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source notes

A Note on Sources

This narrative has been drawn from a multitude of sources, including 
hundreds of interviews with individuals who have been closely associated 
with advancing or critiquing the activities of the processed food industry 
and more than one thousand papers and studies that examine the science 
of making processed foods as well as the health implications of their con-
sumption. Many of these primary sources are cited in the notes that follow, 
but there are several that warrant a fuller description, in part to assist those 
who might wish to pursue their own examinations of the industry.

One of the most valuable sources of highly confidential records that 
provide a view of the inner workings of the food industry is entirely a mat-
ter of happenstance. This trove of records stems from the legal war waged 
over tobacco. Lawsuits brought by four states in 1994 to secure reimburse-
ment for health care expenditures related to  tobacco- related illnesses re-
sulted in a 1998 settlement that required the largest tobacco manufacturers 
to release the internal records produced for the case. These records are 
being archived at the Legacy Tobacco Documents Library (LT) at the 
University of California, San Francisco, and  number— as of September 
 2012— 81 million pages in 14 million documents. The relevance to this 
book comes in the corporate affiliations. While the collection’s focus is on 
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tobacco, the archives include the records of Philip Morris relating to 
its ownership of three of the largest food companies: Kraft, General Foods, 
and Nabisco. I’m grateful to the library archivists for guiding me through 
their search mechanism that enabled me to ferret out the  food- related 
documents. The records archived thus far span the years 1985 through 
 2002— the most critical period for examining the health issues relating to 
processed  food— and include memos, meeting minutes, strategy papers, 
internal speeches, and sales data relating to the manufacturing, advertis-
ing, marketing, sales, and scientific research activities of the food compa-
nies. In the course of researching this book, I found only one news report 
that made use of the archive’s  food- related records: a January 29, 2006, 
report in the Chicago Tribune entitled “Where There’s Smoke, There 
Might Be Food Research, Too,” which referenced several memos in which 
scientists from the food and tobacco divisions of Philip Morris discussed 
potential collaborations on flavorings and other sensory issues. The Leg-
acy Library is currently acquiring more documents produced in a civil 
lawsuit brought by the Department of Justice against the nation’s top to-
bacco companies, including Philip Morris, following a 2006 federal judi-
cial decision that the companies violated the Racketeer Influenced and 
Corrupt Organizations Act (RICO) by misleading the public about the 
health hazards of smoking, which the companies have appealed.

Another  little- known archive of food company records is kept by the 
Council of Better Business Bureaus. One of its units, the National Adver-
tising Division, provides an arbitration service for companies that allows 
them to settle disputes with each other out of court. These disputes typi-
cally involve challenges to the validity of advertising claims but also in-
clude cases that stem from the NAD’s own inquiries. I’m indebted to Linda 
Bean of the Better Business Bureau for sending me copies of dozens of 
cases involving  Coca- Cola, Kellogg, Kraft, General Mills, among others, 
many of which contain details of the companies’ advertising strategies and 
marketing  analysis— highly insightful information that is typically not 
made public even by the government’s consumer watchdog on issues relat-
ing to advertising, the Federal Trade Commission.
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The marketing divisions of food companies release other confidential 
information through yet another forum that is more public than they likely 
appreciate. Each year, advertising campaigns for food and other consumer 
goods are chosen for recognition by an organization called the Effie 
Awards, which was created in 1968 and was originally run by the American 
Marketing Association. The winners must show that they succeeded in 
boosting sales, so the food companies and their advertising agencies pre-
pare case studies of their marketing campaigns that include details on the 
product’s financial history as well as the consumer targeting strategies they 
used to achieve the increased sales. I was able to obtain and review dozens 
of these case studies, which were posted online by the awards organization.

The food scientists who design the thousands of new products created 
each year have several forums through which they discuss and share the 
details of their work, including the Institute of Food Technologists. 
Founded in 1939, the IFT holds an annual meeting and food expo, and I 
am grateful to the organization for allowing me to attend its 2010 meeting 
in Chicago. More than  twenty- one thousand food industry personnel 
turned out for this  five- day event, which included nine hundred exhibitors 
and several hundred workshops on a wide range of topics, from adjusting 
food formulations in order to target the emotional needs of consumers, to 
controlling pathogens in food, to designing environmentally friendly pack-
aging. Importantly, the IFT also produces a compilation of scientific pa-
pers, in abstract form, relating to the design of foods, and I am indebted to 
the organization for providing me with a copy of 2010 Book of Abstracts. 
Its 1,400 entries provided me with numerous industry contacts and leads 
on the most current scientific undertakings in the production of processed 
foods. Another scientific group, the Association for Chemoreception Sci-
ences, produces its own annual collection of hundreds of abstracts, which 
I found immensely useful.

On the consumer side, the Center for Science in the Public Interest, 
based in Washington, has been at the forefront of major challenges to the 
food industry since its founding in 1971. I am grateful to the organization’s 
director, Michael Jacobson, as well as its senior staffers on nutrition, Bon
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nie Liebman and Margo Wootan, for opening its files to me. The organiza-
tion also has a deep archive of reports and studies that it makes publicly 
available through its website.

The shroud behind which the food industry conducts much of its 
business extends to the nutritional profiles of its products. Even today, 
there is only limited public disclosure of the ingredients they use in their 
products; they are required to list the ingredients on their packages in the 
order of their relative amounts, with largest ingredients first, but do not 
need to specify the actual amounts. More significantly, the product formu-
lations are in constant flux. For nutritional information such as calories 
and the total amounts of sugar, fat, and sodium, I have relied on the com-
panies’ own websites whenever possible. I have also relied on the online 
service Calorie Count, which is owned by The New York Times. It posts the 
nutritional information for products, as well as a grade, from A to F, based 
on the nutritional scores.

Finally, the enterprise of manufacturing and marketing of foods is, at 
its most basic level, about sales. Companies are typically loath to provide 
details on specific products or brands. In numerous instances, I was able to 
obtain sales data from SymphonyIRI, a market research group, based in 
Chicago, and I am grateful for their assistance.

Michael Moss, Brooklyn, New York
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end notes

Prologue: “The Company Jewels”

  These eleven men The 1999 meeting of food company CEOs was or-

ganized by the International Life Sciences Institute, an industry group 

formed in 1978 to study the safety concerns related to caffeine as a food 

additive. Since then, the ILSI has broadened its focus to include numer-

ous issues of public health, nutrition, and food safety, with activities 

geared mainly  toward the scientists and technicians at food companies. 

I’m grateful to Michael Shirreffs, the organization’s communications di-

rector, for information about the  ILSI’s history and programs.

  “We were very concerned” James Behnke to author.

  Just that year General  Mills’ share of cereal sales edged past Kellogg 

briefly that year and then settled into a virtual tie at about 32 percent, 

followed by Post at 16 percent. See, for example, the trade journal Food 

and Beverage Packaging, which on April 1, 2009, profiled General Mills 

as the “Packaging Innovator of the Decade.” A consulting firm, Inno-

sight, has a revealing profile of  Go- Gurt on its website. The Harvard 

Business School case studies include a 2008 profile of General Mills and 

its former CEO, Stephen Sanger.

  twice as much sugar The image of yogurt as a health food is even fur-

ther diminished by another comparison. The leading brands, including 

the regular versions of Yoplait, have nearly twice the sugar of ice cream, 

per serving.

  Kraft’s CEO, Bob Eckert, would tell a reporter This quotation comes 

from the unpublished transcript of an interview that Eckert gave to a Busi-

ness Week reporter in August 1999. The transcript is contained in the Philip 

Morris records provided to the Legacy Tobacco Documents Library (LT).
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  “I very much appreciate” Michael  Mudd’s presentation to the CEOs 

is archived in the Philip Morris records at the LT. Mudd was joined on 

stage by James Hill, a professor of pediatrics and medicine at the Univer-

sity of Colorado School of Medicine in Denver, where he also directs the 

Colorado Nutrition Obesity Research Center. Hill presented the health 

data on obesity and discussed efforts to combat the epidemic. I am grate-

ful to Hill for his recollections of the meeting and for providing me with 

a copy of the slides he and Mudd presented to the CEOs.

  Sanger had been sitting Steve Sanger’s presence at the 1999 dinner 

meeting is documented by the attendance lists and seating charts kept by 

the ILSI, and by interviews with four attendees. Sanger, who is retired 

from General Mills and declined to be interviewed, said in an email that 

he could not recall the meeting and stressed that he had had a deep com-

mitment to nutrition. “During my tenure as CEO, the company consis-

tently placed a high priority on improving the nutritional properties of its 

product line through the addition of whole grains, fiber, and nutrients 

and the reduction of fat, salt, sugar, and calories. We set corporate objec-

tives for nutritional improvement, invested in R&D to achieve them, 

tracked progress, and built those metrics into our management incentive 

systems. As a result, General Mills introduced a steady stream of new and 

reformulated products offering those nutritional properties including 

light yogurt, light cake and frosting, light soups, reduced-sugar versions 

of our most popular  pre- sweetened cereals, lower-fat and nonfat yogurts, 

reduced-salt soups, increased fiber cereals and cereal bars, whole grain 

cereals, and many others. We also invested heavily in advertising those 

nutritional improvements to consumers. Some of those products were 

successful; others were not. In general, consumers proved very respon-

sive to nutritional improvements only if they did not have to sacrifice 

taste to get them.” Tom Forsythe, a spokesman for General Mills, said the 

company’s efforts to produce  lower- sugar cereals that still tasted good 

were hit and miss, and entailed trying to market reduced-sugar versions 

of popular brands, until 2007, when a breakthrough in formulation 
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allowed it to launch an  across- the- board  sugar- lowering effort for all of its 

cereals, which resulted in an average 14 percent reduction. “We used 

health to drive performance,” Forsythe told me. “It’s not the only strategy, 

and as I said, you can’t sell healthy products that don’t taste good. We 

have tried and we have failures to prove it.”

  effectively ended the meeting James Behnke said one or two other 

company officials spoke after  Mudd’s presentation, but, “the one we all 

remember now is Steve. He was the most vocal. At dinner, the reaction 

was mixed, depending on what table you sat at. But the steam had come 

out.”

  “I don’t think anything ever came” John Cady to author. The orga-

nizers of the CEO meeting later regrouped to weigh their options, which 

were outlined in a memo entitled, “ILSI CEO Dinner  Follow-up Plan-

ning.” They planned for Mudd to give a  30- minute “recap of the CEO 

presentation” to lower level company officials, “so the attendees know 

exactly what their CEOs were exposed to.” Discouraged by the CEO re-

sponse, they decided in pressing forward to ask for less than the $15 mil-

lion they originally sought from the CEOs, and to suggest only 

incremental efforts, starting with “items that no one would disagree are 

things that need to be done.” Eventually, Mudd and the other proponents 

of the  industry- wide effort were forced to settle for a single initiative: en-

couraging kids to get more exercise. Several million dollars raised from 

Kraft and others were used to produce educational materials that focused 

on physical activity as one of the solutions to obesity.

