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Baby Food FACTS 

Food and drinks for babies 

and toddlers <3 years 

$6.5 billion sales: 

Source: Mintel 2014; 

Packaged Facts 

All children’s food and 

drinks: $23 billion 



Methods 

Nutrition content and profile score 

Marketing: 

 

 

 

 

 

 

Syndicated data sources: *Nielsen  **comScore 

 

 

 

 

Traditional media Digital media Content analysis 

• Ad spending* 

• TV advertising* 

o Spanish-
language 

 

• Food company 
websites** 

• Display ads on 3rd-
party websites** 

• Social media 

• TV and magazine 
ads 

• Product packages 
• Posts and mom 

blogs 



Expert recommendations* 

• Birth to 6 months: Breastmilk 

• 6 months to 1 year 

– Breastmilk optimal, or infant formula 

– Learning to eat: pureed to harder food, self-feeding 

• 1 to 2 years 

– Plain, whole milk 

– Transition to family diet 

• Taste, textures and flavors of fruit and veggies 

• No added sugar 

*WHO, American Academy of Family Physicians, AAP, AND, AHA, 

Healthy Eating Research 

 



2015 advertising spending 

3 companies, 8 

brands = 99% of 

spending 

 

 

4 additional brands: 
• Plum Organics 

• Beech-Nut 

• Happy Baby, Happy 

Tot 



Infant formula 

2011 to 2015: Ad spending declined by 2/3 

 



Product claims 

Structure/function claims: 100% of packages 

• 5.9 nutrition messages and 3.1 child 

development messages per package 

 

 

 

 

• Proposed FDA guidance 



Advertising messages 

 

 

 

 



Social media 

Gerber 

– 6.4 mil Facebook likes 

– 51 mil YouTube views 

#EndMommyWars 

– 20 mil video views 

– 321 mom blog posts 



Toddler drinks 

2011 to 2015: Ad spending increased 22% 

– Toddler milk +74% 

 



Nutrition 



Are they necessary? 

“There is no evidence of advantage over 

whole milk in terms of growth or 

development…Parents who remain 

concerned about picky eaters could be 

directed to a multi-vitamin instead.” 

American Academy of Family Physicians 

and AAP 



Potential confusion 



Most-advertised brand 

• $21 million in 2015 

• 240 kcal 

• 12-14 g sugar 

*Studied in children at risk 

of malnutrition 



Spanish-language ads 

Enfagrow, Pediasure and Nido: 

• Only brands on Spanish-language TV 

• 25% to 100% of brand spending 

 

 

 

 



Baby and toddler food 

2011 to 2015: Ad spending increased 26% 

–  Toddler food +48% 

 



100% nutritious options 

• Pureed fruits and vegetables, mixed 

foods, meals 



Baby and toddler snacks 



Nutrition and marketing 

Baby snacks Toddler snacks 

Nutritious 7% 4% 

Added sugar 50% 83% 

Nutrition messages 

per package 
8.3 6.0 

Name/ingredient 

mismatch 
82% 60% 

No better than: Cheetos Puffs reduced-fat, 

Stauffers animal crackers, BelVita Bites 

 



Recommendations 

• Adopt WHO provisions on aggressive 

promotion of breastmilk substitutes 

• Support FDA structure/function claim 

guidance on infant formula 

– Include toddler milk 

– Similar FTC regulations on advertising 

• Effective industry self-regulation 

• Pediatricians, healthcare providers, 

nutritionists advise parents 

 

 



Thank you 

www.UConnRuddCenter.org/

BabyFoodFACTS 
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