
the highest proportion of menu items that met nutrition criteria
for teens (24%). At Burger King, Subway, and Wendy’s, no
more than 20% of items qualified as nutritious. McDonald’s,
Subway, Taco Bell, and Sonic did advertise healthy menus
consisting of items they designated as healthier or lower-
calorie. However, less than half of healthy menu items at
McDonald’s, Subway, and Sonic met all nutrition criteria.
Healthy menus from Subway and Sonic were less likely to
meet nutrition criteria in 2013 than in 2010. In addition, all
restaurants continued to offer large or extra-large soft drinks
with 350 to 850 calories per serving and burger restaurants
offered large french fries with 470 to 610 calories.
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Marketing results

In 2012, fast food restaurants spent $4.6 billion in
total on all advertising, an 8% increase over 2009.
For context, the biggest advertiser, McDonald’s,
spent 2.7 times as much to advertise its products
($972 million) as all fruit, vegetable, bottled water,
and milk advertisers combined ($367 million).

On average, U.S. preschoolers viewed 2.8 fast
food ads on TV every day in 2012, children (6-11
years) viewed 3.2 ads per day, and teens viewed
4.8 ads per day. Six companies were responsible
for more than 70% of all TV ads viewed by
children and teens: McDonald’s, Subway, Burger
King, Domino’s, Yum! Brands (Taco Bell, Pizza
Hut, KFC), and Wendy's.

Marketing to children

There were a few positive developments in fast food marketing
to children. From 2009 to 2012, total fast food TV advertising
seen by children ages 6 to 11 declined by 10%. McDonald’s
and Burger King (the two biggest advertisers in 2009) reduced
their advertising to children by 13% and 50%, respectively.
Marketing to children on the internet also declined. Three
popular child-targeted websites (Dairy Queen’s DeeQs.com,
McDonald’s LineRider.com, and Burger King’s ClubBK.com)
were discontinued, as was McDonald’s site for preschoolers
(Ronald.com). Just one site (HappyMeal.com) had more than
100,000 monthly unique child visitors in 2012, compared with
four sites in 2009.

However, there are many reasons for continued concern.
Despite the decline in TV advertising to 6- to 11-year-olds,
advertising to very young children (ages 2-5) did not change
from 2009 to 2012, and the majority of fast food restaurants
stepped up their TV advertising to children. Among the top-
25 advertisers, 19 increased advertising to preschoolers,
and 14 increased ads to older children. Of note, Domino’s
and Wendy'’s increased advertising to children by 44% and
13%, respectively, which were approximately six times their
rates of increase in advertising to teens. Further, McDonald’s
continued to advertise more to children than to teens or
adults on TV — the only restaurant to do so. On the internet,
McDonald’s also placed 34 million display ads for Happy
Meals per month — up 63% from 2009. Three-quarters of
Happy Meal ads appeared on kids’ websites, such as Nick.
com, Roblox.com, and CartoonNetwork.com. In addition,
child-targeted advergames (i.e., branded games) have gone
mobile with McDonald’s “McPlay” and Wendy’s “Pet Play
Games” mobile apps.

A few restaurants did advertise their healthier kids’ meals,
but kids’ meals represented only one-quarter of fast food ads
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viewed by children on TV. McDonald’s Happy Meals were
the most frequently advertised products to children, followed
by Domino’'s pizza, Subway sandwiches, Wendy’'s lunch/
dinner items, and Pizza Hut pizza. Burger King and Subway
kids’ meals ranked 16 and 19, respectively. In apparent
contradiction of Children’s Advertising Review Unit (CARU)
guidelines that advertising to children must focus primarily
on the product being sold (i.e., food),"” Subway placed ads
with a primary focus on the brand (not the food) on children’s
networks, and Burger King placed ads that focused primarily
on child-targeted promotions. In addition, Wendy’s and
Subway advertised regular menu items — including Frostys,
Baconator burgers, and Footlong sandwiches — directly
to children on children’s networks, including Nickelodeon
and Cartoon Network. McDonald’s advertised its Filet-o-fish
sandwich and other regular menu items on kids’ websites,
including Nick.com and CartoonNetwork.com.

Marketing to teens

There were fewer positive trends in fast food marketing to
teens. The overall nutritional quality of fast food products
advertised to teens on TV did improve. Although the average
number of fast food TV ads viewed by teens did not change
from 2009 to 2012, average calories in TV ads viewed declined
16%, and the proportion of calories from sugar and saturated
fat improved from 37% in 2010 to 28% in 2013. In addition,
the number of display ads placed by fast food restaurants on
youth websites declined by more than half, from 470 million
ad views per month in 2009 to 210 million in 2012.

However, several restaurants continued to target teens
directly with marketing for unhealthy products. Although
teens watch 30% less TV than do adults, they saw as
many or more TV advertisements for Taco Bell, Sonic, and
Starbucks compared with adults. Thus these restaurants likely
purchased advertising in media viewed by relatively more
adolescents than adults. Burger King Smoothies were the only
nutritious regular menu item among those advertised most
frequently to teens. In addition, three restaurants substantially
increased their display advertising on youth websites: KFC
(+138%), Subway (+450%), and Starbucks (+330%). In
contrast to the decline in child visits to restaurant websites,
the number of teen visitors increased for more than half of the
websites analyzed both in 2010 and 2013, including Subway.
com (+102%), Starbucks.com (+92%), and McDonald’s.com
(+75%). Three fast food websites (PizzaHut.com, McDonalds.
com, and Dominos.com) averaged 270,000 or more unique
teen visitors per month.

Further, fastfood marketing viamobile devices and socialmedia
— media that are popular with teens™1 — grew exponentially
in the three years examined. Fast food restaurants placed six
billion display ads on Facebook in 2012, 19% of all their online
display advertising. Dunkin’ Donuts and Wendy’s placed
more than one-half of their online ads on Facebook. Starbucks
was most popular on social media, with 35 million Facebook
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likes and 4.2 million Twitter followers, followed by McDonald’s
and Subway, which each had 23+ million Facebook likes and
1.4+ million Twitter followers. From 2010 to 2013, increases
in the number of Facebook likes and Twitter followers ranged
from 200% to 6400%. Six fast food restaurants had more than
10 million likes on Facebook in 2013. Taco Bell's YouTube
videos were viewed nearly 14 million times. In addition, ten
restaurants offered branded smartphone apps with interactive
features, including order functions and special offers. Papa
John’s and Pizza Hut mobile apps averaged 700,000+ unique
visitors per month.

Targeted marketing to racial and ethnic
minority youth

Fast food restaurants also continued to target black and
Hispanic youth, populations at high risk for obesity and related
diseases.?’ Increased advertising on Spanish-language TV
raises special concerns. Combined advertising spending on
Spanish-language TV by all fast food restaurants increased
8% from 2009 to 2012. KFC and Burger King increased
their spending by 35% to 41% while reducing English-
language advertising, and Domino’s and Subway increased
Spanish-language advertising by more than 15%. Hispanic
preschoolers’ exposure to fast food ads on Spanish-language
TV increased by 16% reaching almost one ad viewed per day.
They also saw 100 more of these ads than older Hispanic
children or teens saw. However, just 5% of Spanish-language
ads viewed by Hispanic children promoted kids’ meals.

As in 2009, black children and teens saw approximately 60%
more fast food ads than white youth, due largely to greater TV
viewing. However, advertising for Starbucks, Popeyes, Papa
John’s, and some Burger King products appeared during
programming watched relatively more often by black youth.
Black and Hispanic youth were more likely than their white
and non-Hispanic peers to visit one-third or more of all fast
food websites. For instance, Hispanic youth were 30% more
likely to visit HappyMeal.com, and black youth were 44%
more likely to visit the site.

Recommendations

This report documents a few positive developments in the
nutritional quality of fast food menu offerings and marketing
to children. However, the pace of improvement is slow and
unlikely to reduce young people’s overconsumption of high-
calorie, nutritionally poor fast food.

Fast food restaurants must do more to improve
the overall nutritional quality of the products they
sell.

® Participating restaurants are only required to apply CFBAI

nutrition standards to kids’ meals presented in their
advertising,?" while Kids LiveWell restaurants must offer

Fast Food FACTS 2013 viL



just one meal that meets program standards.?? Industry
standards for healthy kids’ meals should apply to the
majority of kids’ meal combinations available for purchase
—not a mere 3%.

m Automatically providing healthier sides as the default option
for kids' meals works. McDonald’s switch to smaller portions
of apples and french fries has increased the percent of
children who receive fruit with their kids’ meals: 28% in 2010
versus 86% in 2013.2® All fast food restaurants should make
healthy sides and beverages the default in their kids’ meals.

® Restaurants should increase the proportion of lower-calorie,
healthier items on their menus and make them available at a
reasonable price.

Fast food restaurants should stop targeting
children and teens with marketing that
encourages frequent visits to restaurants.

® Restaurants should stop advertising anything but the
healthiest children’s menu items on children’s TV networks
and third-party kids’ websites.

® Restaurants should stop targeting children with marketing
practices that take advantage of their developmental
vulnerabilities or reach them behind parents’ backs.
These practices include TV ads that focus on branding or
promotions instead of food, mobile advergame apps, and
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online advertising with links to kids’ advergame sites.

® Preschoolers should not be exposed to daily ads for regular
menu items — advertisers should revise their media plans to
ensure that very young children are protected from these
messages. In particular, advertisers on Spanish-language
TV must do more to keep their unhealthy messages from
these very young and vulnerable viewers.

® Restaurants should acknowledge that teens are also highly
influenced by advertising and deserve protection from
marketing for fast food products that can damage their
health.

m Definitions of child-targeted marketing used in industry self-
regulation should include children in middle school aged
12-14.

m Restaurants also should establish age limits on fast food
marketing to youth via social media and mobile devices —
venues that take advantage of teens’ greater susceptibility
to peer influence and impulsive actions.?*

To ensure the health of our children, restaurants must do
much more to reduce young people’s overconsumption of fast
food that is high in calories, saturated fat, sodium, and sugar.
If restaurants choose instead to make healthy menu items the
norm, not the exception, and market them more effectively,
fast food restaurants could attract lifelong customers who will
also live longer, healthier lives.
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In 2010, the Yale Rudd Center for Food Policy signs, pricing, and default options, encouraged purchases of
& Obesity issued Fast Food FACTS." The report higher-calorie and less nutritious menu options. Children as

examined the nutritional quality of fast food young as two years old were frequent targets of marketing
for kids’” meals, and several restaurants targeted teens and

menus, advertising on TV and the internet, and minority youth with advertising for high-calorie and nutritionally
marketing practices inside restaurants. The report  poor items. Further, fast food advertising to youth increased by
focused on the 12 |argest fast food restaurants more than Oﬁe-thil’d from 2003 to 2009, and the majority Of fast

food ads viewed by children and teens promoted restaurants’
regular menu items — not their kids’ meals.

and highlighted marketing targeted to children,

teens, and black and Hispanic youth in 2009.

The 2010 Fast Food FACTS report also documented the
The results demonstrated that fast food marketing contributes consequences of aggressive marketing of nutritionally poor
to poor diet and obesity among young people (see Table 5045 and beverages. Most children (84%) visited fast food
1). Although all restaurants studied did offer some nutritious  sstaurants at least once per week. McDonald’s child-directed
options, most fast food menu items — including kids’ meal  gqvertising was especially effective: customers reported
items — contained higher than recommended levels of inat 41% of children under 12 asked to go to McDonald’s at
calories, fat, sugar, and/or sodium. The industry spent $4.2 |45t once per week and 15% asked to go every day. Once
billion on advertising to encourage frequent visits to fast food  nside McDonald’s, Burger King, and Wendy’s, customers
restaurants, while marketing inside the restaurants, including automatically received french fries and soft drinks when

Table 1. Fast Food FACTS 2010: Key findings

Fast food menu nutritional quality
= Only 12 of 3,039 possible kids’ meal combinations met nutrition criteria for preschoolers; 15 met nutrition criteria for older children.
= Of the 2,900 regular menu items examined, just 17% qualified as healthy choices for teens.

m Eight restaurants promoted healthy menus, and these menus contained items that were more likely to meet nutrition criteria. Some restau-
rants also offered dollar/value menu items with smaller portions (and fewer calories) at a lower price.

m Five restaurants offered 40-ounce or larger fountain drinks (470+ calories) and three offered french fries in a 180-gram or larger size (500+
calories).