  Publicly, there would be some overtures For example, see the De-

cember 9, 2009, press release from General Mills announcing its sugar 

reduction, which is posted on the company’s website. Tom Forsythe, the 

company’s spokesman, told me the effort was undertaken “because of the 

attention to sugar.” General Mills has continued to staunchly defend  

the nutritional profile of its cereals, as it did at an American Heart Asso-

ciation conference on sugar, held in Washington, D.C., on May 5, 2010. 
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In a presentation, the company argued that cereal contributes far less 

sugar than other food items, such as drinks and desserts; that cereal has 

the fewest calories among popular breakfasts, including bagels with 

cream cheese, or bacon and eggs; and that Cheerios, with 1 gram of 

sugar per serving, compares well with Lucky Charms, at 11 grams, in 

providing whole grains and other nutrients. “From a calorie and nutrient 

standpoint, both are a good breakfast choice,” the company said.

  A number of other companies, including Nestlé, are in the process of 

reducing the levels of salt, sugar, and fat in their products, and in 2010 a 

group of food retailers and manufacturers called the Healthy Weight 

Commitment Foundation pledged to trim 1.5 trillion calories from food 

products by 2015. See chapter 11 for more on this pledge and Kraft’s 

 anti- obesity initiatives.

  “put us in one of those” Daryl Brewster to author.

  Children had become especially vulnerable For data on obesity rates 

and other  food- related health issues, I have relied on the Centers for Dis-

ease Control and Prevention in Atlanta. See, for example, Cynthia 

Ogden et al., CDC, “Prevalence of Obesity among Children and Adoles-

cents: United States, Trends 1963–1965 Through 2007–2008,” and U.S. 

Public Health Service, “The Surgeon General’s Call to Action to Prevent 

and Decrease Overweight and Obesity 2001.”

  outbreak of salmonella Michael Moss, “Peanut Case Shows Holes in 

Food Safety Net,” The New York Times, February 9, 2009.

  Food manufacturers like Kellogg Since the salmonella tragedy, Kel-

logg has made changes to keep better track of the state of its staggering 

number of suppliers. “In the wake of this unfortunate situation, we took 

several immediate steps, including establishing new  cross- functional 

Kellogg audit teams to audit suppliers of  high- risk ingredients,” Kellogg 

spokeswoman Kris Charles told me. “Our food safety systems include 

internal teams that audit our suppliers of microbiologically sensitive, 

8



 high- risk ingredients, such as nuts and seeds, dried fruits and vegetables, 

and dairy products. These auditors visit each  sensitive- ingredient sup-

plier globally to ensure they are maintaining our high standards. Re-

cently, we have been expanding these internal audit teams with a goal of 

evaluating all ingredient suppliers. More than 900 ingredient supplier 

locations (representing more than 50 percent of total supplier locations) 

around the world were audited in 2011.”

  relied on a private inspector Michael Moss, “Food Safety Problems 

Elude Private Inspectors,” The New York Times, March 6, 2009.

  shipment of hamburger Michael Moss, “The Burger That Shattered 

Her Life,” The New York Times, October 4, 2009.

  until it was mixed together Cargill said it has a number of alternative 

safeguards in place to reduce the risk of pathogens, including the imposi-

tion of testing procedures on its meat suppliers. Cargill also tests samples 

of its finished hamburger for pathogens and reports any positive findings 

“to all the potentially implicated suppliers.”

   “The tobacco wars are coming” Philip Morris records, LT.

  The industry’s dependence Author visits to the research laboratories 

of Kellogg and other companies.

  “We are doubling down” Jeffrey Dunn to author.

Chapter 1: “Exploiting the Biology of the Child”

  Forget what we learned Author interviews with scientists at the Monell 

Chemical Senses Center in Philadelphia, including David Margolskee, 

Gary Beauchamp, Danielle Reed, and Paul Breslin. Credit for this dis-

covery goes to Virginia Collings, “Human Taste Response as a Function 

of Locus of Stimulation on the Tongue and Soft Palate,” Perception and 

Psychophysics 16, no. 1 (1974): 169–174. For a discussion of the tongue 
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map misinterpretation, see Linda Bartoshuk, “The Biological Basis of 

Food Perception and Acceptance,” Food Quality and Preference 4 (1993): 

21–32.

  On average, we consume The average sugar consumption of 22 tea-

spoons a day is based on the National Health and Nutrition Examination 

Survey, as reported by the American Heart Association in advocating a 

reduction of sugar consumption. Rachel Johnson et al., “Dietary Sugars 

Intake and Cardiovascular Health; a Scientific Statement from the 

American Heart Association,” Circulation, September 15, 2009. The fig-

ure is for sugar that is added to foods during processing or preparation. In 

reporting on food consumption, I have also relied on the Economic Re-

search Service of the U.S. Department of Agriculture, whose data can be 

accessed through the agency’s website. However, the agency generally 

reports figures that are based on the amount of sugar or other commodi-

ties made “available” to consumers, also known as “disappearance data.” 

The agency has efforts under way to determine the extent to which this 

data overestimates the actual consumption by overlooking the food that 

is spoiled or thrown away.

  The highlights start with Sidney W. Mintz, Sweetness and Power: The 

Place of Sugar in Modern History (New York: Penguin, 1986).

  our consumption of  sugar- sweetened soda I’m indebted to John 

 Sicher, the editor and publisher of Beverage Digest, for providing me with 

data that distinguishes between caloric and noncaloric soda consump-

tion as well as data for other  sugar- sweetened soft drinks.

  That all changed in the late 1960s Anthony Sclafani to author. An-

thony Sclafani and Deleri Springer, “Dietary Obesity in Adult Rats: 

Similarities to Hypothalamic and Human Obesity Syndromes,” Psychol-

ogy and Behavior 17 (1976): 461–471; Anthony Sclafani et al., “Gut T1R3 

Sweet Taste Receptors Do Not Mediate  Sucrose- Conditioned Flavor 

Preferences in Mice,” American Journal of  Physiology— Regulatory, Inte-

grative, and Comparative Physiology 299 (2010).
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  except for “Eddy” Arlene Love, the sculptor, to author.

  Getting buzzed through I made several visits to the Monell Center for 

interviews and research. I am grateful to the scientists and support staff 

for being generous with their time. The center has an extensive guide to 

its scientists and their work on its website.

  they identified the actual protein Several teams of researchers de-

serve credit for this discovery. Corie Lok, “Sweet Tooth Gene Found,” 

Nature, April 23, 2001; M. Max, “Tas1r3, Encoding a New Candidate 

Taste Receptor, Is Allelic to the Sweet Responsiveness Locus Sac.,” Na-

ture Genetics 28, no. 1 (2001): 58–63.

  They have even solved Ryuske Yoshida et al., “Endocannabinoids Se-

lectively Enhance Sweet Taste,” Proceedings of the National Academy of 

Sciences 107, no. 2 (2010): 935–939.

  This tension between J. Desor and Lawrence Greene, “Preferences for 

Sweet and Salty in  9-  to  15- Year- Old and Adult Humans,” Science 1990 

(1975): 686–687. For a more recent analysis of taste preferences by age 

and race, see Julie Mennella et al., “Evaluation of the Monell Forced- 

Choice,  Paired- Comparison Tracking Procedure for Determining Sweet 

Taste Preferences Across the Lifespan,” Chemical Senses 36 (2011): 345–

355. This study, in addition to assessing the sweet preferences of 356 

younger children, evaluated the same in 169 adolescents and 424 adults.

  their “bliss point” for sugar For more reporting on the genesis of the 

term bliss point, see chapter 2.

  the group was called ARISE Philip Morris records in LT.

  an adorable  six- year- old girl Tatyana  Gray’s mother was present for the 

experiment and Tatyana’s interviews with me, and I thank them both for 

letting me write about Tatyana’s experience. Thanks also to Susana Fink-

beiner of Monell, who prepared the puddings for her tasting.

  “I testified that” In the early 1990s, Mark Hegsted provided an ac-
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count of his involvement with the Senate Select Committee on Nutrition 

and Human Needs, which I obtained from the University of Minnesota 

School of Public Health’s collection of historical documents.

  On top of that For more on Jacobson’s sugar petition, see chapter 14.

  The headlines from these Ellen Wartella, “Examination of Front- of- 

Package Nutrition Rating Systems and Symbols Phase 1 Report,” Insti-

tute of Medicine, 2010.

  “It was coming from” Al Clausi to author. I met with Clausi on several 

occasions to discuss his work on behalf of the food industry, and I am 

grateful to him for being generous with his time and sharing his records 

with me. I obtained other records on Monell’s interaction with the Flavor 

Benefits Committee from the LT.

  Much of the work on soda Michael Tordoff and Annette Alleva, “Ef-

fect of Drinking Soda Sweetened with Aspartame or  High- Fructose 

Corn Syrup on Food Intake and Body Weight,” American Journal of 

Clinical Nutrition 51 (1990): 963–969.

  “For three weeks we gave them” Michael Tordoff to author.

  Another of their colleagues Karen Teff et al.,  “48- h Glucose Infusion 

in Humans: Effect on Hormonal Responses, Hunger, and Food Intake,” 

Physiology and Behavior 5 (2007): 733–743; Karen Teff, “Dietary Fruc-

tose Reduces Circulating Insulin and Leptin, Attenuates Postprandial 

Suppression of Ghrelin, and Increases Triglycerides in Women,” Journal 

of Clinical Endocrinology and Metabolism 89, no. 6 (2004): 2963–2972; 

Karen Teff, “Prolonged Mild Hyperglycemia Induces Vagally Mediated 

Compensatory Increase in  C- Peptide Secretion in Humans,” Journal of 

Clinical Endocrinology and Metabolism 89, no. 11 (2004): 5606–5613.

  “I’m still shocked” Karen Teff to author.

  This time, however, food companies The American Heart Associa-

tion’s statement on sugar and records of its “Added Sugars Conference” 
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in May 2010 are available on the organization’s website. The records in-

clude presentations by the National Cancer Institute,  Coca- Cola, the 

American Institute of Baking International, the National Confectioners 

Association, and General Mills.

  “Let’s get practical” Eyal Shimoni, associate professor, biotechnology 

and food engineering,  Technion— Israel Institute of Technology, in his 

presentation to the conference and to author.

Chapter 2: “How Do You Get People to Crave?”

  What they all wanted John Lennon’s affection for Dr Pepper was re-

corded by his girlfriend, May Pang, in her biography, Instamatic Karma 

(New York: St. Martin’s, 2008); the preferences of the other pop stars 

were ferreted out by the Smoking Gun website. Hillary Clinton relates 

her experiences with Dr Pepper on the road in her autobiography, Living 

History (New York: Scribner’s, 2004). These and other Dr Pepper trivia 

have been compiled in an online digest run by Christopher Flaherty, The 

Highly Unofficial Dr Pepper FAQ.

  Dr Pepper began to slip  “Top- 10 Carbonated Soft Drink Companies 

and Brands for 2002,” Beverage Digest, February 24, 2003.

  “If we are to  re- establish” “Dr Pepper President: Red Fusion Designed 

to Add ‘Excitement’ and Appeal to Non–Dr Pepper Users,” Beverage Di-

gest, May 24, 2002.

