“There is no debate among health professionals about whether the aggressive marketing of McDonald’s-style junk food to children should be stopped,” said Dr. Martin Donohoe, a local internist. “The industry knows it’s unethical. Health professionals like me deal with the consequences of such marketing every day.  Children are getting sick with diet-related conditions like diabetes and even high blood pressure at younger and younger ages. It breaks your heart and its time for the industry leader to do its part.”
Health Professional Statement

Good morning. I am Dr. Martin Donohoe.  

I have been a practicing physician for over 20 years, teach courses in public health, have published articles on obesity, and have worked with many local and national food safety organizations. Over those years, I’ve seen first-hand that our children’s health is in decline. 

The statistics are staggering. One in three kids born in the year 2000 are expected to get type II diabetes in their lifetime as a result of diet, and many more will suffer from heart disease, high blood pressure, clogged arteries, dementia, and other preventable conditions caused by the food that they eat. Many of these diseases were simply unheard of among children when I began practicing, but pediatricians are increasingly witnessing them at younger and younger ages.

The obesity epidemic causes decreases in life expectancy and increases in early mortality similar to those seen with smoking. With this epidemic of diet-related diseases, researchers predict that this generation of children may be the first in U.S. history to live shorter lives than their parents. 

As a physician, I work every day to prevent and treat diseases among my patients, and I’m increasingly worried about the future of our community’s health. 

The decline in our children’s health is the result of a convergence of problems not the least of which is predatory junk food marketing to kids, and key health experts agree. Recently, the Institute of Medicine demonstrated that food and beverage marketing “put children’s long-term health at risk,” and a study by the National Bureau of Economic Research suggests that cutting fast food ads on TV alone could reduce the number of overweight kids by 18 percent. Imagine the positive outcome that such a simple shift could have on an entire generation, not to mention saving hundreds of billions of dollars in health care costs?

The rise of health conditions like diabetes and heart disease mirrors the growth of McDonald’s business – growth driven in large part by children’s marketing.

Even though the American Academy of Pediatrics deems such marketing as “inherently deceptive and exploits children under age 8,” McDonald’s continues to use this marketing as a vehicle to grow its enterprise. And it works - Ronald McDonald is as recognizable to children today as RJ Reynolds’ tobacco smoking Joe Camel was to children a decade ago.
Among health researchers and medical practitioners, there is no debate: the aggressive marketing of McDonald’s-style junk food to children should be stopped. 

McDonald’s has even publicly pledged to improve its marketing to children because the industry knows it’s unethical. Why, then, is McDonald’s doing shockingly little to change the practices that are clearly spurring this epidemic?

I am here today on behalf of dozens of local health professionals like myself who are calling on franchise owner Don Armstrong to bring our concerns to the McDonald’s executives who remain reticent to act. Health professionals like me deal with the consequences of their marketing every day. It’s time for the industry leader to do its part.  As a health professional engaged directly in this enormous preventable health epidemic facing this country, I ask that Don Armstrong speak up to put an end to marketing junk food to children and an end to this epidemic of diet-related disease. 

Thank you. 

References and further information available on the Obesity page of the Public Health and Social Justice Website at http://phsj.org/obesity/ and at Corporate Accountability International’s www.RetireRonald.org.