Traditional advertising to children and teens

= Advertising spending was highly concentrated with seven restaurants responsible for 60% of spending. McDonald’s alone spent $900 mil-
lion, 21% of the total.

= On average, preschoolers (2-5 years) saw 2.8 TV ads per day for fast food in 2009; children (6-11 years) saw 3.5; and teens (12-17 years)
saw 4.7.

m Children’s and teens’ exposure to fast food TV ads increased from 2007 to 2009, including ads for McDonald’s and Burger King. These
restaurants had pledged to improve advertising to children through the Children’s Food and Beverage Advertising Initiative (CFBAI).

m Child-targeted TV advertising did not promote healthy eating. McDonald’s ads featured the smiling Happy Meal box, while Burger King ads
focused on kids’ meal promotions.

m Just one-third of TV ads viewed by children promoted healthier kids’ meals. Children also frequently saw ads for lunch/dinner items (30% of
ads viewed) and dollar/value menus (15%).

m Taco Bell and Burger King targeted teens with their TV advertising. Dairy Queen, Sonic, and Domino’s targeted teens with ads for desserts
and snacks.

m Snacks and desserts marketed directly to teens contained as many as 1,500 calories, five times the recommended calories for snacks
consumed by active teens.

Digital marketing to children and teens
= McDonald’s maintained 13 different websites that attracted 365,000 unique child visitors and 294,000 unique teen visitors per month.

= McDonald’s also offered a website targeted to preschoolers (Ronald.com), and McDonald’s and Burger King offered sophisticated child-
targeted websites with advergames and virtual worlds (McWorld.com, HappyMeal.com, and ClubBK.com). Subway and Dairy Queen also
targeted children online.

m On average, restaurants placed one-quarter of their banner advertising on youth-targeted websites. Domino’s and Pizza Hut placed the
most banner ads, seen on average seven times by 70 million viewers per month.

m Starbucks’ Facebook page had more than 11 million Facebook fans as of July 2010, while eight other restaurants had more than one million
fans. Four restaurants had more than one million video views on their YouTube channels.

m Eight fast food restaurants offered smartphone apps to reach young people anytime, anywhere.
Marketing targeted to black and Hispanic youth

m Hispanic preschoolers saw 290 fast food ads on Spanish-language TV in 2009. McDonald’s was responsible for one-quarter of this expo-
sure.

m Black children and teens saw at least 50% more TV ads for fast food than their white peers. McDonald’s and KFC specifically targeted black
youth with TV ads, targeted websites, and banner ads on third-party websites.

m Approximately one-half of fast food websites (20 of 39) were visited more often by black youth than by white youth.
Source: Fast Food FACTS (2010)




ordering a kids’ meal. Not surprisingly, children were most
likely to get chicken nuggets, french fries, and a sugary soft
drink when they visited a fast food restaurant. Further, teens
purchased 800 to 1,200 calories in an average fast food meal,
with 30% or more of those calories consisting of sugar and
saturated fat.

Continued concerns about fast food
marketing to youth

Since Fast Food FACTS came out in 2010, new studies
have further demonstrated harmful effects of consuming
fast food. More than one-third of youth consumed fast food
on the previous day, including 33% of children (2-11 years)
and 41% of teens (12-17 years).? On days when they eat fast
food, children consume 126 additional calories and teens
consume 310 more.® Fast food consumption also increases
child and teen intake of sugar, saturated fat, total fat, sodium,
and sugary drinks, while reducing milk intake. Middle school
students (7th and 8th graders) who attend a school within one
kilometer of a fast food restaurant have a worse overall diet
than students in other schools.*

Recent research also shows that exposure to fast food
advertising is associated with increased fast food consumption
by young people. An increase in TV ads for fast food viewed
by children is associated with a subsequent rise in fast food
visits, as well as increased BMI for children already at risk
of overweight.® In Quebec, advertising targeted to children
under age 13 is banned. As a result, researchers estimate that
fast food visits by French Canadian households have been
reduced by 13% per week and these households consume
5.6 to 7.8 billion fewer fast food calories per year.®

Despite evidence of its harmful effects, fast food restaurants
continue to target children and teens in their marketing. The
fast food category represented the highest proportion of food
ads viewed by youth in 2011 on all child- and youth-oriented
networks, except Nickelodeon (where children viewed cereal
ads more often).” Fast food represented 34 to 44% of food ads
viewed on MTV, FX, and Adult Swim (programming that airs at
night on the Cartoon Network channel). From 2006 to 2009,
fast food marketing expenditures targeted to children and
teens (excluding the cost of kids’ meal toys) increased 22%,
and TV advertising expenditures aimed at children increased
60%.8

Additional evidence demonstrates that fast food marketing
disproportionately affects low-income, black, and Hispanic
youth who are also at greater risk for overweight and obesity.°
A meta-analysis of studies measuring fast food restaurant
prevalence found significantly greater access to fast food for
young people living and/or going to school in low-income and
minority neighborhoods.™ There was a stronger association
between attending school near a fast food restaurant and
higher body weight for black and Hispanic youth in low-
income urban schools compared with white youth attending
high-income, non-urban schools." Fast food restaurants

located in lower-income areas and those with higher black
and Latino populations also had more exterior advertising,
which was more likely to promote dollar/value menus
(i.e., the lowest priced items)."? In the analysis of fast food
consumption and diet quality among youth, lower-income
children and teens also exhibited greater negative effects
from consuming fast food than their higher-income peers.™
Further, fast food ads represented almost one-half of food ads
that appear on Spanish-language children’s TV'* and 30%
of food ads viewed by Hispanic youth on Spanish-language
TV, significantly higher than rates of fast food advertising on
English-language TV.

However, marketing designed to increase children’s
consumption of healthier fast food choices could also be
effective. In one experimental study, young children (3-8
years old) were randomly assigned to watch a McDonald’s
commercial that featured either apple dippers or french
fries.’® Children were subsequently more likely to choose a
coupon for the advertised side, whether or not their parent
encouraged them to select the “healthy choice” or “whatever
you want” (as randomly instructed by the researcher). This
study also demonstrates how difficult it can be for parents to
counteract the effects of unhealthy food advertising on their
children. Another study showed that children (6-12 years old)
were twice as likely to select a kids’ meal with apples and
water versus fries and a soda when only the meals with the
healthy options were offered with a toy."”

Fast food industry actions

In light of powerful evidence that extensive fast food marketing
to children and teens negatively affects their diet, the Rudd
Center made a number of recommendations in our 2010
report to improve fast food nutritional quality and marketing
to children and teens (see Table 2). Public health advocates
also have called for improvements in restaurant menus and
youth-targeted marketing practices. Both Santa Clara County
and the city of San Francisco enacted legislation to require
that kids’ meals with toys meet minimum nutrition standards.®
The Food Marketing Workgroup, a coalition of more than 180
organizations and experts dedicated to improving the food
marketing landscape to children, recently called on Dairy
Queen and other restaurants to improve the nutritional quality
of kids’ meals.”  Corporate Accountability International
has demanded that McDonald’s retire its iconic “Ronald
McDonald” clown character,® and the Center for Science
in the Public Interest (CSPI) urged restaurants to include
healthier options as the default items in kids’ meals.?

Some fast food restaurants appear to have heard these
concerns and have taken actions to address them, such as
offering healthier kids’ meal options. For example, in July 2011
McDonald’s announced that it would reduce the portion size
of french fries by more than half and automatically include a
small portion of apples in its Happy Meals.?? Also in 2011, the
National Restaurant Association launched its Kids LiveWell
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Table 2. Fast Food FACTS 2010: Recommendations

Establish meaningful standards for child-targeted marketing

Bad:qraw»c‘

= Apply standards to all fast food restaurants, not just to restaurants that voluntarily participate in the CFBAI (i.e., McDonald’s and Burger

King).

= Apply nutrition criteria to kids’ meals served, not just items pictured in child-targeted advertising.

m Expand the definition of child-targeted marketing beyond marketing exclusively targeted to children under 12 to include TV ads for non-kids’
meal products and other forms of marketing commonly viewed by children.

Stop marketing directly to preschoolers
m McDonald’s was the only restaurant to exhibit this practice in 2009.

Develop more lower calorie and nutritious menu items
m |ncrease the number of healthy items on menus.

m Reformulate popular main dish items to decrease saturated fat, sodium, and calories.
m Develop kids’ meal options that are appropriate for both preschoolers and older children.

Do more to promote lower calorie and more nutritious menu items inside restaurants
® Make healthier sides and beverages the default option when ordering kids’ meals.

m Make the smallest size and healthier versions of all menu items the default.

m Make menu item portion sizes (e.g., small, medium, large) consistent across restaurants.

Source: Fast Food FACTS (2010)

program, in which participating fast food and other restaurants
pledged to offer at least one full children’s meal and one
other individual menu item that met the program’s standards
for healthful menu options.?® In 2012, Chick-fil-A announced
that it would offer grilled chicken nuggets in its kids' meals
to reduce calories by more than one-half.?* Burger King also
introduced healthier options to its regular menu, including
chicken wraps, smoothies, and Caesar salads,?® and Wendy’s
introduced a line of “Garden Sensation” salads.?®

Offering healthier options appears to be good for restaurants’
business. QSR Magazine listed “healthy kids’ meals” and
“more fruits and vegetables” as two trends that are most
likely to impact quick-service restaurants this year.?” Chain
restaurants that increased the number of lower-calorie items
sold from 2006 to 2011 demonstrated a greater same-store
sales increase than restaurants that did not increase sales of
lower-calorie items.?® McDonald’s 2011 announcement that
it was changing the default side options in its Happy Meals
significantly increased the restaurant’s “buzz score” among
parents (i.e., they responded positively to the news).?

In contrast, other recent developments raise questions about
restaurants’ commitments to increasing the overall nutritional
quality of the products they sell. In addition to healthier trends,
QSR Magazine also listed “snacks as meals” (i.e., offering
smaller options for “around-the-clock eating”) and “innovative
beverages” (including juices, energy drinks, and soda
options) as top trends for 2013.2° McDonald’s executives cited
some of the less nutritious items on its menu (i.e., breakfast
options, McCafe drinks, and Chicken McBites) as key drivers
of sales growth in 2011.3! Restaurants also have introduced
extreme items such as Taco Bell’'s Doritos Locos Tacos with a
shell made out of Doritos,* Dunkin’ Donuts’ glazed-doughnut
breakfast sandwich,®®* and Burger King’s Bacon sundae.®
The Doritos Locos Taco launch was accompanied by an
augmented reality smartphone app and extensive promotion
via Facebook and Twitter “to amp up the social buzz around

the event,” expected to be the “biggest launch in Taco Bell’s
50-year history.”®

The low cost of items on restaurants’ dollar/value menus
also appears to have cut into sales of kids’ meals as parents
continue to purchase fewer kids’ meals and more value menu
items for their children® (which also tend to be higher calorie
and less nutritious than kids’ meal options®”). In a 2010 survey
of parents who took their 2- to 11-year-old child to one of
four fast food restaurants for lunch or dinner, 70% of parents
ordered a kids’ meal.®® However, this number varied widely
by restaurant and age of child. For example, 82% of parents
ordered a kids’ meal for their young child (2-5 years old) at
McDonald’s, but just 27% of parents ordered a kids’ meal at
Subway for their older child (6-11 years old). Orders of dollar/
value menu items for their children ranged from 20% (for
young children at McDonald’s) to 47% (for older children at
Subway). In 2012, the NPD Group reports that kids’ meals
were purchased at just 44% of visits to burger restaurants with
children under 6 and 31% of visits with 6- to 12-year-olds.*

Research also demonstrates that nutritious options remain
a small proportion of restaurant menus. In an evaluation of
the full menus of five popular fast food restaurants, all scored
lower than 50 out of a possible 100 points on the Healthy
Eating Index, a measure of diet quality.“° Restaurants scored
especially poorly on availability of total fruit, whole grains,
and sodium. A comprehensive analysis of changes in menus
offered by eight fast food restaurants over 12 years showed a
54% increase in the number of food items offered (from 85 items
per restaurant on average in 1997/98 to 130 items in 2009/10),
and median calories per item increased or remained stable for
six of these restaurants.*' Despite improvements, even most
kids" meal options do not qualify as healthy. An analysis of
400 chain restaurants found that just 11% of kids’ meal main
dishes and 33% of sides met the restaurant industry’s Kids
LiveWell standards in 2009.% Similarly, CSPI examined the 50
top restaurant chains in 2012 and found that 97% of the 3,494
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possible kids’ meal combinations offered did not meet expert
nutrition standards for children’s meals; 91% did not meet the
restaurant industry’s Kids LiveWell standards.*

Some restaurants also have promised to market more
responsibly to children. In 2011, Burger King announced that
french fries and soda would no longer be the default for its
kids’ meals, rather parents would be asked to select a side and
beverage (from choices that also included healthier sides and
beverages).* In its advertising to kids, McDonald’s committed
to adding messages about healthy lifestyles or nutrition
benefits in 2012.% It also launched “Champions of Play,” a
campaign to promote children’s wellness, in connection with
its sponsorship of the Olympic Games.* Participants in Kids
LiveWell agree to promote or identify the healthy items on their
kids’ menus.*” However, McDonald’s and Burger King remain
the only two restaurants that participate in the voluntary
CFBAI program to improve food advertising to children under
12.%8 Finally, restaurants have not made any commitments to
improve marketing to children older than age 11.