  He boosted sales Howard R. Moskowitz and Alex Gofman, Selling 

Blue Elephants (Upper Saddle River, NJ: Wharton School Publishing, 

2007).

  as many as sixty thousand The Food Marketing Institute, a grocers 

trade association, says the number of items in grocery stores ranges from 

15,000 to 60,000 depending on the store’s size, with an average of 38,718.
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  Supermarket real estate Herb Sorensen, Inside the Mind of the Shop-

per (Upper Saddle River, NJ: Wharton School Publishing, 2009).

  “I’ve optimized soups” Howard Moskowitz to author.

  They devised  sixty- one Interviews with Moskowitz and Michele Reis-

ner, along with Dr Pepper project records.

  “If all of a sudden” Howard Moskowitz to author. Michael Moss, 

“The Hard Sell On Salt,” The New York Times, May 30, 2010.

  As he told a gathering Howard Moskowitz, Institute of Food Tech-

nologists (IFT) 2010 meeting, Chicago.

  The military has long been The reporting on Natick was greatly as-

sisted by interviews with several Natick officials, including Jeannette 

Kennedy, project officer for research on MREs. The military’s field ra-

tions program is also detailed in the document, “Operational Rations of 

the Department of Defense,” Natick, May 2010.

  “The problem in the military” Herb Meiselman to author.

   Sensory- specific satiety Steven Witherly, Why Humans Like Junk 

Food: The Inside Story on Why You Like Your Favorite Foods, the Cuisine 

Secrets of Top Chefs, and How to Improve Your Own Cooking Without a 

Recipe! (Lincoln, NE: iUniverse, 2007); Barbara Rolls, “Sensory Spe-

cific Satiety in Man,” Physiological Behavior 27 (1981): 137–142; Marjatta 

 Salmenkallio- Marttila et al., “Satiety, Weight Management, and Foods: 

Literature Review,” VTT Technical Research Center of Finland, Esbo, 

Finland.

  This colleague Author correspondence with Balintfy’s son, Joseph, a 

spokesman for the National Institutes of Health. Among other instances, 

Balintfy cited the term bliss point in a 1979 presentation to the Society for 

the Advancement of Food Service Research.

  The company, plagued by bureaucracy See especially the Harvard 

Business School critique Toby E. Stuart, Kraft General Foods: The Merger.
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  “one of the great  ho- hummers” Ibid.

  Maxwell House This reporting benefited greatly from interviews with 

Howard Moskowitz and John Ruff, a General Foods research and devel-

opment official in the coffee division. Moskowitz, Selling Blue Elephants.

  The precise ingredients Dr Pepper declined to discuss specific ingre-

dients beyond those that are listed on the package, calling the formula 

proprietary.

  By 2006, the company’s CEO Transcript of the February 23, 2006, 

presentation by CEO Todd Stitzer to the Consumer Analyst Group of 

New York.

Chapter 3: “Convenience with a Capital ‘C’ ”

  In the spring of 1946 Al Clausi to author.

  coined the phrase Al Clausi recalled hearing Mortimer use the ex-

pression “convenience foods” in a speech to employees in the early 1950s 

that Clausi believes may be the first time the phrase was used. “He said, 

‘General Foods is not just a packaged food company, General Foods is 

the convenience foods company,’ ” Clausi told me. “And that signal went 

out to everybody, in marketing, in technical. That we now need to look 

at what we’re doing and ask, ‘How can we make it more convenient?’ 

That was the beginning of the era of instant this, instant that, powdered 

this, powdered that.”

  This one took years Clausi to author. His creation of instant  Jell- O 

pudding is also memorialized in the beautifully illustrated large- format 

book published by Kraft Foods, The Greatest Thing Since Sliced Cheese, 

which draws on company records and interviews to chronicle the role of 

food technicians and scientists in creating many of the company’s iconic 

products while steering clear of the more controversial aspects. The im-

petus for creating this book came from John Ruff, a former Kraft senior 
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vice president, who wished to honor the  oft- overlooked labors of food 

technicians, and I am grateful to him for providing me with a copy. Anne 

Bucher and Melanie Villines, The Greatest Thing Since Sliced Cheese: 

Stories of Kraft Food Inventors and their Inventions (Kraft Food Holdings, 

Northfield, Il. 2005).

  A competitor, National Brands National Brands obtained two patents 

relevant to the production of instant pudding, the first in 1952, patent no. 

2,607,692, and the second in 1958, patent no. 2,829,978. Clausi’s own 

patent was issued in 1957, patent no. 2,801,924. The U.S. Patent and 

Trademark Office has an online database where patents can be retrieved 

using various search criteria, including the patent number, the name of 

the inventor, and the company to whom the patent is assigned.

  “Quick! Easy!” Bucher and Villines, Greatest Thing Since Sliced 

Cheese.

  When Mortimer emerged Charles Mortimer to the dinner session of 

the Conference Board’s Third Annual Marketing Conference, New York 

City, September 22, 1955.

  Post introduced a string This reporting on the development of 

 sugar- coated cereals benefited greatly from Scott Bruce, Cerealizing 

America: The Unsweetened Story of American Breakfast Cereal (Boston: 

Faber & Faber, 1995), a delightful and  well- researched account of the 

cereal industry pioneers. See also Kenneth Corts, “The  Ready- To- Eat 

Breakfast Cereal Industry in 1994” (Cambridge, MA: Harvard Business 

School, 1995); and Raymond Gilmartin, General Mills.

  General Foods at the time Stuart, Kraft General Foods; “Modern Liv-

ing: Just Heat and Serve,” Time Magazine, December 7, 1959; Bucher 

and Villines, Greatest Thing Since Sliced Cheese; “A Chronological His-

tory of Kraft General Foods,” KGF Archives Department, Glenview, Il-

linois; “General Foods Plans to Buy Oscar Mayer,” The New York Times, 

February 5, 1981; “General Foods Corporation: List of Deals,” Lehman 
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Brothers Collection, Harvard Business School; “At General Foods, Did 

Success Breed Failure?” The New York Times, June 11, 1972.

  “We thought it would be attractive” Al Clausi to author.

  “They would drive” Al Clausi to author.

  As a child “Modern Living,” Time Magazine, December 7, 1959. 

Charles Mortimer, “Purposeful Pursuit of Profits and Growth in Busi-

ness,” McKinsey Foundation Lectures; “Expert Offers Marketing Tips,” 

The New York Times, May 14, 1959; “General Foods Chief Describes ‘Be-

nign Revolution in Kitchen,’ ” The New York Times, September 12, 1962.

  “Today, consumer expectations” Charles Mortimer to the dinner ses-

sion of the Conference Board’s Third Annual Marketing Conference, 

New York City, September 22, 1955.

  “Who says the only food” As recounted by Al Clausi to author.

  “My daughter” As recounted by Al Clausi to author.

  “That was a mind spreader” Al Clausi to author.

  The Tang project had started Al Clausi to author.

  “Are you working on anything” Bucher and Villines, Greatest Thing 

Since Sliced Cheese; Al Clausi and Domenic DeFelice to author.

  Bloomquist said that people Al Clausi to author.

  “We started in Beijing” Al Clausi to author.

   “low- residue” food Bucher and Villines, Greatest Thing Since Sliced 

Cheese.

  “Tell NASA we’re honored” Ibid.

  as much as 19 grams The amount of sugar in a teaspoon is most com-

monly estimated at 4.2 grams per teaspoon. Thus, 19 grams of sugar is 4.5 

teaspoons.
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  When sales flattened out Kellogg’s advertising unit and its agency pro-

vided a case study of the 2003  Pop- Tarts campaign to the Effie Awards, 

which bestowed the company with a gold award in 2004.

  “The 30 million tweens” Kellogg Effie Award case study.

  “It was teaching the basics” Betty Dickson to author.

  Dickson belonged to Digitized copies of the American Home Eco-

nomics Association publication Bulletin of American Home Economics 

Association, later renamed The Journal of Home Economics, are available 

through the Mann Library at Cornell University. Starting in 1914, they 

provide insightful reading not only of the association’s endeavors but also 

the social history of meal preparation as it evolved.

  the food industry undertook The Journal of Home Economics, vol-

umes in 1956 and 1957. See for example, vol. 49, no. 3 (March 1957), 

which includes an announcement by General Foods that its Consumer 

Service Department was being renamed “General Foods Kitchens.” This 

growing division of the company had six test kitchens where it prepared 

newly developed products and created recipes for using them. The kitch-

ens were backed by a small army of photographers, writers, and corre-

spondents who answered the thousands of letters General Foods started 

getting from homemakers, as well as food publicists, who delivered prod-

ucts to newspaper food writers and editors.

  “You will find that” Susan Marks, Finding Betty Crocker (New York: 

Simon and Schuster, 2005).

  In 1957 alone Journal of Home Economics 49, no. 3 (March 1957): 246.

  “When I joined General Mills” Marcia Copeland to author.

  she was praised Journal of Home Economics 72, no. 4 (Winter 1980): 13. 

Her students included both boys and girls in the 10th, 11th, and 12th grades, 

with the foods curriculum described as “using small appliances for food prepa-

ration; developing shopping skills; and studying development of food habits.”
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  “Almost every bite” “Modern Living: Just Heat and Serve,” Time Mag-

azine, December 7, 1959.

  “We taught skills” Betty Dickson to author.

  “Convenience is still” Al Clausi to author.

  Kellogg has gone so far down the road In interviews and public state-

ments, Kellogg staunchly defends the nutritional profile of its cereals. 

Acknowledging that some of its brands remain quite sweet, the company 

said it has numerous others with lesser amounts of sugar, and that an 

ongoing effort has succeeded in reducing the sugar in its cereals mar-

keted to kids by 16%.

Chapter 4: “Is It Cereal or Candy?”

  John Harvey Kellogg “J. H. Kellogg Dies; Health Expert, 91,” New 

York Times, December 16, 1943; “Dr. John Harvey Kellogg,” Battle Creek 

Historical Society; Dr. John Harvey Kellogg, “The Simple Life in a Nut-

shell,” available from Lifestylelaboratory.com; John Kellogg, The Living 

Temple (Battle Creek, MI: Good Health Publishing, 1903); Bruce, Cere-

alizing America; “One Hundred Years: An Overview,” Kellogg Company.

  a younger brother named Will “Our Founder,” W. K. Kellogg Foun-

dation; “Our History,” Kellogg Company; “The Good Old Days,” Promo 

Magazine, September 1, 2003; Rachel Epstein, W. K. Kellogg: Generous 

Genius (Danbury, CT: Children’s Press, 2000); “A ‘Flakey’ Patent Case,” 

Stereoscope, Historical Society of the U.S. District Court for the Western 

District of Michigan, vol. 1, no. 3 (Fall 2003).

  a marketing whiz Kraft spun off the Post cereals brand in 2007 in a 

merger with Ralcorp Holdings, and in 2011 Ralcorp spun off Post Foods 

into a company. “Post Heritage,” Post Foods Company, Battle Creek, 

Michigan; Bruce, Cerealizing America; Nancy Rubin Stuart, American 

Empress: The Life and Times of Marjorie Merriweather Post (Bloomington, 

IN: iUniverse, 2004).
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  Collier’s magazine accused Bruce, Cerealizing America.

