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The Honourable Leona Aglukkaq, P.C., M.P.     May 12, 2010        
Minister of Health 
House of Commons 
Parliament Buildings 
Ottawa, Ontario  K1A 0A9 
By Email: Minister_Ministre@hc-sc.gc.ca and Aglukkaq.L@parl.gc.ca 
 
Re: Leadership in protecting children from commercial marketing at the World Health Assembly 
and in Canada 
 
 
Dear Minister Aglukkaq:  
 
This month, the World Health Assembly will resume its consideration of regulatory options to limit 
marketing to children as part of its efforts to encourage national governments to implement the Global 
Strategy on Diet, Physical Activity and Health.  We urge you to champion the health and well-being of 
children in the World Health Assembly talks, and enact strong measures in Canada to protect children 
from commercial marketing, including the three-quarters of Canadian children living outside of Quebec 
who do not have the benefit of that province’s Consumer Protection Act. 
 
Since 1980, the Government of Quebec has been a world leader in protecting children from the 
unfairness and adverse health consequences of commercial marketing targeting children under 13.  As 
you know, Sweden and Norway later enacted similar laws and, two years ago, the United Kingdom 
government instituted a ban on many television advertisements for unhealthy foods and beverages 
targeted at children under age 16. 
 
The Quebec government successfully justified its law to the Supreme Court of Canada by relying 
heavily on a staff report published by the U.S. Federal Trade Commission (F.T.C.) in 1978; in a 
landmark freedom of expression ruling in 1989, the Supreme Court told the offending Canadian toy 
company that advertising to children is “per se manipulative. Such advertising aims to promote 
products by convincing those who will always believe.”1  The same year, Canada adopted the UN 
Convention on the Rights of the Child,2 committing to ensure that policy and legislation prioritize the 
best interests of children over other interests.  And, while the U.S. F.T.C. report has not yet led to 
significant policy reforms in the that country, First Lady Michelle Obama has recently emerged as an 
enthusiastic and powerful advocate for such protections.3

 
Since the Supreme Court decision was rendered, four expert literature reviews have shown that the 
scientific justification for limiting marketing to children has become even more compelling.4

Unfortunately, there are only token safeguards for Canadian children living outside of Quebec.  The 
lion’s share of foods marketed to children do not comport with sound dietary advice.  For instance, 
a recent study of television advertising in Canada found that fewer than 1% of ads for foods targeted 
to 2-17-year-olds promoted vegetables, fruits, or juices,5 however Canada’s Food Guide 
recommends that vegetables and fruit comprise at least 33%-42% of food servings for children, 
depending on their age and gender.6  A recent U.S. study estimated that children aged two to seven 



see an average of 12 televised food ads per day, or 4,400 a year, and children eight to 12 see an 
average of 21 per day, more than 7,600 a year. For teenagers, the numbers are 17 per day, or more 
than 6,000 annually. Fully half of all ad time on children’s television programs in the U.S. is for 
food and, of “8,854 food ads reviewed in the study, there were no ads for vegetables or fruits 
targeted at children or teens.”7 

While the Quebec law is a model for the world, companies operating there have begun exploiting 
loopholes, and the federal government could help stem the flow of marketing tactics emanating 
from English Canada that spill across the border through the Internet, television programming, and 
other media.  The World Health Organization recently reported that approximately 25% of deaths in 
high-income countries like Canada are caused by diet-related risk-factors and a sedentary lifestyle, 
risk factors risk factors associated with most products marketed to children.8  
 
We urge you to champion the health and well-being of children (and parents) by leading the charge 
in the at the World Health Assembly’s efforts to advance strong measures—globally and in 
Canada—to protect children from commercial marketing.   
 
In aid of that effort, we urge you to share with all WHA delegates the leading example of the 
Quebec Consumer Protection Act as a source of pride for Canada internationally, and demonstrate 
the federal government’s commitment to strong measures to assist Quebec in further reducing the 
moderate, but significant, inter-provincial cross-border marketing and, of course, to extend similar 
or tougher protection to the other three-quarters of Canadian children.9   
 
We would be happy to discuss this important matter with you further and will watch with interest 
the Government of Canada’s contribution in Ottawa and Geneva.  We would like to meet with you 
and your Director of Policy, Ms. Leah Canning, preferably before the World Health Assembly 
meeting, and will be in touch with your staff to fix a time that suits your schedule.  
 
Respectfully submitted,  
 

 
Candace Nykiforuk, PhD 
Alberta Policy Coalition for Cancer Prevention 

 

Kim Raine, RD, PhD 
Alberta Public Health Association 
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Valerie Sterling, President  
Association of Local Public Health Agencies (alPHa)  
 

 
Robin Moore-Orr, D.Sc. R.D., Chair, Board of Directors 
Canadian Institute of Child Health 
 

  
Kevin Willis, Ph.D. 
Canadian Stroke Network 
 

 
Mary-Lou Donnelly, President 
Canadian Teacher’s Federation  
 

 
Susan White, Executive Director 
Canadian Women’s Health Network 
 

 
Bill Jeffery, LLB, National Coordinator 
Centre for Science in the Public Interest 
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Suzie Pellerin, Directrice 
Coalition québécoise sur la problématique du poids 
 

 
Dr. Norm Campbell, Chair 
Hypertension Canada 
 

 
 
 
 

Elizabeth Sterken, National Director 
INFACT Canada 
 

 
Dr. Brian Cook 
Ontario Public Health Association 
 

 
Barbara Bartle, R.D., M.Sc., Co-Chair  
Ontario Society of Nutrition Professionals in Public Health 
 

 
Geneviève Reed, Head, Research and Representation Department 
Option consommateurs 
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Sherry Trithart 
POWER – Promoting Optimal Weights through Ecological Research Alberta 
Centre for Health Promotion Studies 
School of Public Health, University of Alberta 
 

 
Wayne Roberts, PhD, Coordinator 
Toronto Food Policy Council 
 

 
Dr. David McKeown, Chief Medical Officer  
Toronto Public Health 
 

 
Lisa Wolff, Director, Advocacy & Education 
UNICEF Canada 
 

 
Andrew Pipe, CM, MD, LLD(Hon), DSc(Hon), Chief, Division of Prevention and Rehabilitation 
University of Ottawa Heart Institute 
 
 
 
cc. Member of the House of Commons Standing Committee on Health 
Dr. David Butler Jones, Chief Public Health Officer  
Federal, Provincial and Territorial Ministers of Health 
Federal Provincial and Territorial Ministers Responsible for Consumer Affairs 
Federal Provincial and Territorial Ministers of Responsible for Child Protection 
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