Measuring progress

Given this conflicting evidence of fast food restaurants’
progress in improving the nutritional quality and marketing
of kids’ meals and other menu items to children and teens,
objective and transparent data are necessary. The purpose of
this report is to quantify changes in the nutritional quality and
marketing of fast food to children and teens over the past three
years and to identify further opportunities for improvement.

We focus our analyses on 18 restaurants, the 12 restaurants
highlighted in the 2010 Fast Food FACTS report plus six
additional restaurants that ranked among the top-15 fast food
restaurants in U.S. sales and/or had child-targeted messages
on their websites and national TV advertising in 2012. Nutrition
data were collected in February 2013, and marketing analyses
primarily evaluate data through 2012.

Utilizing the same methods as the first Fast Food FACTS
report, we measure changes in:

® The nutritional quality of:
® Kids' meal individual menu items and combinations of
main dishes, sides, and beverages;
= All regular menu items for the top-five traditional fast food
restaurants; and
® Dollar/value menus, healthy menus, and advertised
products for the 18 restaurants;

m Advertising spending and TV advertising exposure,
including advertising targeted to children and teens;

® Messages and products promoted in advertising that
appeared on children’s TV networks;

m Child and teen visits to restaurants’ websites;

m Advertising on third-party websites, including kids’ sites,
youth websites, and Facebook;

m Fast food advertising on mobile websites and through
mobile apps;

m Social media marketing on Facebook, Twitter, and YouTube;
and

® Targeted marketing to black and Hispanic youth, including
Spanish- and English-language TV advertising, restaurant
websites, and advertising on third-party websites.

As part of her Let's Move campaign, First Lady Michelle
Obama has called on restaurants to help create a “marketing
environment that supports, rather than undermines, the
efforts of parents” to raise healthy children,*® and the National
Restaurant Association has expressed “the restaurant
industry’s commitment to offer healthful options for children.”*®
However, previous research shows that fast food remains
among the top-two food categories marketed most often
to children and teens,®**2 and exposure to this marketing
contributes most often to excess calorie consumption and
poor diet quality for young people.®** The findings in this
report serve to evaluate fast food restaurants’ true commitment
to improving the unhealthy food and marketing environment
that surrounds today’s children and teens.
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Overview of fast food market

Fast food market Definition

Fast food restaurant

Fast food restaurants feature a common menu above the counter and provide no wait staff.

Customers typically pay before eating and choose and clear their own tables. They are also known

as quick serve restaurants (QSRs).

2010 report focus
2013 report focus

Twelve restaurants analyzed in detail in the Rudd Center 2010 Fast Food FACTS report.!

Eighteen restaurants analyzed in detail in this report, including the restaurants highlighted in the

2010 report, plus six additional restaurants that met at least one of two criteria: 1) ranked among the
top 15 in 2012 U.S. sales, or 2) had child-targeted messages on its website and national TV

advertising.

Table 3 presents total U.S. sales in 2012 for the top-20 fast
food restaurants, as well as six additional restaurants that
ranked in the top-25 for advertising spending on national TV in
2012. We also indicate the 12 restaurants that were the focus
of the 2010 Fast Food FACTS report and the 18 restaurants
detailed in this report.

Table 3. Fast food restaurant sales

Sales ranking

Total U.S. sales for the 50 fast food restaurants with the most
sales reached $157 billion in 2012 — on average, $1,335
annually per household.?2 McDonald’s remained number one
with $35.6 billion in sales, almost one-quarter of all sales
by the top-50 restaurants and almost three times the sales
of Subway, its closest competitor. Sales at both Subway and

Report focus

2012 sales % change 2010 2013

2012 2009 Parent company Restaurant (millions) vs 2009 (12) (18)

1 1 McDonald’s McDonald’s $35,600 15% X X

2 2 Doctor’s Associates Subway $12,100 21% X X

3 5 Starbucks Corporation Starbucks $10,600 27% X X

4 4 Wendy’s Company Wendy’s $8,600 3% X X

5 3 Burger King Holdings Burger King $8,587 -5% X X

6 6 Yum! Brands Taco Bell $7478 10% X X

7 7 Dunkin’ Brands Dunkin’ Donuts $6,264 10% X X

8 8 Yum! Brands Pizza Hut $5,666 13% X X

9 12 Chick-fil-A Chick-fil-A $4,621 44% X

10 9 Yum! Brands KFC $4,459 -9% X X

11 15 Panera Bread Panera Bread $3,861 38% X

12 10 Sonic Corp Sonic $3,790 -1% X X

13 14 Domino’s Pizza Domino’s $3,500 15% X X

14 13 Jack in the Box Jack in the Box $3,085 0% X

15 11 Roark Capital Group Arby’s $2,992 -7% X
16 18 Chipotle Chipotle $2,731 48%
17 17 Papa John’s Papa John’s $2,402 17%

18 16 Berkshire Hathaway Dairy Queen $2,300 -13% X X
19 20 Popeyes Popeyes $2,253 41%
20 19 CKE Restaurants Hardee’s $1,900 14%

22 24 Little Caesars Little Caesars $1,684 34% X
24 23 CKE Restaurants Carl’s Jr. $1,400 7%
32 18 Quiznos Quiznos $838 -53%
34 32 LJS Partners Long John Silver’s $723 3%
42 41 Boston Market Corporation ~ Boston Market $559 9%

46 39 CiCi Enterprises CiCi’s Pizza $505 7% X
Focus of 2010 report (12 restaurants) $108,944 10%
Focus of 2013 report (18 restaurants) $125,692 1%
Top 25 national TV advertisers in 2012 $138,498 13%
Top 50 restaurants (by sales in 2012) $156,875 13%

Source: QSR Magazine,® includes restaurants that ranked in the top 20 by 2012 U.S. systemwide sales or the top 25 in 2012 advertising spending

on national TV
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Starbucks exceeded $10 billion in 2012, and sales of five
additional restaurants exceeded $5 billion (Wendy's, Burger
King, Taco Bell, Dunkin’ Donuts, and Pizza Hut). In 2012,
Chick-fil-A replaced Sonic in the top-ten restaurants by U.S.
sales. Chipotle was the only restaurant that ranked in the top
20 in sales, but not the top 25 in spending on national TV.

Sales atthe top-50 U.S. fast food restaurants increased 13% on

Resubts

went up by 40% or more (Chipotle, Chick-fil-A, and Popeyes),
and sales at two additional restaurants increased 30% or more
(Panera Bread and Little Caesars). Starbucks and Subway
also had higher-than-average sales increases of 27% and
21%, respectively. The traditional burger restaurants fared
less well. McDonald’s 15% sales increase was the highest for
this segment, but its two largest competitors (Wendy’s and
Burger King) saw an increase of 3% and a decline of 5%,

average from 2009 to 2012. Sales at three smaller restaurants .
respectively.

Fast food menu composition

In the menu composition analysis, we first examine kids’ meals offered by any of the 18 restaurants in our detailed analysis. We
then evaluate changes in nutrition quality of full menus for McDonald’s, Subway, Wendy's, Burger King and Taco Bell (the top
five in sales for 2012 among traditional fast food restaurants). Finally, we analyze the dollar/value and healthy menus, as well
as sizes of soft drinks and french fries, offered by the 18 restaurants in our detailed analysis.

Kids’ meals

Kids’ meals Definitions

Kids’ meal A menu of items specifically designed for children. Kids’ meals typically contain a main dish, side,

and beverage. Many also come with a toy or other giveaway.

Kids’ meal combinations  Possible combinations of main dish, side, and beverage that can be ordered in one kids’ meal.

Nutrient Profile Index
(NPI) score

Measure of overall nutritional quality that considers positive and negative nutrients in foods. Scores
range from O (very poor) to 100 (excellent). This scoring is based on one developed by researchers
in the United Kingdom for the Office of Communications (OFCOM) guidelines prohibiting junk food
advertising to children.* Food products with a score of 64 or higher and beverages with a score of
70 or higher qualify as nutritious products that can be advertised to children in the United Kingdom.

Calorie limits: Children Maximum acceptable calories for kids’ meals, based on the Institute of Medicine (IOM) Committee
on School Meals guidelines.® Kids’ meals served to elementary school-age children should not

exceed 650 calories and those served to preschool-age children should not exceed 410 calories.

Sodium limits: Children Maximum acceptable sodium for kids’ meals, based on the IOM Committee on School Meals
guidelines.® Kids’ meals served to elementary school-age children should not exceed 636 milligrams

of sodium and those served to preschool-age children should not exceed 544 milligrams.

Kids LiveWell nutrition
standards

Standards of the National Restaurant Association’s voluntary program to identify healthful meals for
children. Participating restaurants must offer at least one kids’ meal combination that meets the
following criteria:” maximum 600 calories and 770 milligrams sodium; no more than 35% of calories
from total fat, 10% of calories from saturated fat, and 35% of calories from sugar; and less than 0.5
grams trans fat. Qualifying meals must also contain two sources of fruit, vegetable, whole grain,
lean protein, or low fat dairy, but this requirement was not included in our analysis.

Children’s Food and
Beverage Advertising
Initiative (CFBAI) uniform
nutrition standards

Participating companies pledge to advertise only foods that meet nutrition standards to children
under 12.2 New uniform standards for fast food meals (to be implemented by the end of 2013)
require a maximum of 600 calories and 740 milligrams sodium, 10% or less of calories from
saturated fat, and less than 20 grams of sugar.® Qualifying meals must also contain a fruit,
vegetable, whole grain, lean protein, low fat dairy, or fortification, but this requirement was not
included in our analysis.

Interagency Working
Group (IWG) standards

Guidelines recommended by four U.S. government agencies to identify healthful foods and
beverages that are appropriate to market to children and adolescents.’® Recommended limits per
meal include 450 milligrams of sodium, 10% of calories from saturated fat, 0 grams trans fat, and 13
grams of added sugar.




Table 4. Kids’ meals offered by restaurant

Resubts

Kids
CFBAI LiveWell

Restaurant Kids’ meal member member Notes

The Mighty Kids’ Meal comes with larger
McDonald's Happy Meal, Mighty Kids’ Meal main dishes and french fries
Subway Fresh Fit for Kids Meal
Wendy's Kids’ Meal X
Burger King BK Kids Meal X
Taco Bell Kid's Meal
Chick-fil-A Kids’ Meal X

The meal comes with string cheese in
KFC Kids Laptop Meal addition to a side
Panera Bread Panera Kids Beverage must be purchased separately
Sonic Wacky Pack Kids’ Meal X
Jack in the Box Kids’ Meal
Arby's Kids Menu X
Dairy Queen Kids’ Meal X The meal comes with a dessert

Source: Menu composition analysis (February 2013)

Twelve restaurants in our detailed analysis offered kids’ meals
as of February 2013: eight of the 12 restaurants analyzed in
2010, plus Arby’s, Jack in the Box, Chick-fil-A, and Panera
Bread (see Table 4). Restaurants typically provided a main
dish, side dish, and beverage in their kids’ meals, but there
were a few exceptions. Two restaurants also offered snack
items: KFC included string cheese and Dairy Queen included
a dessert. Beverages had to be purchased separately at
Panera Bread, but we included a beverage in the nutrition
analysis for uniformity. McDonald’s offered two types of kids’
meals: Happy Meals and larger Mighty Kids’ Meals.