  By 1970, the Big Three Corts, Ready-to- Eat Breakfast Cereal Industry.

  they so completely controlled “Not Enough Competition in Cereal 

Industry, Report Says,” Associated Press, October 2, 1980; “Cerealmak-

ers Call Federal Study ‘Inadequate,’ ” Associated Press, February 13, 

1980; “Bill Could Cripple FTC’s Case on Cereal Companies,” Washing-

ton Post, March 5, 1981, F. M. Scherer, “The Welfare Economics of Prod-

uct Variety: An Application to the Ready-to- Eat Cereals Industry,” 

Journal of Industrial Economics (December 1979).

  An enterprising dentist Ira Shannon, “Sucrose and Glucose in Dry 

Breakfast Cereals,” Journal of Dentistry for Children (September– 

October 1974). This study by Shannon, an Air Force dentist, generated 

newspaper articles throughout the country. See, for example, “Sugar in 

Breakfast Cereal,” Chicago Tribune, October 30, 1977. He later wrote a 

book on his expanded research: Ira Shannon, The Brand Name Guide to 

Sugar: Sucrose Content of Over 1,000 Common Foods and Beverages 

(Chicago:  Nelson- Hall, 1977).

  what made Mayer an industry threat Jean Mayer, “Obesity: Physio-

logic Considerations,” American Journal of Clinical Nutrition 9 (Septem-

ber–October 1961); “How to Eat Right and Live Longer,” U.S. News & 

World Report, August 9, 1976; “Jean Mayer; Tufts Chancellor, Adviser on 

U.S. Nutrition,” Los Angeles Times, January 3, 1993.

  “I contend that these cereals” Jean Mayer, “Sweet Cereals Raise La-

beling Issue,” Chicago Tribune–New York News Syndicate, December 17, 

1975.

  Sugar took center stage Marian Burros, “And Now a Word from Indus-

try,” The Washington Post, October 20, 1977.

  “We never said” Ibid.

  The battle in Washington Arthur Applbaum, “Mike Pertschuk and 

the Federal Trade Commission,” John F. Kennedy School of Govern-

ment, Harvard University, 1981; Arthur Applbaum, “Mike Pertschuk and 
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the Federal Trade Commission: Sequel,” John F. Kennedy School of 

Government, Harvard University, 1981; Howard Beales, “Advertising to 

Kids and the FTC: A Regulatory Retrospective that Advises the Present,” 

Federal Trade Commission, speeches.

  “As with cigarette advertising” Applbaum, “Mike Pertschuk and the 

Federal Trade Commission.”

  “If you take on the advertisers” Ibid.

  formidable team of lobbyists Ibid.

  Until then, the editorial board “The FTC as National Nanny,” The 

Washington Post, March 1, 1976.

   Thirty- five years later “A Ban Too Far,” The New York Times, May 31, 

2012.

  the FTC itself nearly capsized “Curbing the FTC,” The MacNeil/

Lehrer Report, March 18, 1982; “FTC Ends Consideration of Rule on 

TV Ads for Children,” Associated Press, September 30, 1981; “Regulat-

ing the FTC,” Newsweek, October 15, 1979.

  “It became a pivotal moment” Bruce Silverglade to author.

  “They have suppressed” “Pertschuk Exits FTC with Guns Blazing,” 

The Washington Post, September 26, 1984.

  “I don’t make any bones” Ibid.; “New Head at FTC, New Era for Kid 

Ads,” The Washington Post, October 1, 1981; “FTC Chief Changes Role 

of ‘Nation’s Nanny,’ ” Christian Science Monitor, December 6, 1983.

  The report ran 340 pages “FTC Staff Report on Television Advertis-

ing to Children,” Federal Trade Commission, February 1978.

  Dubbed “kidvid” Jane Brody, “Personal Health,” New York Times, 

March 13, 1985; Dale Kunkel and Walter Gantz, “Assessing Compliance 

with Industry  Self- Regulation of Television Advertising to Children,” 

Journal of Applied Communication Research 2 (1993).
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  “It’s a marketing tool” Lisa Belkin, “Food Labels: How Much They 

Do, And Don’t, Say,” The New York Times, September 18, 1985.

  They began selling Corts,  Ready- to- Eat Breakfast Cereal Industry; 

“The Battle for the Cereal Bowl,” Food Processing, 2009; “Topher’s 

Breakfast Cereal Character Guide,” Topher’s Castle, LavaSurfer.com, 

1998; “1991 Food Processor of the Year: General Mills,” Prepared Foods, 

September 1, 1991; Li Li et al., “The Breakfast Cereal Industry,” Cornell 

University, April 20, 2011.

  General Mills broke Corts,  Ready- to- Eat Breakfast Cereal Industry.

  “Sanger pushed” Fingerman to author.

  General Mills jumped out “Repositioning Cereals as Snacks?” Brand-

Packaging, March 2000.

  “Getting a 0.5 percent share” Karen Hoggan, “Kellogg, a Cereal Kill-

ing?” Marketing, October 31, 1991.

  These rules, at one time Bruce, Cerealizing America.

  “You know how” Edward Martin to author.

  Launched in 1993 Corts,  Ready- to- Eat Breakfast Cereal Industry.

  advertising specialists from Leo Burnett George Lazarus, “Burnett 

Drama Still a ‘How Done It?’ ” Chicago Tribune, March 28, 1997; “Leo 

Burnett USA: The Most Effective Agency in America,” Market Wire, 

June 8, 2007.

  “When you pour” Case No. 4453, Children’s Advertising Review 

Unit, Council of Better Business Bureaus, February 14, 2006.

  “I was used to cooking” William Thilly to author.

  Jenness was no ordinary “Clients Talk about Burnett,” Advertising 

Age, July 31, 1995; “Former Ad Exec to Run Kellogg,” Chicago Tribune, 

November 30, 2004; “Getting Settled in Battle Creek,” Grand Rapid 

Press, December 26, 2004.
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  “With the game we’re in” Jenny Rode, “Aggressive But Steady Sells 

the Cereal,” Battle Creek Enquirer, March 7, 2006.

  Post had reversed Details on this advertising campaign are disclosed 

in the case study Kraft and its advertising agency submitted to the Effie 

Awards in 2006.

  In an analysis Likewise, Kellogg discussed its strategy in a 2007 sub-

mission to the Effie Awards for its Frosted  Mini- Wheats campaign.

  “Help your kids earn an A” Kellogg announcement, March 12, 2008, 

included as exhibit in FTC complaint against Kellogg.

  The scene was a classroom FTC complaint against Kellogg, July 27, 

2009.

  These were the findings Ibid.

  plodded for more than a year The FTC told me it needed the time to 

investigate and handle the case, and that its actions were prudent, given 

the agency’s limited powers. “While many companies will voluntarily 

choose to stop running ads during the pendency of an investigation, the 

FTC has no legal basis to demand that they do so,” Mary Engle, director 

of the agency’s Division of Advertising Practices in the Bureau of Con-

sumer Protection, said in an email. “And, of course, in most instances a 

company will strongly defend its advertising, and persuading it to sign a 

settlement can be difficult. We typically only seek preliminary relief 

from the federal courts in cases we view as  clear- cut fraud. Otherwise, 

negotiating a consent order under which the company agrees to stop 

making the challenged claims is the most efficient way to proceed.”

  A resounding 51 percent Case No. 4866, National Advertising Divi-

sion, Council of Better Business Bureaus, June 17, 2008.

Chapter 5: “I Want to See a Lot of Body Bags”

  “We were always” Jeffrey Dunn to author.
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  “There will never be” Constance L. Hays, The Real Thing: Truth and 

Power at the  Coca- Cola Company (New York: Random House, 2004).

  The man who instilled Ibid.

  “The story they always tell” Jeffrey Dunn to author.

  By 1995, two in three kids Soda consumption rates are parsed in vari-

ous ways. U.S. Secretary of Agriculture Dan Glickman, at the October 

1998 symposium “Childhood Obesity: Causes and Prevention,” stated 

that  two- thirds of teenage boys were drinking three cans or more of soda 

a day, and  two- thirds of girls were drinking two cans a day.

  They talked about “heavy users” Jeffrey Dunn to author.

  Dunn rose nearly to the top Jim Lovel, “Coke’s a Big Part of His Life,” 

Atlanta Business Chronicle, November 19, 2001.

  “At Coke, I do think” Jeffrey Dunn to author.

  He was put in charge “Former Coke Executive Walter Dunn Dead at 

86,” Atlanta Business Chronicle, June 22, 2009.

  “He took his job very seriously” Jeffrey Dunn to author.

  “He was up in first class” Ibid.

  PepsiCo pulled off Roger Enrico and Jesse Kornbluth, The Other Guy 

Blinked: How Pepsi Won the Cola Wars (New York: Bantam Books, 1986).

  reformulation that was 4 percent sweeter Ibid.

  Coke crushed Pepsi Hays, Real Thing; Edward Hess, The  Coca- Cola 

Company, Harvard Business School, 2008; Michael Watkins, The Coca- 

Cola Company: The Rise and Fall of M. Douglas Ivester, Harvard Busi-

ness School, 2007; David Yoffie, Cola Wars Continue: Coke and Pepsi in 

2006, Harvard Business School, 2006.

  “They said  what’s fascinating” Jeffrey Dunn to author.
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  Studies have found Jennifer Breneiser and Sarah Allen, “Taste Prefer-

ence for Brand Name Versus Store Brand Sodas,” North American Jour-

nal of Psychology, vol. 13, no. 2 (2011).

  “We were no longer in a battle” Sergio Zyman, The End of Marketing 

as We Know It (New York: HarperCollins, 1999).

  With diet sodas Beverage Digest editor John Sicher to author.

  “Your  heavy- user base” Jeffrey Dunn to author. The term heavy user 

also slipped into the conversations Coke had with Wall Street executives. 

For instance, on December 12, 2003, Doug Daft, the company’s chair-

man and CEO, revealed to investors that Coke was producing a new 

 half- liter bottle, saying, “It’s fundamentally about giving people an op-

portunity who  aren’t heavy users, heavy drinkers, to seriously consider 

the opportunity.” Four months later, on April 28, 2004, Coke told inves-

tors in a conference call that it was introducing a product called C2, 

which was formulated with half the calories of regular Coke in response 

to the  ever- popular  low- carbohydrate Atkins diet; David Van Houten, the 

chief operating officer said, “We believe that this product will appeal to 

heavy sugar cola users, and, in total, believe that it will get the total Coke 

trademark growing again.”

  said he was astonished Todd Putman spoke at a June 2012 conference 

on soda organized by the Center for Science in the Public Interest, and 

was interviewed by several media outlets. Coke, in response, said that 

Putman had worked for the company for only a brief time and that one 

of the strategies he cited, known as “share of stomach,” replacing other 

beverages Americans that drank with Coke, was no longer the company’s 

goal. Rather, Coke said, it was responding to health concerns by develop-

ing a host of new  low-  or  no- calorie products, which now totaled 41% of 

the company’s lineup, compared with 32% in 1999.

  “It was a  mind- bending paradigm” “Former Coke Executive Slams 

‘Share of Stomach’ Marketing Campaign,” The Washington Post, June 7, 

2012.
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  The advertising policy Jeffrey Dunn to author.