The nutritional quality of kids’ meal menu items was relatively
consistent from 2010 to 2013, with few changes in the
number or proportion of main dishes, sides, or beverages that
qualified as healthy according to NPI score (see Table 5). For
all restaurants except Taco Bell, it was possible to order at
least one side dish and one or more beverages with a healthy
NPI score. However, main dish items remained the least
nutritious component of most kids’ meals. Although Subway
offered only main dish options with healthy NPI scores, seven
of the twelve restaurants did not offer even one. Appendix
Table C1 provides nutrition information for all kids’ meal items
included in this analysis.

Main dishes. As in 2010, Subway sandwiches were the
most nutritious kids’ meal main dishes, with a high median
NPI score of 74. Other main dish options with a healthy
NPI score included the bean burrito from Taco Bell and the
grilled chicken strips from Jack in the Box, with scores of 70
and 68, respectively. However, not all grilled chicken items
qualified as healthy. For example, grilled chicken kids’ meal
main dishes from Chick-fil-A and KFC exceeded sodium
limits when combined with a side. Grilled cheese sandwiches
from Sonic and Dairy Queen had the lowest NPI scores at
32. The macaroni and cheese from Panera Bread and the Jr.
Cheeseburger Deluxe from Sonic contained the most calories

at 490 and 450, respectively. Panera Bread’s macaroni and
cheese also contained the most sodium (1,240 mg). In total, 42
main dish items (58% of total options) contained at least 640
milligrams of sodium, exceeding the IOM recommendation for
an entire children’s meal.

Side items. Sides remained the most nutritious component of
most kids’ meals. Most restaurants offered a fruit or non-fried
side, typically apple slices, but healthy options also included
a banana, applesauce, fruit cup, and green beans or corn.
However, french fries were the most common side option. As in
2010, Taco Bell did not offer any kids’ meal sides with a healthy
NPI score. Wendy’s kids’ meals had a notable decrease in
proportion of sides with a healthy NPI score, from 100% of
sides in 2010 to 50% in 2013. The restaurant reformulated
its french fries with higher sodium and saturated fat, which
substantially reduced the score. NPI scores for french fries
varied widely, from 46 at Chick-fil-A to 68 at McDonald’s,
largely due to differences in sodium and saturated fat content.
Dairy Queen also increased the size of its child-sized french
fries by 39%, from 71 to 99 grams. McDonald’s change in
default side options for its kids’ meals (including a smaller
portion of french fries in Happy Meals and a portion of apples
in all kids’ meals) reduced the calories in the Happy Meal by
115. However, adding apples increased the calories in its
larger-sized Mighty Kids’ Meals by 15 as this meal continued
to receive the larger portion of french fries. Further, the 34-
gram portion of apples included in every Happy Meal does
not provide a full serving of fruit, as defined by USDA."" Also
of note, the apple slices offered by McDonald’s had a lower
NPI score (66) than apple slices from other restaurants (78
at Burger King and 80 at Wendy’s) due largely to lower fiber
content as the apples are peeled.

Beverages. Every restaurant offered healthy beverages with
their kids’ meals, ranging from 20% of options at Taco Bell to
100% at Panera Bread. Healthier options included plain low fat
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Table 5. NPI scores for kids” meal menu options

Resubts

Main dishes
# of items with a healthy
Median (range) NPI score/total items
Restaurant 2010 2013 2010 2013
Subway 71 (64-78) 74 (68-78) 8/8 8/8
Taco Bell 52 (38-68) 61 (38-70) 2/5 2/4
KFC 47 (38-60) 53 (38-62) 0/4 0/4
Arby's * 50 (48-66) 1/4
Burger King 48 (40-66) 49 (40-64) 1/9 2/6
Jack in the Box * 48 (36-68) 1/8
McDonald's Happy Meal 45 (40-50) 47 (42-50) 0/3 0/4
McDonald's Mighty Kids' Meal 44 (40-46) 44 (42-48) 0/3 0/3
Wendy's 42 (38-62) 44 (40-50) 0/5 0/5
Panera Bread * 44 (40-50) 0/6
Sonic 44 (28-48) 44 (32-48) 0/5 0/6
Chick-fil-A * 42 (34-60) 0/10
Dairy Queen 40 (32-46) 38 (32-44) 0/5 0/4
Sides
# of items with a healthy
Median (range) NPI score/total items
Restaurant 2010 2013 2010 2013
Subway 71 (70-72) 82 (82) 2/2 11
Taco Bell 40 (40) 40 (40) 0/ 0/1
KFC 67 (24-86) 64 (24-86) 5/10 7/14
Arby's * 68 (54-78) 2/3
Burger King 74 (52-80) 70 (62-78) 3/5 1/2
Jack in the Box * 58 (50-70) 1/3
McDonald's Happy Meal 66 (66-78) 66 (66-78) 3/3 3/3
McDonald's Mighty Kids' Meal 66 (66-78) 70 (68-78) 3/3 3/3
Wendy's 72 (68-76) 68 (56-80) 2/2 1/2
Panera Bread * 66 (66) 11
Sonic 66 (50-82) 67 (52-82) 3/5 3/4
Chick-fil-A * 74 (46-78) 2/3
Dairy Queen 68 (58-78) 72 (58-78) 1/2 2/3
Beverages
# of items with a healthy
Median (range) NPI score/total items
Restaurant 2010 2013 2010 2013
Subway 74 (72-76) 69 (66-76) 2/2 2/4
Taco Bell 66 (66-68) 66 (60-70) 0/9 2/10
KFC 66 (66-70) 68 (66-70) 1/19 10/27
Arby's * 70 (64-76) 6/10
Burger King 69 (68-70) 68 (66-72) 6/12 6/17
Jack in the Box * 66 (66-70) 4/12
McDonald's Happy Meal 68 (66-76) 69 (66-76) 4/9 6/12
McDonald's Mighty Kids' Meal 70 (66-76) 70 (66-76) 5/9 713
Wendy's 68 (60-72) 66 (60-76) 112 6/15
Panera Bread * 73 (70-78) 4/4
Sonic 66 (64-76) 67 (44-72) 6/37 13/44
Chick-fil-A * 70 (66-76) 6/10
Dairy Queen 67 (66-68) 66 (64-70) 0/8 2/12

*These restaurants were not included in the 2010 analysis
Source: Menu composition analysis (February 2010, 2013)
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milk (offered by 11 restaurants), flavored milk (9 restaurants),
and 100% juice (7 restaurants). Kids’ meal beverages showed
the greatest improvement from 2010 to 2013; the percent of
beverages with healthy NPI scores increased for six of eight
restaurants. By 2013, at least 30% of kids' meal beverages
at every restaurant, except Dairy Queen and Taco Bell, met
healthy NPI scores. However, ten of the twelve restaurants
also offered fountain drinks with their kids’ meals (only Subway
and Panera Bread did not) in sizes ranging from 10 ounces at
Arby’s to 16 ounces at KFC and Taco Bell.

Table 6. Calorie and sodium content of kids’ meal combinations

Resubts

Kids' meal combinations

There were 5,427 possible kids’ meal combinations available
from the 12 restaurants analyzed in 2013. The number of
combinations at the restaurants included in our 2010 analysis
increased 54%, from 3,039 to 4,695, and all restaurants but
two offered more kids’ meal combinations in 2013 than in 2010.
This increase was due in large part to more beverage offerings
at most restaurants (see Table 5). For instance, 44 different
beverages could accompany Sonic's Wacky Pack kids’ meal,
an increase from 37 options three years earlier. On the other
hand, Taco Bell reduced available combinations from 45 to

Calories
Criteria for Criteria for elementary
preschoolers school-age children
Met Signif. Met Signif.
calorie diff. from calorie diff. from
Restaurant Median (range) limits 2010 limits 2010
Chick-fil-A*** 390 (165-770) 56% 93%
Subway 455 (285-565) 47% 100%
Arby's*** 440 (205-670) 42% 98%
McDonald's Happy Meal 455 (270-630) 34% 100%
KFC 490 (165-790) 32% * 91% *
Wendy's 515 (270-760) 23% 88% **
Burger King 532 (265-820) 23% 79%
Sonic 565 (235-850) 12% * 70% **
Jack in the Box*** 608 (200-850) 12% 59%
Taco Bell 560 (340-760) 8% 78%
McDonald's Mighty Kids' Meal 685 (360-880) 5% 41% >
Panera Bread*** 555 (460-710) 0% 83%
Dairy Queen 780 (450-1,040) 0% 14% *
Sodium
Criteria for Criteria for elementary
preschoolers school-age children
Met Signif. Met Signif.
sodium diff. from sodium diff. from
Restaurant Median (range) limits 2010 limits 2010
Chick-fil-A*** 888 (330-1,350) 9% 10%
Subway 670 (225-960) 25% 41%
Arby's*** 733 (350-1,440) 20% 31%
McDonald's Happy Meal 708 (480-955) 6% 28% *
KFC 1,035 (465-1,845) 9% * 15%
Wendy's 773 (490-1,170) 9% 25%
Burger King 771 (415-1,250) 15% 31%
Sonic 940 (475-1,810) 6% * 16%
Jack in the Box*** 1,075 (565-1,440) 0% 6%
Taco Bell 745 (520-1,370) 18% * 23%
McDonald's Mighty Kids' Meal 1,010 (790-1,215) 0% 0%
Panera Bread*** 1,058 (510-1,440) 8% 13%
Dairy Queen 1,095 (810-1,600) 0% 0%

*Significant increase in percent meeting limits (p<.05)
**Significant decrease in percent meeting limits (p<.05)
***These restaurants were not included in the 2010 analysis
Source: Menu composition analysis (February 2010, 2013)
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Table 7. Kids’ meal combinations available and the number that met all nutrition criteria

2010 2013

# met all # met all # met all # met all

Available preschool elementary Available preschool elementary

Restaurant combinations criteria criteria combinations criteria criteria
KFC 760 0 0 1,512 0 0
Dairy Queen 880 0 0 1,440 0 0
Sonic 875 0 0 1,056 0 0
Chick-fil-A n/a 300 0 0
Jack in the Box n/a 288 0 2
Burger King 138 6 6 204 5 10
Wendy's 120 0 0 150 0 0
McDonald's Happy Meal 108 0 0 144 0 0
Arby's n/a 120 11 12
McDonald's Mighty Kids' Meal 81 0 0 117 0 0
Taco Bell 45 0 0 40 0 0
Subway 32 6 9 32 6 9
Panera Bread n/a 24 0 0
Total 3,039 12(.4%) 15 (.5%) 5,427 22(.4%) 33(.6%)

Source: Menu composition analysis (February 2010, 2013)

40, while Subway offered 32 combinations both years. KFC  Figure 1. Percent of kids’ meals that met various nutrition
increased side options (from 10 to 14) and beverage options ~ Standards for children
(from 19 to 27), allowing for a possible 1,512 combinations

in 2013, the most for any restaurant in our analysis and an Subway
increase of 99% versus 2010.
Arby’s
Despite the increase in number of kids' meal combinations,
median calorie and sodium content of possible kids' meal Burger
combinations did not change at most restaurants (see Table King
6). Just one in five possible kids’ meal combinations met calorie o
limits for preschoolers and 6% met sodium limits. The majority Chick-fil-A W Kids LiveWell
of combinations (63%) did not exceed the 650 calorie limit for W CFBAI
elementary school-age children, but just 12% met the sodium limit. Sonic M IOM elsmentary school-age
M IOM preschoolers
There were improvements at some restaurants. The percent Wendy’s O IWG interim
of combinations that met calorie and sodium criteria for
preschoolers increased significantly at KFC and Sonic. Taco McDonald’s
Bell also increased the number of combinations that met sodium Happy Meal
limits for preschoolers. McDonald’s offered a greater proportion
of Happy Meals that met sodium limits for elementary school-age KFG
children. However, the percent of items that met calorie limits )
for elementary school-age children decreased significantly at #r?ngig]x
Wendy’s, Sonic, and McDonald’s (Mighty Kids’ Meal). -
anera |_
Further, the total number of kids’ meal combinations that met Bread
all nutrition criteria did not increase for the restaurants in our McDonald’s
2010 analysis (see Table 7). In 2013, only 11 of 4,695 possible Mighty mg; B
combinations (0.2%) met all criteria for preschoolers, down from
12 of 3,039 combinations (0.4%) in 2010. Subway and Burger Taco Bell =
King remained the only restaurants among those analyzedin 2010 .
to offer any meals that met all nutrition criteria for preschoolers o%%'é% -
(19% and 2% of possible combinations, respectively). Arby’s
(a restaurant that was not analyzed in 2010) also offered 11 0o 5 10 15 20 25 30 35 40
qualifying meals, or 9% of its possible combinations, bringing Percent that met criteria

the total number of healthy meal combinations available for

hoolers 1o 22 Source: Menu composition analysis (February 2010, 2013)
preschoolers 10 22.
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A few additional meal combinations met all criteria for
elementary school-aged children, totaling 33 possible
healthy combinations (0.6%). Qualifying meals offered by
the restaurants in our 2010 analysis increased from 15 to
19 combinations. In addition to combinations from Subway,
Arby’s, and Burger King, Jack in the Box offered two options
that met all criteria for this age group.

Figure 1 shows the percent of kids’ meal combinations with
healthy NPI scores that met calorie and sodium limits for
preschool and elementary school-age children. This figure
also shows the percent of combinations meeting other
established nutrition standards. Kids’ meals were somewhat
more likely to meet the new CFBAI uniform nutrition standards
with 153 qualifying combinations (3% of the total). Similarly,
176 kids’ meal combinations (3%) met the restaurant
industry’s Kids LiveWell standards for healthy kids’ meals.
However, it is notable that 97% of kids’ meal combinations did
not meet the industry’s own CFBAI or Kids LiveWell nutrition
standards. Not one Dairy Queen, Taco Bell, or Panera Bread
kids’ meal, or McDonald’s Mighty Kids’ Meal, met either of
these standards. The number of kids’ meal combinations that
met the IWG nutrition standards (34 possible combinations)
was comparable to those meeting the criteria we used for
preschool-age children.

Best and coorst kids' meal choices

Although few restaurants offered kids’ meals that met all
nutrition criteria, most offered a range of “better” and “worse”
meals. Ranking Table 1 provides a list of the best kids’ meal
combinations available at the restaurants included in this

Main menu items

Main menus Definitions

Main menu items

Resubts

analysis. Ranking Table 2 provides the least healthy kids’
meal combinations at each restaurant.

Arby’s, Burger King, and Subway offered the highest-ranking
kids’ meal combinations. Arby’s macaroni and cheese, apple
slices, and bottled water, totaling 205 calories and 350
milligrams of sodium, was the lowest-calorie healthy kids’
meal. Arby’'s macaroni and cheese and apple sides could
also be combined with plain or flavored milk to meet nutrition
standards for preschoolers. At Burger King, a 4-piece chicken
nugget meal with sweet and sour sauce, apple slices, and
fat free milk was the healthiest option at 265 calories and
430 milligrams of sodium. Subway also offered a few meal
combinations that qualified as healthy choices for children,
including a Veggie Delite sandwich, side of apples, and
100% juice or plain low fat milk. Some restaurants also offered
unsweetened iced tea with their kids’ meals, which met the
nutrition criteria but may not be appropriate for young children
due to caffeine content.

The five least healthy kids’ meals were found at McDonald’s
and Sonic. McDonald’s Mighty Kids’ Meals contained larger
portions of each meal component, such as a McDouble
burger or 6-piece Chicken McNuggets, plus a small drink
(16 0z) and small fries (71 g) (compared with the 4-piece
Chicken McNuggets, 12-ounce drink, and 31-gram fries in its
Happy Meal). At Sonic, the Jr. Deluxe cheeseburger or grilled
cheese sandwich combined with tots and a slush provided
two of the five least nutritious meals in this analysis. Chick-
fil-A also offered a very high-calorie meal: its 6-piece chicken
(non-grilled) nuggets with buttermilk ranch sauce, waffle fries,
and lemonade totaled 770 calories and 1,135 milligrams of
sodium.

Each food or beverage item listed on restaurants’ regular menus and posted on their websites

in February 2013." All components of menu items are evaluated as a single item, even when listed
separately on the menu. For example, salads include dressing and croutons, and chicken nuggets
include sauce. All sizes and flavors of each food or beverage are listed as separate menu items,

as well as foods with different available options (e.g., egg sandwiches with egg whites or whole eggs,
mashed potatoes with or without gravy). Food items customized by the customer (e.g., deli
sandwiches) are listed as two menu items: the most and the least healthy versions. Foods sold as

family-sized items are converted to one-person portion sizes.
Lunch/dinner main dishes Individual menu items and meals typically consumed for lunch or dinner.

Lunch/dinner sides Menu items typically consumed with a main dish for lunch or dinner.

Side beverages

Individual beverages typically consumed together with a main dish (e.g., soft drinks, juices, milk).

Breakfast items Individual main dish and side breakfast foods, including breakfast platters.

Snack items Individual items suggested as a snack, including sweet snacks (desserts) and snack beverages

(e.g. shakes and frozen beverages).

Coffee beverages Specialty coffee drinks, including cappuccinos, lattes, mochas, and flavored coffees (hot or iced).
Plain coffee is categorized as a side beverage, and frozen coffee drinks are categorized as snack

beverages.
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We analyzed 1,222 menu items from the full menus of
the top-five traditional fast food restaurants: McDonald’s,
Burger King, Subway, Taco Bell, and Wendy's. Complete

Figure 2. Number of menu items offered by type for the top-
five restaurants
Coffee beverages
M Snack items

[J Breakfast items
1400 ——

M Side beverages
M Lunch/dinner sides

M Lunch/dinner main
dishes

1200
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Number of menu items
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2010 2013
Source: Menu composition analysis (February 2010, 2013)

Table 8. Number of menu items per restaurant

Resubts

nutrition information for these menu items is available at
fastfoodmarketing.org/menuitems.

Figure 2 shows the number of menu items by type offered in
2010 and 2013. Total items available at these five restaurants
increased 27%. Snack items and coffee beverages increased
the most (51% and 43%, respectively), but overall restaurants
offered more of every type of menu item. Further, there
were few changes in menu composition. Lunch/dinner main
dishes comprised slightly more than one-third of menu items
both years, followed by side beverages at 22% of items in
2013. Breakfast items, snack items, and coffee beverages
each made up 11 to 13% of total menu items, while lunch/
dinner sides comprised the smallest proportion of total items
available (7%). Of note, the proportion of snack items on the
menus increased from 9% in 2010 to 12% in 2013.

The total number of menu items per restaurant ranged from
125 at Wendy’s to 335 at Subway. Four of the five restaurants
increased the size of their menus by 71 items on average
(+35%) from 2010 to 2013 (see Table 8). Only Wendy’s
reduced the number of menu items offered (-16%). Burger
King had the biggest overall increase (+66%), offering more
than double the number of side and coffee beverages and
snack items. Taco Bell began to offer breakfast items and
almost tripled available snack items and lunch/dinner sides.
Snack items at McDonald’s increased 73%.

Lunch/dinner  Lunch/dinner Side Breakfast Snack Coffee
All items main dishes sides beverages items items beverages
# of # of # of # of # of # of # of

items Change items Change items Change items Change items Change items Change items Change
in from in from in from in from in from in from in from
Restaurant 2013 2010 2013 2010 2013 2010 2013 2010 2013 2010 2013 2010 2013 2010
McDonald's 331 28% 55) 25% 7 17% 44 33% 28 -7% 57 73% 140 24%
Subway 335 26% 170 21% 36 57% 53 4% 65 51% 11 22% 0 0%
Burger King 275 66% 89 24% 15 36% 70 141% 36 13% 43 105% 22 2100%
Wendy's 125 -16% 46 39% 13 -7% 53 -24% 0 -100% 13 -48% 0 0
Taco Bell 156 27% 71 -7% 11 267% 52 30% 6 n/a 15 275% 1 n/a
Total 1,222 27% 431 18% 82 44% 272 22% 135 21% 139 51% 163 43%

Source: Menu composition analysis (February 2013)

Nudritional q«.a.aﬂ:}q of main men dems
Main menu nutritional

quality Definitions

Nutrient Profile Index
(NPI) score

Calorie limits: teens

Measure of overall nutritional quality that considers positive and negative nutrients in foods. Foods
with a score of 64 or higher and beverages with a score of 70 or higher qualify as healthy choices.

Based on the IOM Committee on School Meals guidelines for a moderately active 13- to 17-year-

old.”® Calories per item should not exceed 700 for lunch/dinner main dishes, 500 for breakfast main
dishes, and 350 for sides, snack items, and beverages.

Sodium limits: teens

Based on the IOM Committee on School Meals guidelines for 13- to 17-year-olds, sodium milligrams
per item should not exceed 720 for lunch/dinner main dishes, 480 for breakfast main dishes, and
340 for sides, snack items, and beverages.'




Figure 3. Percent of menu items by type that met nutrition
criteria
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*Significant increase vs. 2010 (p<.05)
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Source: Menu composition analysis (February 2013)

Overall nutritional quality of different types of main menu items
was evaluated using NPI scores, and calories and sodium
criteria based on appropriate levels for a moderately active
teen (13-17 years) (see Figure 3). In 2013, the majority of
all types of menu items met calorie limits. Most coffee and
side beverages also met sodium limits, but just one-third had
healthy NPI scores. On the other hand, the majority of lunch/
dinner sides had healthy NPI scores, but just 31% met sodium
limits. Similarly, approximately one-half of lunch/dinner main
dishes had healthy NPI scores, but 16% met sodium limits.
Breakfast and snack items were least likely to meet all nutrition
criteria (8% and 2%, respectively) due to low NPI scores, as
well as high sodium in breakfast items.

Despite large increases in menu items offered by most
restaurants from 2010 to 2013, there were few significant
changes in the percent of items that met nutrition criteria.
Snack items meeting calorie limits improved the most (from
48% t0 64%). There were also significant increases in breakfast
items meeting calorie limits (74% to 78%) and breakfast items
and lunch/dinner main dishes with healthy NPI scores (9% to
27% and 46% to 54%, respectively). However, the percent of
coffee beverages that met calorie limits declined significantly
(99% to 88%). There were no significant changes in percent
of menu items meeting sodium limits.

Overall, there were no significant changes in the percent of
any type of menu item that met all nutrition criteria. Just 15%
of menu items met all nutrition criteria for teens, compared
with 14% of items offered by these five restaurants in 2010.
Snack items remained the least nutritious type of menu item,
only 2% met all nutrition criteria. Side beverages and coffee
beverages were most likely to meet all criteria at 33% each.

Resubts

Differences by restawwant

Ranking Table 3 provides nutrition information for each
menu item type from the five restaurants in the detailed menu
analysis. Taco Bell's lunch/dinner sides were the healthiest
options at any restaurant, with 55% meeting all nutrition
criteria. Lunch/dinner sides from McDonald'’s were the second
healthiest menu items with 43% meeting all criteria. Wendy'’s
lunch/dinner sides and lunch/dinner main dishes followed at
31% and 30% of items meeting all criteria, respectively. For
all other restaurants and types of menu items, 14% or fewer
items met all criteria. Only one snack item (snack-size Fruit
and Walnut Salad from McDonald’s) met all nutrition criteria,
and it was not possible to order a breakfast item from Taco Bell
or lunch/dinner main dish from Wendy’s that met all nutrition
criteria. Beverage nutrition information for the five restaurants
in the detailed menu analysis is provided in Ranking Table 4.
Side and coffee beverages from every restaurant were more
likely to meet nutrition criteria, but Burger King was the only
restaurant to offer any snack beverages that met all nutrition
criteria (8%).