  “If you think in terms” Ibid.

  “Magically, when they would turn” “Former Coke Executive Slams.”

  Coke left nothing to  chance Coca- Cola, in 1978, founded an entity 

called the  Coca- Cola Retailing Research Council to address issues of 

concern to retailers. Coke points out that while it supports the council by 

funding the research projects, the council’s leadership is made up of gro-

cery store executives who make independent decisions in using the re-

search. Coke makes this research available to retailers through a service 

called Coke Solutions, which provides a wide range of assistance to gro-

cers, from consumer trend analysis to customized marketing materials. 

One of the council’s early endeavors was a  103- page study, “Social Trends 

and Food Retailing,” produced for  Coca- Cola in 1980 by SRI Interna-

tional. It noted the increasing numbers of working women with more 

money but less time on their hands, a trend favoring convenience foods 

(page 57). Increasing levels of stress would be  driv ing consumers  toward 

“mood foods” (71), the study said. It also divided Americans into four 

categories: “Belonger Consumers,” “Achiever Consumers,” “Inner- 

Directed Consumers,” and  “Need-  Driven Consumers.” The latter, com-

prised of economically challenged Americans, “are likely to buy more 

saturated fats such as pork, fatty hamburger, ham hocks, etc., and will 

purchase ‘stretch,’  ‘fill- up,’ foods, especially starches (bread, potatoes, 

spaghetti, noodles, rice, powdered and concentrated milk, etc.)” and are 

“heavily inclined to eat processed foods” (86–87).  Coca- Cola, nowadays, 

continues to present its research studies at various industry forums, gen-

erating considerable interest from the grocery and convenience stores. 

 “Coca- Cola Bubbling With Ideas,” SCP Daily News, October, 13, 2006; 

“Using Shopper Research to Grow Sales,” States News Service, April 5, 

2012. At a trade show in Dallas on April 30, 2012, Coke presented a study 

on checkout lanes that encouraged grocers to capitalize on “impulse buy-

ing” by increasing the use of beverage coolers. Soda, candy, and other 
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items at checkout lanes currently total $5.5 billion in annual revenue but 

could grow to $7.2 billion with some simple improvements, the report 

said.

  “Coke was doing it” Jeffrey Dunn to author.

  In 2005, the research arm This report, “Convenience Teens: Building 

Loyalty with the Next Generation,” is offered to retailers through  Coke’s 

marketing service on a highly restricted basis. The  41- page report, which 

I obtained a copy of, was copyrighted by the  Coca- Cola Company in 

2005. In conclusion, the report says of teens, “The social aspects of shop-

ping are extremely important to  them— namely, whether or not they feel 

welcome and like they belong. About technology: teens love it for what it 

can do for them, because it’s novel. They expect to refuel their devices 

the same way older shoppers expect to refuel their vehicles. Watch Out! 

Teens purchase the same items from other retailers that they buy at 

 c- stores. For teens, convenience isn’t a store; it’s everywhere.”

  a book arrived H. Leighton Stewart et al., Sugar Busters! (London: 

Vermilion, 1998).

  The company’s strategy Jeffrey Dunn to author;  “Coca- Cola’s Market-

ing Challenges in Brazil: The Tubainas War,” Thunderbird School of 

Global Management; Yoffie, Cola Wars Continue; “Successful Retail In-

novation in Emerging Markets: Latin American Companies Translate 

Smart Ideas into Profitable Businesses,”  Coca- Cola Retailing Research 

Council, 2006. More recently, Coke announced that it would invest $7.6 

billion in Brazil through 2016, adding three new factories for a total of 

fifty; its focus on Brazil exceeds even its interest in China, where Coke 

plans to invest $4 billion. Trefis Team,  “Coca- Cola Pours into Brazil and 

China, Pushes PepsiCo Aside in the U.S.,” Forbes, April 10, 2012. Trefis, 

an analyst firm, estimates that Coke far outpaces the company’s other 

products, such as Diet Coke and Dasani water, as a measure of the value 

it brings to the company’s stock price. In second place, and surging, was 

Powerade, a  sugar- sweetened sports drink.
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  wrote a letter Jeffrey Dunn to author.

  underwent a restructuring In public forums and correspondence with 

the author,  Coca- Cola has said that its strategies have embraced much of 

what Dunn was fighting for, including the marketing of water and a re-

duced emphasis on sodas in schools. “The world is changing, and we are 

too,” the company said at the Added Sugars Conference sponsored by the 

American Heart Association on May 5, 2010. Coke said it was expanding 

its lineup of  no-  and  low- calorie products, improving its labeling with 

 front- side calorie disclosures, and working to promote active, healthy life-

styles. Coke is also  driv ing to put its products in the context of overall 

diet. “Misperception: Craving sweets is bad,” Coke says on its website. 

“You are literally born with it. Just remember: You may need to control 

your sweet tooth. Good health depends on a balance between calories 

you consume and calories you burn through physical activity. There is 

no such thing as a ‘bad’ food or beverage. If you love chocolate, ice cream 

or beverages that contain sugar, you can still include these in your 

 diet— in moderation.” That said,  Coca- Cola continues to come under 

fire from health advocates who contend that its tactics aimed at kids have 

evolved to emphasize social media. For a detailed critique, see Jeff Ches-

ter and Kathryn Montgomery, Interactive Food and Beverage Marketing: 

Targeting Children and Youth in the Digital Age, Berkeley Media Studies 

Group, 2007. At the same time, Coke continues to receive praise from 

grocers for being aggressive in marketing products like Sprite to kids, 

such as with TV ads during the 2012 Olympics. “Sprite Targets Teens 

with ‘Intense’ Campaign,” Convenience Store News, July 30, 2012. “Sprite 

has a very specific teen target, so we’re looking for a crisp articulation,” a 

Coke marketing director explained. In its private discussions with mar-

keters, Coke also continues to voice a strategy of  driv ing consumption 

through various tactics. It has a program called “My Coke,” where kids 

can send out pictures of a polar bear holding a bottle of Coke through 

Facebook, where  Coke’s own page has 47 million “likes.” Coke also has 

a rewards program called My Coke Rewards, which links consumption to 
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free merchandise and donations to schools. Launched in 2006, the pro-

gram is viewed as a resounding success. “We see a positive volume 

swing,” the program’s director said in the September 10, 2009, issue of 

Colloquy, a marketing trade publication. “My Coke Rewards members in 

general consume two to three times more than the typical U.S. house-

hold.” Perhaps the single most  eye- catching item on  Coke’s website today 

is a running tally of how many  Coca- Cola drinks people have consumed 

in the day thus far. The number increases by some 25,000 each second. 

The benchmark, Coke says, is from 2010: “1.7 billion servings daily.”

  “You  really don’t want them mad” Ibid.

  in his presentation Jeffrey Dunn to author. I’m grateful to Dunn for 

sharing with me a copy of the presentation he made to the Madison 

Dearborn executives.

  already agreed to buy In July 2012, Madison Dearborn Partners an-

nounced it was selling the carrot farming operation, Bolthouse Farms, to 

the Campbell Soup Company for $1.55 billion.

Chapter 6: “A Burst of Fruity Aroma”

  twelve of the most senior The reporting on this and other Philip Mor-

ris meetings benefited greatly from the records the company has pro-

vided to the Legacy Tobacco Documents Library (LT) at the University 

of California, San Francisco. These records range from the mundane— 

mailed invitations to attendees, payment vouchers, and memos on room 

 preparation— to the deeply  insightful— meeting agendas, minutes, and 

presentations. For a description of the building, see “It’s Open House at 

Last at Altria’s Midtown Home,” The New York Times, September 9, 2008.

  He was joined by “Joseph F. Cullman 3rd, Who Made Philip Morris a 

Tobacco Power, Dies at 92,” The New York Times, May 1, 2004; “George 

Weissman, Leader at Philip Morris and in the Arts in New York, Dies at 

90,” The New York Times, July 27, 2009.
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  When it finished merging Stuart, Kraft General Foods; “Contents for 

Briefing Book Annual Meeting 1992,” LT. The briefing book contains a 

fount of confidential information about Philip Morris’s income and ex-

penditures that year: the portion of its revenue derived from food (50%, 

compared with 42% for tobacco), its advertising expenditure ($2.4 bil-

lion), the cost of operating its fifteen corporate aircraft ($32 million), the 

sum it spent on lobbying fees ($4.8 million), and the R&D expenditures 

($396 million).

  “Cigarettes are much the same” Geoffrey Bible to author.

  a Nebraska man named Edwin Perkins “Edwin Perkins and the 

 Kool- Aid Story,” Historical News, vol. 31, no. 4, Adams County Historical 

Society, 1998; Bucher and Villines, Greatest Thing Since Sliced Cheese; 

Jean Sanders, “Edwin E. Perkins: Inventor and Entrepreneur,  Kool- Aid 

King,” Nebraska State Education Association, 2008. Credit for  Kool- Aid’s 

early success also goes to one of his salesmen. “Bob Maclean, Marketing 

Expert Who ‘Put  Kool- Aid on the Map,’ ” San Jose Mercury News, Febru-

ary 21, 1994.

  Americans would stir up Kraft presentation to Philip Morris, June 18, 

1996, in LT.

  by not using promotional materials For a discussion of the industry’s 

practices, see “Hearing on the ‘Targeting’ of Blacks, Hispanics, Other 

Racial Groups, and Women by Alcohol and Tobacco Company Advertis-

ing,” House Committee on Energy and Commerce, Transportation and 

Hazardous Materials Subcommittee, March 1, 1990.

  Adventures of  Kool- Aid Man See Comic Vine, a comic book retailer.

  “Gain kid demand” Kraft presentation to Philip Morris, February 26, 

1990, in LT.

  a mere 5 percent Ibid.

  won a coveted award Philip Morris Quarterly Director’s Report, June 

1992, marked “confidential,” in LT. The award was an Effie.
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  the company had trademarked U.S. Patent and Trademark Office, 

registration no. 1,646,512, May 28, 1991.

  “four clever ways” The Tang ad was reported by the Center on Sci-

ence in the Public Interest in its newsletter, 1990.

  “To kids 6–12” Kraft presentation to Philip Morris, February 26, 1990, 

in LT.

  a few thoughts of their own “Minutes, Corporate Products Commit-

tee Meeting, February 26, 1990,” in LT.

  showing “excellent” results Transcript, Philip Morris Annual Meet-

ing of Stockholders, April 23, 1992, in LT.

  Each of the major brands Al Clausi interviews with author. The tech-

nical center is described in detail in a pamphlet, “Welcome to the Gen-

eral Foods Technical Center 20th Anniversary Open House,” General 

Foods, November 11, 1977.

  fructose is much sweeter Various Kraft and other food scientists to 

author. For a technical discussion of fructose and specifics on Kraft’s ex-

perimentation, see U.S. Patent No. 5,102,682, filed on April 7, 1992, 

Maurice Nasrallah, et al., on behalf of Kraft General Foods.

  true power of fructose John White, “The Role of Sugars in Foods: 

Why Are They Added?” Added Sugars Conference, American Heart As-

sociation, May 2010.