Table 9 summarizes the nutrient content of menu items at
the five restaurants. Subway and Taco Bell offered the most
food items with healthy NPI scores (approximately two-
thirds of menu items). However, the median NPI score for
food at McDonald’s, Burger King, and Wendy's remained
well below the healthy threshold of 64. Subway offered the
overall healthiest drink choices (45% of beverage menu items
had healthy NPI scores), followed by Wendy’'s with 33% and
McDonald'’s with 30%. Taco Bell had the fewest healthy drinks
at only 10%. The majority of menu items (75% or more) met
calorie limits at all restaurants, but the percent of menu items

Figure 4. Percent of menu items by restaurant that met
nutrition criteria
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Table 9. Nutrient content of all menu items by restaurant
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NPI score (foods)

2010 2013
Restaurant Median (range) Met criteria Median (range) Met criteria Signif. change
McDonald's 46 (18-74) 23% 48 (18-80) 22%
Taco Bell 56 (38-80) 56% 66 (24-84) 67%
Wendy's 52 (24-80) 37% 54 (32-76) 1%
Burger King 46 (24-74) 14% 46 (18-78) 21%
Subway 64 (18-78) 52% 65 (20-82) 64% *

NPI score (beverages)

2010 2013
Restaurant Median (range) Met criteria Median (range) Met criteria Signif. change
McDonald's 68 (40-78) 30% 68 (44-78) 30%
Taco Bell 66 (66-70) 10% 66 (64-76) 10%
Wendy's 66 (44-72) 24% 66 (48-72) 33%
Burger King 68 (54-76) 35% 68 (48-76) 25%
Subway 68 (66-76) 47% 68 (66-76) 45%

Calories (kcal)

2010 2013
Restaurant Median (range) Met criteria Median (range) Met criteria Signif. change
McDonald's 235 (0-1,370) 85% 260 (0-1,150) 80%
Taco Bell 340 (0-1,000) 81% 310 (0-2,040) 76%
Wendy's 230 (0-1,330) 75% 277 (0-1,060) 82%
Burger King 400 (0-1,310) 67% 340 (0-1,510) 75%
Subway 405 (0-1,420) 74% 342 (0-1,420) 81%

Sodium (mg)
2010 2013

Restaurant Median (range) Met criteria Median (range) Met criteria Signif. change
McDonald's 140 (0-2,335) 79% 150 (0-2,260) 77%
Taco Bell 650 (10-2,380) 55% 355 (10-3,600) 64%
Wendy's 220 (0-3,150) 72% 160 (0-2,020) 58% **
Burger King 765 (0-2,350) 35% 390 (0-2,920) 52% *
Subway 1,180 (0-5,520) 27% 990 (0-4,490) 25%

*Significant increase in percent meeting criteria vs. 2010 (p<.05)
**Significant decrease in percent meeting criteria vs. 2010 (p<.05)
Source: Menu composition analysis (February 2010, 2013)

that met sodium limits varied widely. For example, just 25%
of menu items at Subway met sodium criteria, compared with
75% of items at McDonald’s. The median sodium content
of Subway menu items was nearly 1,000 milligrams, and all
restaurants offered at least one menu item in excess of 2,000
milligrams, nearly the recommended maximum amount for
adults to consume in an entire day.'®

There were few significant changes in the nutritional quality of
menu items from 2010 to 2013 at any of the five restaurants.
Subway showed improvement in menu items with healthy
NPI scores. Menu items that met sodium limits also improved
at Burger King, but decreased at Wendy’s. There were no
significant changes in the percent of menu items that met
calorie criteria at any of the restaurants. Further, there were no
significant changes in the percent of menu items that met all

nutrition criteria at any of the restaurants. McDonald’s had the
highest percent of menu items that met all nutrition criteria at
24%, followed by Taco Bell at 21% and Wendy'’s at 20% (see
Figure 4). At Burger King and Subway, 14% and 12% of menu
items, respectively, met all criteria.

In an examination of individual menu items, Burger King’s
White Chocolate Macadamia Nut cookie and McDonald’s
Sugar and Soft Baked Chocolate Chip cookies scored lowest
in overall nutrition, with an NPI score of 18. Top scoring items
were whole foods, including KFC’s corn on the cob (with an
NPI score of 86), Taco Bell’s black beans and pintos n’ cheese
(84), and apple slices from Wendy's, Subway, and Sonic (82).
Burger King's Ultimate Breakfast Platter had more calories
than any other menu item in our analysis at 1,450; it also
contained 2,920 milligrams of sodium. Subway offered many
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high-calorie sandwiches, including the Footlong Pastrami Melt
with cheese and mayo and the Footlong Meatball Marinara,
with 1,400 or more calories. Many snack beverages also had
low NPI scores and excessive calories, such as the Chocolate

Special menus
Special menus Definition
Special menus

Dollar/value menus

Resubts

and Strawberry McCafe Shakes from McDonald’s with NPI
scores of 44 and 46, respectively, and 74% of calories from
sugar and saturated fat.

Restaurant-designated subset of menu items (e.g., dollar/value menus, healthy menus).

Individual menu items that are offered at a special price and promoted together as a group. Special

menus offered for a limited time or only available at some locations are not included.

Healthy menus
low(er) in calories.

We identified all dollar/value menus and healthy menus offered
by the restaurants in our detailed analysis as of February 2013,
excluding pizza and coffee restaurants (see Table 10). Nine
restaurants offered dollar/value menus and four had some
type of healthy menu. There were some changes in special
menus offered from 2010 to 2013. KFC discontinued its dollar/
value and healthy menus, while McDonald’s added a healthy
menu (“Favorites Under 400”). Sonic’s healthy menu changed
from “395 Calorie Combo” to “Sonic Favorites 450 Calories
and Under.”

Dollar/value wienus

Dollar/value menus continued to offer primarily items marketed
as a bargain or “value” sized portions of main menu items.
Only Subway offered a larger-sized portion of standard menu
items at a discounted price. Dollar/value menus ranged in size
from nine items at Taco Bell, Arby’s, and Jack in the Box, to
49 items at Burger King (see Table 11). The average number
of dollar/value menu items declined slightly from 23.7 in 2010

Table 11. Menu items on dollar/value menus

Total # of items

Individual menu items that are designated by the restaurant as healthier in some way, including

to 22.3 in 2013, although both Burger King and Wendy’s
increased the number of items on their dollar/value menus (by
172% and 65%, respectively). Lunch/dinner main dishes and
snack items continued to be the most common items offered
on this type of menu, at 37% and 28% of items, respectively.

Table 10. Special menus by restaurant

Restaurant Value menu Healthy menu
McDonald's Dollar Menu Favorites Under 400
Every Day Values,

Subway $5 Footlongs Fresh Fit Choices
Burger King Value Menu
Taco Bell Why Pay More! Fresco menu
Wendy's Right Price Right Size

Sonic Favorites
Sonic Everyday Deals 450 Calories and Under
Dairy Queen Sweet Deals
Arby's Value Menu
Jack in the Box  Value Menu

Source: Menu composition analysis (February 2013)

ltems offered by type in 2013

All All Lunch/
items items dinner Lunch/

in in main dinner Side Breakfast Snack Coffee
Restaurant 2010 2013 dishes sides beverages items items beverages
McDonald's 21 14 2 2 2 4 3 1
Subway 16 10 8 0 0 2 0 0
Burger King 18 49 8 2 18 5 11 5
Wendy's 20 33 14 4 13 0 2 0
Taco Bell 11 9 6 1 0 0 2 0
Sonic 49 13 5 2 0 1 5 0
Arby's * 9 2 1 0 0 6 0
Jack in the Box * 9 9 0 0 0 0 0
Dairy Queen 31 28 4 4 10 0 10 0
Total 166 156 58 (37%) 16 (10%) 43 (28%) 12 (8%) 39 (23%) 6 (4%)

*Arby's and Jack in the Box were not included in the 2010 report
Source: Menu composition analysis (February 2010, 2013)
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Table 12. Nutrient content of menu items available on dollar/value menus

NPI score (foods)

Resubts

2010 2013
Restaurant Median (range) Met criteria Median (range) Met criteria Signif. change
Subway 59 (38-76) 44% 67 (42-78) 60%
Taco Bell 52 (38-72) 27% 62 (38-70) 33%
Jack in the Box e 46 (32-64) 22%
McDonald's 50 (24-70) 38% 50 (18-68) 18%
Wendy's 44 (38-64) 1% 44 (38-76) 17%
Dairy Queen 56 (40-80) 10% 56 (36-76) 1%
Sonic 54 (40-64) 18% 44 (36-64) 8%
Burger King 44 (24-70) 17% 46 (24-64) 5%
Arby's o 45 (32-54) 0%

NPI score (beverages)

2010 2013
Restaurant Median (range) Met criteria Median (range) Met criteria Signif. change
McDonald's 69 (66-70) 50% 68 (62-70) 33%
Wendy's 66 (66-70) 36% 66 (60-70) 40%
Dairy Queen 67 (66-70) 20% 66 (66-70) 20%
Sonic 66 (64-76) 34% e
Burger King 70 (70-76) 100% 68 (52-76) 34% >
Arby's e 58 (58) 0%

Calories (kcal)

2010 2013
Restaurant Median (range) Met criteria Median (range) Met criteria Signif. change
Subway 960 (460-1,400) 19% 730 (460-1,060) 30%
Taco Bell 260 (170-550) 100% 270 (170-550) 100%
Jack in the Box o 410 (320-570) 100%
McDonald's 150 (0-430) 100% 165 (0-430) 100%
Wendy's 120 (0-390) 100% 240 (0-390) 100%
Dairy Queen 240 (0-400) 97% 240 (0-400) 93%
Sonic 150 (0-420) 100% 440 (210-600) 62% **
Burger King 255 (5-490) 94% 160 (0-580) 94%
Arby's o 350 (210-520) 62%

Sodium (mg)

2010 2013
Restaurant Median (range) Met criteria Median (range) Met criteria Signif. change
Subway 2,515 (830-4,240) 0% 1,845 (620-3,480) 10%
Taco Bell 640 (200-1,640) 64% 450 (200-1,270) 78%
Jack in the Box ke 920 (640-1,310) 22%
McDonald's 160 (0-1,080) 47% 355 (0-1,080) 50%
Wendy's 28 (0-880) 80% 250 (0-1,080) 61%
Dairy Queen 105 (10-920) 84% 105 (10-930) 75%
Sonic 30 (0-790) 98% 470 (220-1,350) 62% **
Burger King 393 (5-1,090) 50% 125 (0-1,090) 84% *
Arby's - 280 (200-900) 78%

*Significant increase in percent meeting criteria vs. 2010 (p<.05)
**Significant decrease in percent meeting criteria vs. 2010 (p<.05)

***Restaurants did not offer these products or were not included in the 2010 analysis
Source: Menu composition analysis (February 2010, 2013)
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Table 12 shows the nutrient content of items on dollar/value
menus in 2010 and 2013 and the percent of items that met
nutrition criteria for teens. The majority of Subway dollar/
value menu food items had a healthy NPI score. However,
items on other restaurants’ menus were less nutritious. Just
one-third of Taco Bell dollar/value menus had healthy NPI
scores; approximately one in five food items at Jack in the
Box, McDonald’s, and Wendy's; and 11% or fewer food
items on Dairy Queen, Sonic, and Burger King dollar/value
menus. Arby’s did not offer any dollar/value menu items with a
healthy NPI score. As most items on dollar/value menus were
smaller-sized portions, a high percent did meet calorie limits,
including 100% of items at McDonald’s, Jack in the Box, Taco
Bell, and Wendy’s. In contrast, two-thirds of Subway items
were high in calories. Subway was also least likely to offer
items that met sodium limits, and Jack in the Box dollar/value
menu items had a very high median sodium content of 920
milligrams. In contrast, at least one-half of menu items at all
other restaurants met sodium limits.

The only significant improvement in dollar/value menu items
from 2010 to 2013 was at Burger King: one-half of items met
sodium limits in 2010 versus 84% in 2013. In contrast, there
was a significant decline in the percent of Sonic dollar/value
menu items that met sodium limits and calorie limits. Further,
Burger King beverages were less likely to have healthy NPI
scores in 2013 than in 2010.

Approximately one-quarter of items on the dollar/value menus
at Wendy’s and Burger King met all three nutrition criteria,
compared with 11% or less of dollar/value menu items at other
restaurants. ltems on McDonald’s, Burger King, and Sonic
dollar/value menus were less likely to meet nutrition criteria in
2013 than in 2010. At Burger King, 39% of items qualified as
healthy in 2013 versus 22% in 2010, and 7% of McDonald’s
items met all criteria in 2013 versus 25% in 2010. At Sonic,
just 8% of dollar/value menu items qualified as healthy in 2013
compared with 31% in 2010.

Table 13. Number of menu items on healthy menus
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As with dollar/value menus, the average number of menu
items available on healthy menus also declined from 29.3 in
2010 to 24.0 in 2013. McDonald’s new “Favorites under 400
Calories” menu was relatively large at 43 items, exceeded only
by Sonic with 47 “Favorites 450 Calories and Under” options
(see Table 13). Taco Bell had the fewest items on its “Fresco”
menu at seven. As in 2010, the majority of items on healthy
menus were main dishes (44%), but Sonic also offered many
snack items on its healthy menu (47% of items).