  “Fructose Team” Philip Morris Product Development Symposium, 

December 5, 1990, in LT.

  known as the “Patent King” Fouad Saleeb to author; Bucher and Vil-

lines, Greatest Thing Since Sliced Cheese.

  estimated that this move alone Toni Nasrallah, “The Development of 

Taste/Cost Optimized Dry Mix Beverages,” Philip Morris Product De-

velopment Symposium, December 5, 1990, in LT.
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  Yale study made headlines Jane Brody, “New Data on Sugar and 

Child Behavior,” The New York Times, May 10, 1990.

  World Health Organization I am grateful to Marion Nestle of New 

York University for being generous with her extensive files on this and 

other issues relating to nutrition policy and science. There was also wide-

spread media coverage of the WHO proposal. “Commodities: WHO 

Proposal Worries Sugar Producers,” Inter Press Service, April 26, 1990.

  He gave them a drug Adam Drewnowski et al., “Naloxone, an Opiate 

Blocker, Reduced the Consumption of Sweet  High- Fat Foods in Obese 

and Lean Female Binge Eaters,” American Journal of Clinical Nutrition 

61 (1995): 1206–1212.

  experts now agree Marion Nestle to author. For a  fair- minded and de-

tailed perspective from an industry consultant, see John White, “Straight 

Talk about  High- Fructose Corn Syrup: What It Is and What It Ain’t,” 

American Journal of Clinical Nutrition 88 (2008): 1716S–1721S; John 

White, “Misconceptions about  High- Fructose Corn Syrup: Is It Uniquely 

Responsible for Obesity, Reactive Dicarbonyl Compounds, and Ad-

vanced Glycation Endproducts?” Journal of Nutrition, April 22, 2009.

  pure fructose might be K. L. Stanhope et al., “Consumption of Fructose 

and High Fructose Corn Syrup Increases Postprandial Triglycerides, 

 LDL- Cholesterol, and  Apolipoprotein- B in Young Men and Women,” Jour-

nal of Clinical Endocrinology and Metabolism 96, no. 10 (2011): 1596–1605.

  for $155 million “Contents for Briefing Book Annual Meeting 1992,” 

in LT. The document notes, “We agreed not to disclose the purchase 

price ($155,000,000).”

  “staggering” “A World of Growth in Store,” Philip Morris, 1995 an-

nual report.

  “Yes, you could” Paul Halladay to author.
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  Eighteen days later Kraft news release, January 26, 2007, and com-

pany officials to author.

  sent consumption soaring In its submission to the Effie Awards, Kraft 

said, “Capri Sun’s profit increased well beyond the 17.6% consumption 

increase, thanks to the double whammy of penetration and buy rate in-

creases during a price hike.” Kraft won an Effie Award for this campaign.

  Only two of the  thirty- five Stuart, Kraft General Foods.

  had some strategies of its own “Marketing Synergy,” 1989, in LT.

  Bible told Kraft managers Philip Morris Product Development Sym-

posium, December 5, 1990, in LT.

  they were back in front Kraft Beverage Division presentation to Cor-

porate Products Committee, June 24, 1996, in LT.

  “The Beverage division” “Minutes, Corporate Products Committee 

Meeting, June 24, 1996,” in LT.

  “received extremely high scores” Kraft Beverage Division presenta-

tion to Corporate Products Committee, June 24, 1996, in LT.

  “revealed that African Americans” Ibid.

  “Consumers in these stores” Ibid.

  “Diabetics already represent” Ibid.

  Kraft went after a younger set In response to my questions about this 

presentation, the company said, “Kraft is constantly evaluating the taste 

preferences of our consumers in order to deliver products that meet their 

varying preferences. As for advertising to tweens, we agree that food and 

beverage companies should voluntarily limit what they advertise to kids. 

 That’s why, in 2005, we were the first company to change what we adver-

tised to children under the age of 12. We stopped advertising to kids 
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many of the foods and drinks they love, including Tang. And we were 

thrilled that many others in the industry followed our lead. Today, we 

advertise very few brands to children.” See chapter 11 for more on Kraft’s 

efforts on nutrition.

  “For Tang” “Minutes, Corporate Products Committee Meeting, June 

24, 1996,” in LT.

  “an  all- day affair” Memos and agenda records, in LT.

Chapter 7: “That Gooey, Sticky Mouthfeel”

  The entry rules for this group Richard Mattes, “Is There a Fatty Acid 

Taste?” Annual Review of Nutrition 29 (2009): 305–327;  Jean- Pierre 

Montmayeur and Johannes Le Coutre, Fat Detection: Taste, Texture, and 

 Post- Ingestive Effects (Boca Raton, FL: CRC Press, 2010).

  results from an experiment Ivan Araujo and Edmund Rolls, “Repre-

sentation in the Human Brain of Food Texture and Oral Fat,” Journal of 

Neuroscience 24 (2004): 3086–3093.

  Brookhaven National Laboratory  Gene- Jack Wang et al., “Enhanced 

Resting Activity of the Oral Somatosensory Cortex in Obese Subjects,” 

NeuroReport 13, no. 9 (2002);  Gene- Jack Wang et al., “Exposure to Ap-

petitive Food Stimuli Markedly Activates the Human Brain,” Neuro-

Image 21 (2004): 1790–1797;  Gene- Jack Wang et al., “Imaging of Brain 

Dopamine Pathways: Implications for Understanding Obesity,” Journal 

of Addiction Medicine 3, no. 1 (2009): 8–18;  Gene- Jack Wang et al., 

“Brain Dopamine and Obesity,” The Lancet 357 (2001): 354–357.

  He recruited a dozen Araujo and Rolls, “Representation in the Human 

Brain.”

  “Fat and sugar both produce” Edmund Rolls correspondence with 

author.
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  described its operations Francis McGlone to author.

  “I went there to build” Ibid.

  role that odor plays Dana Small et al. “Separable Substrates for An-

ticipatory and Consummatory Chemosensation,” Neuron 57, no. 5 

(2008): 786–797.

  the power of hearing Massimiliano Zampini and Charles Spence, 

“The Role of Auditory Cues in Modulating the Perceived Crispiness and 

Staleness of Potato Chips,” Journal of Sensory Studies 19, no. 5 (2004): 

347–363.

  McGlone had a conversation Francis McGlone to author.

  too many variables McGlone posted a description of the experiment 

on his website, NeuroSci, entitled “Ice Cream Makes You Happy.”

  “Just one spoonful” “Ice Cream Makes You Happy, Say Unilever Sci-

entists,” FoodNavigator, May 4, 2005.

  Cargill is one of the world’s largest “An Unmatched Breadth of Ingre-

dients for Creating Superior Products: Ingredient Portfolio,” Cargill, 

2007.

  Consumer groups who urge See especially the Center for Science in 

the Public Interest, “Promoting Consumption of  Low- Fat Milk: The 1% 

or Less Social Marketing Campaign,” Center for Health Improvement.

  describe the textures Alina Szczesniak et al., “Consumer Texture Pro-

file Technique,” Journal of Food Science 40 (1970): 1253–1256.

  long list of terms Ibid.

  “We were always trying” Steve Witherly to author.

  showed them pictures Montmayeur and Le Coutre, Fat Detection.
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  “Why is fat so tasty?” Ibid.

  “I want to know” Adam Drewnowski to author.

  devised an experiment Adam Drewnowski and M. R. C. Greenwood, 

“Cream and Sugar: Human Preferences for  High- Fat Foods,” Physiology 

and Behavior 30 (1983): 629–633.

  published his study A. Drewnowski and M. Schwartz, “Invisible Fats: 

Sensory Assessment of Sugar/Fat Mixtures,” Appetite 14 (1990): 203–217.

  “A dish or a drink” Adam Drewnowski to author.

Chapter 8: “Liquid Gold”

  “We used it on toast” Dean Southworth to author.

  something of a horror The online guide to nutrition in grocery prod-

ucts, Calorie Count, a division of The New York Times, awards nutrition 

grades to products on a scale of A to F. The “original” version of Cheez 

Whiz was graded a D; other versions ranged between C and F, with one 

version, a “light” version, scoring a B.

  “Cheese treats QUICK” Bucher and Villines, Greatest Thing Since 

Sliced Cheese.

  “We made adjustments” Kraft correspondence with author.

  “I imagine it’s a marketing” Dean Southworth to author.

  Day in and day out Report of the Dietary Guidelines Advisory Commit-

tee on the Dietary Guidelines for Americans, 2010, U.S. Departments of 

Agriculture and Health and Human Services, 2010.

  found his calling Bucher and Villines, Greatest Thing Since Sliced 

Cheese. See also James Kraft’s patent, no. 1,186,524.

  “Made up  loss- and- gain account” Ibid.
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  caustic descriptors Curt Wohleber, “From Cheese to Cheese Food: 

Kraft Persuaded Americans to Accept Cheese by Divorcing It from Its 

 Microbe- laden Origins,” Invention and Technology 17, no. 1 (2001).

  replaced by sodium phosphate In 2009, Kraft said the emulsifying 

salts sodium phosphate and sodium citrate were added “to create texture 

of melt properties of process cheese” and represented 40% to 45% of the 

sodium in processed cheese. Todd Abraham, “Sodium Reduction: Op-

portunities and Challenges,” Kraft Foods, March 30, 2009.

  “Forget about the way” Bucher and Villines, Greatest Thing Since 

Sliced Cheese.

  “Milk in, cheese out” Ibid.

  In the old days Don Blayney, “The Changing Landscape of U.S. Milk 

Production,” Economic Research Service, U.S. Department of Agricul-

ture, 2002; Carl Coppock, “Selected Features of the U.S. Dairy Industry 

from 1900 to 2000,” Coppock Nutritional Services, San Antonio, Texas; 

Carl Coppock to author; Comptroller General, “Effects and Administra-

tion of the 1984 Milk Diversion Program,” U.S. General Accounting Of-

fice, Washington, D.C., 1985; Alden Manchester and Don Blayney, 

“Milk Pricing in the United States,” Economic Research Service, U.S. 

Department of Agriculture, 2001; Charles Nicholson and Mark Stephen-

son, “Analysis of Proposed Programs to Mitigate Price Volatility in the 

U.S. Dairy Industry,” Unpublished report to a consortium of dairy indus-

try organizations, with author affiliation with California Polytechnic 

State University and the University of Wisconsin, 2010; “Overview of the 

United States Dairy Industry,” National Agricultural Statistics Service, 

USDA, September 22, 2010; John Brouillette et al., “Cow Comfort and 

the Effects on Productivity and Profitability,” Hudson Valley Agricultural 

Newsletter.

  “Deep beneath the ground” Ward Sinclair, “Under Missouri: A Mon-

ument to the Output of the American Cow,” The Washington Post, De-

cember 21, 1981.
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  discovered the cheese vaults John Block to author.

  “Some of us were aggravated” Sinclair, “Under Missouri.”

  to make less milk Comptroller General, “Effects and Administration.”

  “They made everything cheaper” Ulfert Broockmann to author.

  made three hundred thousand pounds Kraft presentation on Phila-

delphia Cream Cheese to the Philip Morris Corporate Products Com-

mittee, June 1989, in LT.