Table 14 shows the nutrient content and percent of healthy
menu items that met nutrition criteria. Taco Bell and Subway
had the most nutritious healthy menus with 80% or more of
items meeting healthy NPI scores and calorie criteria, although
just 28% of Subway items met sodium limits. Sonic had the
least nutritious healthy menu; just four food items had healthy
NPI scores and less than one-half met calorie limits. Food
items on McDonald’s new “Favorites Under 400" menu had
a relatively low median NPI score of 50, with approximately
one-third qualifying as healthy. However, the majority of
McDonald’s healthy menu items met calorie and sodium limits
for teens.

Taco Bell's healthy menu remained the “healthiest,” with more
than one-half of menu items (57%) meeting all three criteria,
an improvement from the 43% that met all criteria in 2010.
However, just four out of ten items on McDonald’s healthy
menu met all nutrition criteria. Approximately one-quarter
(28%) of Subway healthy menu items met all criteria, a decline
from 48% in 2010. In addition, Sonic’s healthy menu became
considerably less healthy. At 4% of healthy menu items
meeting all nutrition criteria, it was even less nutritious than
the restaurant’s dollar/value menu.

Total # items Items offered by type in 2013
Lunch/
dinner Lunch/
All items  All items main dinner Side Breakfast Snack Coffee
Restaurant in 2010 in 2013 dishes sides beverages items items beverages
McDonald's n/a 43 15 5 8 5 8 2
Subway 29 18 16 1 1 0 0 0
Taco Bell 7 7 7 0 0 0 0 0
Sonic 52 47 13 10 0 1 22 1
Total 88 115 51 (44%) 16 (14%) 9 (8%) 6 (5%) 30 (26%) 3 (3%)

Source: Menu composition analysis (February 2010, 2013)
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Table 14. Nutrient content of menu items available on healthy menus

NPI score (foods)

2010 2013
Restaurant Median (range) Met criteria Median (range) Met criteria Signif. change
Taco Bell 68 (64-74) 100% 72 (66-76) 100%
Subway 70 (50-76) 74% 72 (62-82) 82%
McDonald's e 50 (36-80) 39%
Sonic 68 (64-82) 100% 45 (34-70) 14% **

NPI score (beverages)

2010 2013
Restaurant Median (range) Met criteria Median (range) Met criteria Signif. change
Subway 70 (70-72) 100% 70 (70) 100%
McDonald's e 70 (68-72) 83%
Sonic 70 (60-76) 78% 54 (42-56) 0% **

Calories (kcal)

2010 2013
Restaurant Median (range) Met criteria Median (range) Met criteria Signif. change
Taco Bell 180 (150-340) 100% 170 (140-350) 100%
Subway 280 (0-540) 100% 350 (0-540) 100%
McDonald's e 250 (0-390) 98%
Sonic 10 (0-670) 88% 390 (110-450) 49% **

Sodium (mg)

2010 2013
Restaurant Median (range) Met criteria Median (range) Met criteria Signif. change
Taco Bell 740 (350-1,410) 43% 500 (290-1,020) 57%
Subway 750 (0-1,690) 48% 890 (0-1,650) 28%
McDonald's e 300 (0-1,040) 70%
Sonic 30 (0-1,513) 92% 230 (60-2,310) 60% =

*Significant increase in percent meeting criteria vs. 2010 (p<.05)
**Significant decrease in percent meeting criteria vs. 2010 (p<.05)
***Restaurant did not offer a healthy menu in 2010

Source: Menu composition analysis (February 2010, 2013)

ComParLSM of SPecmﬂ menus
Figure 5 shows the percent of menu items that met all nutrition
criteria from the dollar/value menus and healthy menus in our

special menu analysis, as well as the full menus for the five
restaurants included in our detailed menu analysis.

Healthy menus at McDonald’s, Taco Bell, and Subway were
more likely to meet all nutrition criteria than the restaurants’
full menus. However, only the dollar/value menus at Wendy’s
and Burger King were more likely to meet all nutrition criteria.
Items on McDonald’s value/menu were as likely to meet all
nutrition criteria as the restaurant’s full menu, while Taco Bell
and Subway’s value menus were less likely to meet all nutrition
criteria. This marks a change from 2010 findings when
ordering from the dollar/value menu was more likely to result
in choosing a healthier item. However, in 2013, consumers
were still more likely to select an item that met calorie limits
when selecting items from the special menus at each of these
restaurants.

Figure 5. Percent of items that met all nutrition criteria from
full menus and special menus

McDonald’s
Taco Bell

Wendy’s

Burger King

B Full menu

Subway M Dollar/value menu
. M Healthy menu
Jack in
the Box*
Dairy
Queen*

Sonic*

0 10 20 30 40 50 60
Percent that met criteria

*Full menus were not analyzed for these restaurants
Source: Menu composition analysis (February 2013)
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Sizes of soft drinks and french firies

Table 15 shows portion sizes of soft drinks and french fries by
restaurant in 2013. There were few changes over the three-
year period. Arby’s, Chick-fil-A, and Jack in the Box were new
to our analysis this year, but offered drink sizes comparable to
other restaurants. The greatest variation in drink sizes between
restaurants continued to be found in the large size, ranging
from 27 to 42 ounces. Six of the twelve restaurants offered
40-ounce drinks or larger, equivalent to five servings. KFC
continued to offer the largest drink, the 64-ounce “Mega Jug”
containing up to 850 calories. Of note, Subway reduced the
size of its large and extra-large soft drinks by 2 to 4 ounces.

Sizes of french fries also varied widely. Arby’s child size (128
g, 360 kcal) was considerably larger than the child size at any
other restaurant and four times the size of McDonald’s child-
size fries. Small fries ranged from 71 grams at McDonald’s
and Sonic to 128 grams at Burger King and Arby’s (340-360

Table 15. Sizes of soft drinks and french fries by restaurant
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kcal), while large fries exceeded 150 grams at all restaurants,
reaching 201 grams and 610 calories at Arby’s. Six of the
seven restaurants offered sides of french fries totaling 500
calories or more.

Table 16 shows changes in soft drink sizes from 2002 to 2013
for McDonald’s, Burger King, and Wendy’s. McDonald’s soft
drink sizes have remained consistent since the Supersize was
discontinued after 2002, and the only change in its french
fries was the addition of the smaller 31-gram child size in
the Happy Meal. Burger King reduced the size of its small,
medium, and large drinks by 1 to 2 ounces, but increased the
gram weight of every size of fries by 5 to 15%. Wendy’s did not
change the size of its soft drinks, but made several changes
to portion sizes of french fries, including increasing the size of
its child fries and adding an equivalent size to its value menu.
The restaurant also slightly reduced the size of its small and
large fries.

Soft drinks
Child Value Small Medium Large Extra-large
Size Calories Size Calories Size Calories Size Calories Size Calories Size Calories
Restaurant (o2) (kcal) (o2) (kcal) (o2) (kcal) (o2) (kcal) (o2) (kcal) (o2) (kcal)
McDonald's 12 120 16 160 21 240 32 350
Subway 16 220 21 288 30 411 40 550
Burger King 12 105 16 180 21 240 30 360 40 470
Wendy's 8 110 11 150 13 230 20 277 27 374
Taco Bell 16 220 16 220 20 280 30 410 40 550
KFC 16 190 16 190 20 250 30 390 64 850
Sonic 14 160 20 190 32 310 44 420
Dairy Queen 12 170 16 190 21 240 32 360
Arby's 10 140 15 200 21 285 27 360
Chick-fil-A 12 150 14 170 20 230 32 340
Jack in the Box 12 158 16 210 20 260 32 420 42 550
French fries
Child Value Small Medium Large
Size Calories Size Calories Size Calories Size Calories Size Calories
Restaurant (oz) (kcal) (oz) (kcal) (oz) (kcal) (oz) (kcal) (oz) (kcal)
McDonald's 31 100 71 230 117 380 154 500
Burger King 89 240 89 240 128 340 153 410 190 500
Wendy's 77 230 77 230 108 320 142 420 176 530
Sonic 71 220 71 220 120 360 156 470
Dairy Queen 99 190 113 310 184 500
Arby's 128 360 128 360 170 480 201 610
Jack in the Box 95 330 95 330 130 450 177 610

Bold numbers indicate a change from the 2010 serving size
Source: Menu composition analysis (February 2010, 2013)
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Table 16. Changes in sizes of soft drinks and french fries
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Soft drinks
2002 2006 2010 2013
Name Fl oz Name Fl oz Name Fl oz Name Fl oz
McDonald's Child 12 Child 12 Child 12 Child 12
Small 16 Small 16 Small 16 Small 16
Medium 21 Medium 21 Medium 22 Medium 22
Large 32 Large 32 Large 32 Large 32
Supersize 42
Burger King Kiddie 12 Kiddie 12 Kiddie 12 Kid 12
Small 16 Small 16 Value 16 Value 16
Medium 21 Medium 21 Small 21 Small 20
Large 32 Large 32 Medium 32 Medium 30
King 42 King 42 Large 42 Large 40
Wendy's Kid 12 Kid 12 Kid 8 Kid 8
Small 16 Value 1 Value 11
Medium 20 Small 20 Small 13 Small 13
Biggie 32 Medium 32 Medium 20 Medium 20
Large 42 Large 27 Large 27
French fries
2002 2006 2010 2013
Name Gr Name Gr Name Gr Name Gr
McDonald's Child 31
Small 68 Small 68 Small 71 Small 71
Medium 150 Medium 113 Medium 117 Medium 117
Large 179 Large 170 Large 154 Large 154
Supersize 201
Burger King Small 74 Small 74 Value 74 Value 89
Medium 116 Medium 116 Small 116 Small 128
Large 162 Large 147 Medium 147 Medium 153
King 196 King 181 Large 181 Large 190
Wendy's Kids' 91 Kids' 91 Kids' 71 Kids'/Value 77
Medium 142 Small 142 Small 113 Small 108
Biggie 159 Medium 159 Medium 142 Medium 142
Great Biggie 190 Large 190 Large 184 Large 176

Bold indicates a change from the previous year

Source: Young & Nestle (2007)'® and menu composition analysis (February 2010, 2013)

Summary of fast food nutritional quality

KLAS' W\.eaﬂs

Despite a dramatic increase in the number of main dish, side,
and beverage options available in kids’ meals from 2010,
it was even more difficult to find a kids’ meal with nutritious
items that met appropriate calorie and sodium limits for
preschool and elementary school-age children in 2013. At
the restaurants in our 2010 analysis, the proportion of kids’
meal combinations that met all nutrition criteria for elementary
school-age children declined from .5% in 2010 to .4% in 2013.
Just 33 possible meals out of 5,427 met all nutrition criteria

for older children, and eight of the twelve restaurants in this
analysis did not offer even one. Further, 97% of kids’ meal
combinations did not meet even the industry’s own CFBAI or
Kids LiveWell nutrition standards for healthy kids’ meals.

Despite the overall poor quality of kids’ meals, it was possible
to find a nutritious kids' meal at some restaurants. Subway,
Burger King, and Arby’s each offered five or more combinations
that were appropriate for preschool-age children, and Jack in
the Box offered two additional combinations that met criteria
for elementary school-age children. Most restaurants offered
at least one healthy side and beverage option. However, main
dishes tended to be the least nutritious kids’ meal component,
largely due to high levels of sodium and/or saturated fat.
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Kids’ meals nufrifional quality

Signs of progress

m All restaurants except Taco Bell offered at least one healthy side option with their kids’ meals. McDonald’s new Happy Meal
with apples and a smaller portion of french fries reduced calories in the default meal by 115.

® Additional milk and low-calorie beverage options increased the percent of kids’ meal beverages with a healthy NPI score at
six of the eight restaurants examined in 2010.

m A higher proportion of possible kids’ meal combinations from KFC and Sonic met calorie limits for preschool-age children in
2013 than in 2010. Taco Bell, KFC, Sonic, and McDonald’s Happy Meals delivered some improvements in the percent of kids’
meal combinations that met sodium limits.

Continued reasons for concern

m Seven of the twelve restaurants did not offer even one main dish option with a healthy NPI score in their kids’ meals. Sodium
content was especially high; 58% of main dishes exceeded the sodium limit for the entire meal (640 mg).