  “The introduction of new forms” Ibid.

  “Now, I don’t mean to pick” Philip Morris Product Development 

Symposium, December 5, 1990, in LT.

  “Media selection will be skewed” Kraft presentation on Crockery 

Spreadable Cheese Snack to the Philip Morris Corporate Products Com-

mittee, June 1989, in LT.

  “There exists an opportunity” “Natural and Specialty Cheeses: The 

U.S. Market and a Global Perspective,” Packaged Facts, 2010.

  “Competition is intensifying” “Kraft USA 1993 Strategic Plan,” in LT. 

At the same time, Kraft recognized the nutritional and other concerns 

about cheese, and in its public statements the company emphasized that 

it was laboring hard to produce numerous  low- fat varieties. In an internal 

report entitled “Contents for Briefing Book Annual Meeting 1992,” Kraft 

anticipated a number of questions about cheese from stockholders: “Is 

Kraft worried about cholesterol in its cheese products? While dairy prod-

ucts contain both fat and cholesterol, eating them as part of a balanced 

diet remains a good practice for the vast majority of consumers. Do arti-

ficial foods like Velveeta hurt the sales of our other products? The texture 

and flavor of these products meet unique consumer needs and have gen-

erated sizable businesses for Kraft.”

  kept a close watch on cheese See consumption data, Economic Re-

search Service, USDA.
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  “We  couldn’t win” Kraft submission to the Effie Awards.

  “was happy to be” Ibid.

  Every week for four months Ibid.

  Sales of Philadelphia Cream Cheese surged Ibid.

  “We don’t have to eliminate” Walter Willett to author. In response to 

my questions about its efforts to increase the consumption of cheese, the 

company said, “Kraft believes that eating the foods you love and living a 

healthier lifestyle can, and should,  co- exist. Cheese eaten in moderation 

can be part of a healthy lifestyle. We provide clear, consistent informa-

tion so consumers can make informed choices as part of a balanced life-

style. Kraft is proud to market many of which are lower in fat. We also 

offer Light, Reduced Fat, and Fat Free varieties of Philadelphia Cream 

Cheese, Kraft Singles and many of the other brands in our portfolio.”

  Dutch researchers conducted Mirre  Viskaale- van Dongen, “Hidden 

Fat Facilitates Passive Overconsumption,” Journal of Nutrition 139 

(2009): 394–399.

  “The products we used” Mirre  Viskaal- van Dongen to author.

Chapter 9: “Lunchtime Is All Yours”

  where 1,800 workers Joe Jerzewski, president and business manager of 

United Food and Commerce Local 536 to author.

  Behind the workers Photographs of assembly line taken on or near the 

first day’s run.

  dubbed the “Food Playground” Stephen Quickert and Donna Rent-

schler, “Developing and Optimizing the Lunchables Concept,” Philip 

Morris Product Development Symposium, December 5, 1990, in LT.

  In the great churn Estimates from various grocery retailing experts.

39



  hitting $217 million Bob Drane to author.

  A net loss of $20 million Ibid.

  walked Maxwell through With Bob Drane at this meeting was Jim 

McVey, CEO of the Oscar Mayer unit, who shared his recollections with 

me. “The nice thing about working with Philip Morris is, if you had 

something that had real potential, they were glad to take funds from their 

other products and put it behind the product that was moving,” McVey 

told me.

  Maxwell turned to Drane Jim McVey and Bob Drane to author.

  The founders were two Bavarian “Oscar Mayer Foods Co.,” Interna-

tional Directory of Company Histories, vol. 12, St. James Press, 1996; Bu-

cher and Villines, Greatest Thing Since Sliced Cheese.

  horrors that were later exposed Upton Sinclair, The Jungle (New York: 

Doubleday, Page, 1906).

  has 3.5 grams of saturated fat Data from Calorie Count.

  red meat consumption fell Oscar Mayer to Philip Morris, 1991, in LT.

  “From 1986 to 1988” Philip Morris Product Development Sympo-

sium, December 5, 1990, in LT.

  On a scale of 1 to 10 Bob Eckert, president of the Oscar Mayer unit, to 

Philip Morris Corporate Products Committee, October 20, 1995, in LT.

  “Talent Search” Ibid.

  “We completed over” Ibid.

  To keep their discussions lively Bob Drane, “Developing and Opti-

mizing the Lunchables Concept,” project presentation, Oscar Mayer.

  puns and catchwords Ibid.

  Philip Morris had all but cornered Richard Kluger, Ashes to Ashes: 
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America’s  Hundred- Year Cigarette War, the Public Health, and the Un-

abashed Triumph of Philip Morris (New York: Knopf, 1996).

  “a lovely business” Ibid.

  One Kraft executive John Ruff to author.

  But it had paid dearly Stuart, Kraft General Foods.

  “Hamish Maxwell was a brilliant” Geoffrey Bible to author.

  “I never  really worried” Ibid.

  Philip Morris  didn’t accomplish this John Tindall to Philip Morris 

Product Development Symposium, December 5, 1990, in LT.

  “Suddenly, because of the smoking” Ibid.

  “Obviously, there was concern” Ibid.

  “which I fought like crazy” Bob Drane to author.

  “Lunchables with Dessert” Clark Murray, senior product manager, to 

Philip Morris Corporate Products Committee, January 24, 1991, in LT.

  “Our processed meat categories” Bob Eckert to Philip Morris Corpo-

rate Products Committee, October 20, 1995, in LT.

  “You bet” Geoffrey Bible to author.

  “People could point to these things” Ibid.

  “Bob was very keen” Ibid.

  experimented with fresh carrots Bob Drane to author.

  “This is not some big” Los Angeles Times, February 8, 1994.

  “We went through” Bob Drane to author.

  “The box was there” Ibid.

41



  “Lunchables  aren’t about lunch” Transcript of Bob Eckert, CEO of 

Kraft, to Business Week, in LT.

  “Kids like to build things” Bob Drane to author.

  The group, called the Cancer Project, that examined “The Five 

Worst Packaged Lunchbox Meals,” the Cancer Project, Physicians Com-

mittee for Responsible Medicine, Spring 2009.

  Under pressure from attacks “Oscar Mayer Lunchables Lunch Com-

binations Expand Wholesome Product Line,” Kraft, August 16, 2010.

  “All things started to become clear” Bob Drane to author.

  “People who work” Ibid.

  Drane has also prepared Bob Drane, “What Role Can the Food In-

dustry Play in Addressing Obesity?” unpublished manuscript.

  “Plenty of guilt” Ibid.

Chapter 10: “The Message the Government Conveys”

  President Abraham Lincoln created Wayne D. Rasmussen, “Lin-

coln’s Agricultural Legacy,” Agricultural History Branch, USDA.

  two buildings that form National Registry of Historic Places.

  $90 billion trade in snack foods In keeping with the theme of this 

chapter, a good place to learn more about the snack trade is a white paper 

prepared by Dairy Management, an entity overseen by the Secretary of 

Agriculture whose goal is to increase consumption of cheese and other 

dairy products. “Snacking: Identifying a World of Opportunity for Diary,” 

Dairy Management Inc., April 2010.

  center’s annual budget Center for Nutrition Policy and Promotion 

correspondence with author.
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  policies on nutrition “Dietary Guidelines for Americans,” Center for 

Nutrition Policy and Promotion, USDA. Oversight of the panel of ex-

perts chosen to develop the guidelines every five years alternates between 

the Department of Agriculture and the Department of Health and 

Human Services.

  kids between one to three years Dietary Guidelines Advisory Com-

mittee, Report of the Dietary Guidelines Advisory Committee on the  

Dietary Guidelines for Americans, 2010 (Washington, D.C.: U.S. Depart-

ments of Agriculture and Health and Human Services, 2010), D2–12.

  Topping the list Ibid, pages D3–13.

  blunt in urging people Walter Willett to author. The Harvard School 

of Medicine has developed its own versions of the food pyramid and My 

Plate graphics that differ in significant ways. The protein portion of Har-

vard’s ideal meal, for instance, advises, “Choose fish, poultry, beans and 

nuts; limit red meat; avoid bacon, cold cuts and other processed meats.” 

And instead of encouraging people to drink milk, the Harvard nutrition 

scientists emphasize water, with limited milk and juice: “Avoid sugary 

drinks.”

  buried the information The USDA released an abridged version of the 

expert panel’s report, which put the sources of saturated fat on page 25 of 

this  59- page summary.

  “If you  really want people” The Diane Rehm Show, February 1, 2011.

  “The idea isn’t to eliminate” Ibid.

  finding it in the grocery store R. Post et al., “A Guide to Federal Food 

Labeling Requirements for Meat and Poultry Products,” Labeling and 

Consumer Protection Staff, USDA, August 2007.

  USDA required this information “Nutrition Labeling of Single Ingre-

dient Products and Ground or Chopped Meat and Poultry Products,” 

Food and Safety Inspection Service, USDA.
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  “to include expertise” Craig Henry, Grocery Manufacturers Associa-

tion, letter to Carole Davis, Center for Nutrition Policy and Promotion, 

USDA, May 23, 2008.

  consumer’s view was voiced This and other comments submitted on 

the dietary guidelines are available through a database created by the 

USDA, which can be found at the Center for Nutrition Policy and Pro-

motion’s website.

  “I am concerned” Transcript, Conference Report on the Food Secu-

rity Act of 1985, U.S. Senate, December 18, 1985.

  It created two marketing programs “Federally Authorized Commod-

ity Research and Promotion Programs,” U.S. General Accounting Office 

(now called the U.S. Government Accountability Office), December 

1993; “Federal Farm Promotion  (‘Check- Off ’) Programs,” Congressio-

nal Research Service, October 20, 2008; “Understanding Your Beef 

Checkoff Program,” Cattlemen’s Beef Board.

  yearly consumption of red meat Carrie Daniel et al., “Trends in Meat 

Consumption in the United States,” Public Health Nutrition 14, no. 4 

(2011): 575–583. Consumer worries about fat are cited as a reason for 

decreased consumption in the  beef- industry supported study “U.S. Beef 

Demand Drivers and Enhancement Opportunities,” Kansas State Uni-

versity Agricultural Experiment Station and Cooperative Extension Ser-

vice, June 2009.

  “I thought it was a dumb idea” Mark Thomas to author.

  “We’ve done a lot of research” Steve Wald, director of new product 

development, National Cattlemen’s Beef Association, in video released 

by the association, January 8, 2008.

  promote more fast food sales For a summary of some of these product 

innovations, see “Cattlemen’s Beef Board Introduces New Staff, Snack,” 

Cattlemen’s Beef Board, February 25, 2008.

44



   Twenty- nine cuts of beef At my request, the National Cattlemen’s 

Beef Association examined national retail data and found that while a 

mere 20% of ground beef being sold was lean or leaner,  two- thirds of the 

whole muscle cuts sold in 2012 were of the lean variety.

  Worries have arisen “Background Information for Letter to Secretary 

Vilsack on Mechanically Tenderized (MT) Beef Products,” Safe Food 

Coalition, June 12, 2009. For a critical perspective on tenderized meat, 

I’m grateful to Carol  Tucker- Forman, a former assistant secretary of agri-

culture and now a fellow with the Consumer Federation of America.