® Even with the addition of a small side of apples, several Mighty Kids’ Meal combinations from McDonald’s ranked among the
worst kids’ meal options analyzed with up to 880 calories and 1,085 milligrams of sodium per meal.

® French fries remained the most common side option offered with kids’ meals. Wendy’s reformulated its french fries with more
sodium and saturated fat, while Dairy Queen increased the size of its kids’ meal portion of french fries by 39%.

m Despite a 54% increase in the number of kids' meal combinations available in 2013 (for the restaurants also analyzed in
2010), just 22 of 5,427 possible meals met all nutrition criteria for preschoolers and only 33 met criteria for elementary
school-age children.

m Nearly all kids’ meal combinations (97%) failed to meet the industry’s own CFBAI and Kids LiveWell nutrition standards.

m Subway, Burger King, and Arby’s were the only restaurants to offer any kids’ meal combinations that met all criteria for
preschool-age children. Jack in the Box was the only additional restaurant to offer options that met all criteria for elementary
school-age children.

®m Wendy’s, Sonic, and McDonald’s Mighty Kids’ Meal offered fewer calorie-appropriate kids’ meal combinations for elementary
school-age children in 2013 than in 2010.

Main memun u“ewuj w 5PW9— menus hgalthiest overall, vvith”24% of itgms meetihg all nut.rition
criteria. Further, the nutritional quality of menu items available

As found with kids’ meal menus, the number of main menu  on several restaurants’ healthy and dollar/ivalue menus
items available at many restaurants greatly increased, with  geclined from 2010 to 2013, including the McDonald’s and
few changes in overall nutritional quality. Four of the top-five  Byrger King dollar/value menus and both special menus from
traditional fast food restaurants increased their offerings by  gonic. Subway’s dollar/value menu was the only special menu

approximately one-third from 2010 to 2013. However, the {5 improve in nutritional quality, with 10% of items meeting all
percent of menu items that met all nutrition criteria did not  n trition criteria in 2013.

change at any of these restaurants. McDonald’s menu was

Main menv items and special menvs nufritional quality

Signs of progress

m Two-thirds of foods offered at Subway and Taco Bell had healthy NPI scores, three-quarters or more of menu items at the
top-five restaurants met calorie limits for a moderately active 13- to 17-year-old, and three-quarters of McDonald’s menu
items met sodium limits.

® There were significant improvements in some measures of nutrition quality at some restaurants from 2010 to 2013. The
percent of food items with a healthy NPI score increased at Subway, and the percent of items that met sodium limits
improved at Burger King.

® Four restaurants in our analysis offered menus that highlighted healthier and/or lower calorie items. Items on healthy menus
at McDonald’s, Taco Bell, and Subway were more likely to meet all nutrition criteria than items on the restaurants’ full menus.
Taco Bell had the “healthiest” healthy menu, with 57% of items meeting all criteria, an improvement versus 2010.

m The nutritional quality of Subway’s $5 Footlongs value menu improved somewhat, with 10% of items meeting all nutrition
criteria in 2013 compared with 0% in 2010.




Continued reasons for concern
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® The top-five traditional fast food restaurants increased the size of their menus by 27% items on average (52 additional menu
items per restaurant). The number of snack items offered increased the most (+51%).

m Despite substantial increases in number of menu items, the percent that met all nutrition criteria did not change at any
restaurant. McDonald’s had the highest proportion of menu items that met all criteria (24%), while 20% of items or fewer
qualified as nutritious options at Wendy’s, Subway, and Burger King.

® Healthy menus were less likely to meet nutrition criteria in 2013 than in 2010. Less than one-half of menu items on healthy
menus at McDonald’s, Subway, and Sonic met all nutrition criteria. The majority of McDonald’s healthy menu items did not
have healthy NPI scores, while Subway items had high levels of sodium. Just 4% of Sonic items met all nutrition criteria,
making its “healthy” menu less nutritious than its dollar/value menu. Further, the nutritional quality of Subway and Sonic
healthy menus declined, with fewer items meeting all nutrition criteria in 2013 than in 2010.

m Less than one-quarter of items on all restaurants’ dollar/value menus met all nutrition criteria. ltems on McDonald’s, Burger
King, and Sonic dollar/value menus were less likely to meet nutrition criteria in 2013 than in 2010.

® There were few changes in serving sizes of soft drinks and french fries. All restaurants continued to offer large and extra-
large soft drink sizes that contained 350 to 850 calories in one serving. Large sizes of french fries contained 470 to 610

calories in one serving.

Traditional media advertising

In this section, we examine traditional advertising by fast food restaurants in 2012 and changes versus 2009 when available.
We first present advertising spending in measured media, including TV, radio, outdoor, and the internet. We then provide data
on child and teen exposure to TV advertising in total and by restaurant. Sections on marketing to children and teens describe
the product types and specific menu items in TV advertising viewed most often by these age groups, as well as advertising
that appears to be targeted to them specifically. For most of these analyses, we focus on the 25 restaurants with the most

advertising spending on national TV in 2012.

Advertising spending

Advertising spending Definition

Advertising spending

coupons, and outdoor.

Amount spent on all measured media, including TV, magazines, internet, radio, newspapers, FSI

Total advertising spending by fast food restaurants reached
$4.6 billion in 2012, an 8% increase over the $4.3 billion spent
in 2009. A total of 266 fast food restaurants advertised in at
least one measured media during 2012, although spending
continued to be highly concentrated among a few restaurants.
Ten fast food restaurants were responsible for 73% of
advertising spending in 2012, while 25 restaurants accounted
for 93% of spending.

Ranking Table 5 presents advertising spending in 2009
and 2012 by the 25 restaurants with the most national TV
advertising spending in 2012 and examines dollars allocated
to TV, radio, outdoor, and internet in 2012. McDonald’s alone
spent $972 million, accounting for nearly one-quarter of the
total (see Figure 6). McDonald’s spent 63% more than the
second ranked restaurant, Subway, which spent $595 million
or 13% of total spending. Five restaurants spent between
$200 and $300 million: Taco Bell, Wendy'’s, KFC, Pizza Hut,

and Burger King. Combined, the three Yum! Brand restaurants
(Taco Bell, KFC, and Pizza Hut) spent a total of $779 million,
or 17% of all spending. Although Burger King had been the
third largest advertiser in 2009, it dropped to seventh place in
2012. Combined, pizza restaurants in the top 25 (Pizza Hut,
Domino’s, Papa John's, Little Caesars, and CiCi's) accounted
for 15% of total advertising spending. Of note, the two coffee
restaurants in the top 25, Starbucks and Dunkin’ Donuts,
accounted for just 4%.

Fifteen of the top twenty-five restaurants increased advertising
spending from 2009 to 2012, but Subway was the only
restaurant in the top ten with a higher-than-average increase
(+39%). Although they each represented less than 3% of
total fast food spending in 2012, four additional restaurants
exhibited noteworthy growth. Little Caesars increased
spending more than four-fold, Boston Market increased
nearly three-fold, and Panera Bread more than doubled its




Figure 6. Total fast food advertising spending
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Overview of TV advertising exposure

TV advertising exposure Definitions

Gross rating points
(GRPs)
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spending. In addition, Starbucks posted a 56% increase. In
contrast, four of the top-ten restaurants decreased advertising
spending versus 2009. Burger King reduced total spending
by 17%, and Sonic, Wendy’s, and KFC decreased their
budgets by 310 7%.

TV continued to be the dominant medium accounting for
88% of all fast food advertising spending ($4.1 billion in
2012). Consistent with 2009, all other media, including radio,
outdoor, and internet, each accounted for 5% or less of total
advertising spending ($226 million, $199 million, and $68
million, respectively). Ranking Table 5 also summarizes
allocation of spending by media for the 25 restaurants in our
analysis. While TV represented three-quarters or more of
advertising spending for most restaurants, a few dedicated
a greater proportion of their budget to other types of media.
Starbucks, for example, spent 10% of its advertising dollars
on the internet and 29% on magazines, but only 40% on
TV advertising. The proportions of Panera Bread’'s budget
allocated to radio and outdoor advertising were higher than
average at 19% and 23%, respectively, and Chick-fil-A
dedicated 26% of spending to outdoor advertising.

Measure of the per capita number of TV advertisements viewed by a specific demographic group
over a period of time across all types of programming. GRPs for specific demographic groups are

also known as targeted rating points (TRPs).

Average advertising
exposure

As Figure 7 illustrates, changes in exposure to fast food
TV advertising from 2009 to 2012 varied by age group. On
average, youth under 18 viewed fewer fast food ads in 2012
than they had in 2009, while adults viewed somewhat more.
Advertising to children (6-11 years) showed a steady decline,
from 3.6 ads viewed per day in 2009 to 3.2 ads-per-day in 2012
(a 10% reduction). However, advertising to preschoolers (2-5
years) and teens (12-17 years) remained constant: 2.9 versus
2.8 ads viewed per day by preschoolers in 2009 and 2012
and 4.9 versus 4.8 ads-per-day viewed by adolescents. Of
note, the number of ads viewed by teens increased 6% from
2011 to 2012, reversing a downward trend from 2009 to 2011.

Ranking Tables 6 and 7 detail the average number of ads
viewed by preschoolers, children and teens by restaurant. As
with advertising spending, TV advertising exposure was highly
concentrated among a few fast food restaurants (see Figure
8). The top-25 restaurants were responsible for 97% of ads
viewed by preschoolers and children and 98% of ads viewed
by teens. The top-five restaurants advertised to children under
12 (McDonald’s, Subway, Burger King, Domino’s and Pizza

GRPs divided by 100. Provides a measure of the number of ads viewed by individuals in a specific
demographic group, on average, during the time period measured.

Hut) placed approximately one-half of all TV ads viewed by
youth, while one restaurant (McDonald’s) accounted for over
one-quarter of ads viewed by children and 16% of ads viewed
by adolescents. On average, preschoolers saw 5.1 ads-per-
week for McDonald’s in 2012, 6- to 11-year-olds saw 6.1, and
adolescents saw 5.2.

Subway ranked a distant second with approximately two TV
ads viewed per week by preschoolers and children, 60%
fewer ads than McDonald’s. Both preschoolers and children
also viewed on average one or more ads per week for Burger
King, Domino’s, Pizza Hut, Wendy’s, and Taco Bell. These
same seven restaurants were the top advertisers to teens on
TV. However, teens saw approximately double the number of
ads that children saw for every restaurant except McDonald’s.
The top-three advertisers were the same for all youth, but Taco
Bell replaced Domino’s as the fourth most frequent advertiser to
teens. In total, pizza restaurants accounted for 18 to 20% of alll
ads viewed by preschoolers, children, and teens in 2012. One
pizza restaurant, Little Caesars, had not advertised on national
TV in 2010 but ranked tenth in advertising to children in 2013.
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Figure 7. Trends in exposure to TV advertising for all fast
food restaurants by age group
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Combined, Yum! Brands restaurants (Taco Bell, Pizza Hut,
KFC) were responsible for 15 to 16% of ads viewed by children
and 22% of ads viewed by teens. On average, teens saw one
TV ad for a Yum! Brands restaurant every day in 2012.

Changes in the number of ads viewed from 2009 to 2012 varied
by restaurant and, in some cases, by age group. Of note, some
restaurants had substantially greater increases in ads viewed
by preschoolers and children than by teens. For example,
preschoolers and children saw 44 to 59% more ads for Domino's

Figure 8. TV advertising exposure by restaurant and age group
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in 2012 versus 2009, but teens viewed just 7% more. Similarly,
exposure to Wendy’s ads increased 24% among preschoolers
and 13% among older children, but just 2% among teens. Of
note, the number of Wendy’s ads viewed by preschoolers and
children steadily increased from 2009 to 2012. The increase in
number of ads viewed for Arby’s and Popeyes between 2009
and 2012 was notably high for all youth: Arby’s ads went up
57% for preschoolers, 38% for children, and 34% for teens, while
Popeyes ads increased 41% for preschoolers, 30% for children,
and 24% for teens. Preschoolers viewed 10 to 20% more ads for
Dairy Queen, Pizza Hut, and Sonic in 2009 than in 2012, while
teens viewed 10 to 20% more ads for Subway and Sonic.

In contrast, other restaurants reduced TV advertising to youth
from 2009 to 2012, including the top-two advertisers in 2009.
McDonald’s ads to children under 12 decreased every yea