  “lean finely textured beef” The term has changed over the years, with 

producers and the USDA arguing for various permutations. For a basic 

description of the product, see H. Ying and J. G. Sebranek, “Finely Tex-

tured Lean Beef as an Ingredient for Processed Meats,” Iowa State Uni-

versity, 1997.

  It was 15 percent cheaper From various USDA and industry records 

obtained through the Freedom of Information Act and sources. Michael 

Moss, “The Burger That Shattered Her Life,” The New York Times, Oc-

tober 4, 2009.

  The largest producer Michael Moss, “Company Record on Treatment 

of Beef Called into Question,” The New York Times, December 31, 2009.

  “It was frozen” Charles Tant to author.

  “I do not consider the stuff” Gerald Zirnstein in USDA memo, ob-

tained by author. Additionally, I am grateful to him for discussing this 

memo and his dealings on the product with me.

  first published Moss, “Company Record on Treatment.”

  “That’s one of the reasons” Video of press conference, Des Moines, 

Iowa, March 28, 2012.
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  “a staple of the school lunch program” I am indebted to various offi-

cials of the USDA school lunch program for sharing their memos, data, 

and experiences on this matter with me. See also Moss, “Company Rec-

ord on Treatment.”

  “I think we are going” James Haggerty, “ ‘Pink Slime’ Spurs Beef 

Backlash,” (Scranton, Penn.)  Times- Tribune, April 15, 2012.

  studies offered “convincing” evidence “Food, Nutrition, Physical Ac-

tivity, and the Prevention of Cancer: A Global Perspective,” World Can-

cer Research Fund and American Institute for Cancer Research, 2007, 

121, 123.

  it called the “Cancer Team” For an internal analysis of the beef 

checkoff campaign’s work on the cancer report, see “Project Evaluation 

Audit: World Cancer Research Fund/American Institute of Cancer Re-

search Report,” Sound Governance, June 13, 2008.

  also retained the services Starting on April 10, 2007, the expenditure 

of these funds was authorized by the National Cattlemen’s Beef Associa-

tion, with approval from the U.S. Secretary of Agriculture, according to 

records released by the USDA to author. Exponent provides case studies 

of its work products on its website.

  Exponent conducted its own Dominik D. Alexander et al., “Red Meat 

and Processed Meat Consumption and Cancer,” National Cattlemen’s 

Beef Association, 2010.

  “an emotional and frightening issue” “Project Evaluation Audit: 

World Cancer Research Fund/American Institute of Cancer Research 

Report.”

  “Cancer risk is not about diet alone” Ibid.

  “Overall, beef  check off messages” Ibid.
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  “The Secretary of Agriculture” Opinion of the Court, in Johanns v. 

Livestock Marketing Association, U.S. Supreme Court, May 23, 2005. For 

an analysis of the case by a former FDA official, see Daniel E. Troy, “Do 

We Have a Beef with the Court? Compelled Commercial Speech Up-

held, But It Could Have Been Worse,” Cato Supreme Court Review, The 

Cato Institute.

  “I resist ranking” Ruth Bader Ginsburg in separate opinion concur-

ring in the judgment, in Johanns v. Livestock Marketing Association, U.S. 

Supreme Court, May 23, 2005. I am indebted to a former USDA econo-

mist, Parke Wilde, for being generous with his time in discussing his 

own, similarly critical analysis of the checkoff programs. See, for exam-

ple, Parke E. Wilde, “Federal Communication About Obesity in the Di-

etary Guidelines and Checkoff Programs,” Discussion Paper No. 27, 

Tufts University, 2005.

  less  cheese- laden pizza A 2006 brochure produced by the USDA, 

“Your Personal Health: Steps to a Healthier You,” has this suggestion for 

people when they get the urge to eat pizza: “Ask for  whole- wheat crust 

and half the cheese.”

  “The partnership sells more cheese” Tom Gallagher, “Checkoff Is 

Working Hard for You!” Western Dairy Business, September 2009.

  “In Mexico, a joint promotion with Domino’s” “Report to Congress 

on the National Dairy Promotion and Research,” USDA, July 1, 2002.

Chapter 11: “No Sugar, No Fat, No Sales”

  “The council will give Kraft” “Kraft Foods Announces 10 Members 

of Worldwide Health and Wellness Advisory Council,” Business Wire, 

September 3, 2003.
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  “Both my boys were appalled” Ellen Wartella to author.

  The session started out I am grateful to various Kraft officials for dis-

cussion of the panel’s confidential work with me.

  “I pointed this out” Ellen Wartella to author.

  sought to refute Andrea Carlson and Elizabeth Frazao, “Are Health 

Foods  Really More Expensive? It Depends on How You Measure the 

Price,” Economic Information Bulletin No.  EIB- 96, Economic Research 

Service, USDA, May 2012.

  “Build and defend” Kraft to Philip Morris Corporate Products Com-

mittee, June 24, 1996, in LT.

  “We were trying” Kathleen Spear to author.

  “We’re a food business” Ibid.

  an advertisement began appearing Amanda Amos and Margaretha 

Haglund, “From Social Taboo to ‘Torch of Freedom’: The Marketing of 

Cigarettes to Women,” Tobacco Control 9 (2000): 3–8.

  Only internally “New Product Screening,” Philip Morris memo, 

March 1, 1972, in LT.

  “High fat diets may” Ernst Wynder et al., “Association of Dietary Fat 

and Lung Cancer,” American Health Foundation, New York City, 1986, 

in LT.

  “ranks as one of the great” Philip Morris Trial Counsel Seminar, La 

Jolla, California, May 9–12, 1990.

  “As new management” Kraft General Foods Orientation to Manage-

ment Meeting, July 11–12, 1990, in LT.

  “we’re helping busy consumers” “A Powerful Company, Poised for 

Growth,” Presentation to Investment Community, New York City, June 28, 

1999.
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  the company’s polling identified it “Issues Management Q3 Omni-

bus Survey Key Results,” Philip Morris memo, November 7, 2000, in LT.

  “Obesity is literally an epidemic” Jay Poole speech to the Agriculture 

and Applied Economics Association meeting, 1999, in LT.

  1999 strategy paper “A New Approach to Our Mission: Lessons from 

the Tobacco Wars,” in LT.

  “We’d been through a pretty hard time” Geoffrey Bible to author.

  “the right product for consumers” Ibid.

  “He talked about why” John Ruff to author.

  Bible told his food executives Ibid.

  “I used to come home” Ibid.

  from its own research Kraft presentation to FDA, May 14, 2004.

  officials met with the agency Ibid.

  the food industry was discussing For an analysis of the systems being 

considered, see Ellen Wartella et al., “Examination of  Front- of- Package 

Nutrition Rating Systems and Symbols,” Phase 1 Report, Institute of 

Medicine, October 13, 2010.

  “That was in constant discussion” John Ruff to author.

  “In Capri Sun alone” Marc Firestone to author.

  managed to wrestle The effort to cut 1.5 trillion calories is being over-

seen by a food industry group and is being monitored by the Robert 

Wood Johnson Foundation, which in 2012 was working to design a sys-

tem that could verify and track any changes the industry makes. One 

challenge in performing this chore, foundation officials told me, would 

be keeping abreast of the constant flux in grocery products, as new items 

replace the old; another is ensuring the calorie reductions are not under-

taken merely in  low- selling versions of the mainline products.
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  “Do you think” Transcript, Kraft earnings conference call, July 16, 

2003.

  Holden gamely replied Ibid.

  removed from her job Dave Carpenter, “Kraft Demotes  Co- CEO 

Betsy Holden amid Product Setbacks,” Associated Press, December 16, 

2003.

  “The ‘Twist, Lick and Dunk’ ritual” Anand Kripalu, Kraft Foods 

president for South Asia and Indonesia China, Campaign India, April 6, 

2011.

  “A refreshing drink” Kraft Cadbury announcement, April 14, 2011.

  “a broad market change” Daryl Brewster to author.

  “People who otherwise” Ibid.

  The  100- calorie concept Elaine Wong,  “100- Calorie Packs Pack It 

In,” Brandweek, May 26, 2009.

  found that the small packs Maura Scott, “The Effects of Reduced 

Food Size and Package Size on the Consumption Behavior of Restrained 

and Unrestrained Eaters,” Journal of Consumer Research 35 (2008):  

391–405.

  But Hershey  wasn’t worried “Hershey Lures Lenny From Kraft,” Chi-

cago Tribune, March 13, 2001; “Hershey Foods: It’s Time to Kiss and 

Make Up,” Mendoza College of Business, University of Notre Dame, 

March 2003.

  “Our desire was to be” Daryl Brewster to author.

  lineup of Oreo cookies “Oreo Enters 100th Year Crossing the $2 Bil-

lion Mark; Plans to Reach $1 Billion in Developing Markets in 2012,” 

Kraft announcement, May 3, 2012.

  Kraft’s big move “Cadbury was the final piece of the puzzle,” a Kraft 
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vice president, Chris Jakubik, said in a presentation to investors on Sep-

tember 15, 2010, entitled “Hitting Our Sweet Spot.” He described Kraft 

as “shifting from turnaround to growth” and said that the company was 

poised to lead the industry globally on snacks, with a leading 10.1% share 

of the market, far ahead of the  second- largest snack seller, PepsiCo, at 

7.6%.

  “My wife saw this” Comments on Kraft’s website for the cream cheese 

chocolate product.

Chapter 12: “People Love Salt”

  more than ten grams “Report of the Dietary Guidelines Advisory 

Committee on the Dietary Guidelines for Americans,” 2010, pages D6–

17. Table salt is 40% sodium, so ten grams of salt is 4 grams of sodium, or 

4,000 milligrams. A teaspoon holds about 6 grams of salt, or 2,300 mil-

ligrams of sodium.

  published the results Richard Mattes, and Diana Donnelly, “Relative 

Contributions of Dietary Sodium Sources,” Journal of the American Col-

lege of Nutrition 10, no. 4 (1991): 383–393.

  relied heavily on salt Mark Kurlansky, Salt: A World History (New 

York: Walker and Co., 2002).

  “People love  salt” “10- Step Guide to Lowering the Sodium in Food 

and Beverage Products,” Cargill, 2009.

  consider the number 2,300 In examining the health impact of exces-

sive sodium, the Dietary Guideline panel appeared ready to set the rec-

ommended maximum at 1,500 milligrams for all Americans, meeting 

transcripts show. But noting how far above this level most Americans 

were, the final report retained 2,300 milligrams as a ceiling. The Ameri-

can Heart Association recommends that all adults consume less than 

1,500 milligrams per day. Several public health agencies have established 
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sodium limits for children, too, ranging from 1,500 milligrams (ages 1–3 

years) to 1,900 (4–8 years) to 2,200 (9–13 years).

  lowered this target “Report of the Dietary Guidelines Advisory Com-

mittee on the Dietary Guidelines for Americans, 2010.”

  These 143 million people The Centers for Disease Control and Pre-

vention parsed the 2010 Dietary Guidelines for sodium and determined 

that 57% of American adults meet the criteria for limiting their sodium 
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