
W ith Informed Eating, the Center for Informed Food Choices launches a newsletter that offers a fresh 
and innovative perspective on the world of food and nutrition policy. We hope this complimentary issue 
will inspire you to become a member of CIFC and a charter  Informed Eating 
subscriber.  

What can you expect from Informed Eating? Like its predecessor, Policy 
Bites, our new publication will bring you the most important, yet underre-
ported, news from the food industry, food policymakers, and public health 
advocates. Our new expanded format will allow us to consider the issues 
more thoughtfully, tying them together with cogent analysis to help you 
make sense of it all.   

To begin with, we’ll keep you up to date on the devastating impact that the modern food system is 
having on our planet and its inhabitants.  

                          C                                                                         

Welcome to the Premiere Issue of Informed Eating!  

 

Food Industry Watch 

Let Them Drink  
Perrier 

On April 22, 2002, more 
than 2,000 irate protestors, 
consisting mostly of indige-
nous people and dalits 
(oppressed castes), gathered 
at the gates of the Hindu-
stan Coca-Cola factory in Kerala, India. Residents 
from the villages surrounding the factory said that 
Coke’s indiscriminate mining of groundwater has 
dried up many wells, and contaminated the re-
mainder. 

The US-based soft drink giant draws water 
freely from the common groundwater resource 
available to it in Kerala. This comes at a tremen-
dous expense to the community, which is left with 
dwindling and increasingly polluted water re-
sources because of Coke’s thirst for profits. 

 
 
 
 
Dr. S. Janakarajan, an economist working on  

groundwater issues, noted that “[the] community 
may have lost its access to water for drinking or 
agricultural purposes for the sake of supplying 
Coca-Cola. The same has happened in other 
places where industries have privatized common 
groundwater resources or polluted them.”  

Perhaps not coincidentally, India’s packaged 
water industry, which is barely a decade old, is 
already a $170 million market and is expected to 
grow to $250 million by 2004. Brand names such 
as Coke’s Kinley, Pepsi’s Aquafina, and the In-
dian bottled water giant Parle’s Bisleri enjoy an 
$85 million market in the nation of more than one 
billion people.  

Source: CorpWatch India, May 28, 2002 
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McDonald’s Adds “Healthy” Treats to 
Its Kid’s Menu  

Faced with depressed sales of its famous Happy 
Meals and growing concern about childhood 
obesity, burger behemoth McDonald’s has taken 
steps to make its children’s menu less nutrition-
ally offensive. In July, the chain added Dannon’s 
Danimals low-fat yogurt drinks and General 
Mills’ Go-GURT yogurt and Fruit Roll-Ups fruit 
snacks to its Kid’s Treat menu. Sure, these are 
processed foods loaded with lots of kid-pleasing 
sugar and additives, but hey, they’re less fatten-
ing than a Quarter Pounder. But what else do 
you expect when you ask a McNutritionist to 
come up with something McHealthy? Organi-
cally grown kohlrabi from the local farmers’ 
market? 

We are somewhat bemused by the Golden 
Arches’ partnership with General Mills. In addi-
tion to being the maker of a bevy of well-known 
packaged cereals, desserts, snacks, and other 
products, the company is also the owner of Cas-
cadian Farm – a putatively “small” line of or-
ganic foods. The connection reminds us that in 
this age of profit-driven corporate globalization, 
all that is holy is profaned. 

Source: Just-food.com, July 18, 2002  
 

KFC Opens Drive-Throughs in China 

Doing its part to hasten the advent of one big, 
seamless, corporate-controlled McWorld, Ken-
tucky Fried Chicken has become the first fast 
food outlet to offer drive-through service in 
China. China’s first KFC drive-
through opened in August in 
Beijing, targeting traffic flow 
that has now reached 1.8 million 
vehicles in the city. “China-KFC 
can’t miss the chance to advance 
while the number of private car 
owners continues to grow in ma-
jor Chinese cities such as Beijing 
and Shanghai,” said a release by 
KFC’s Asian partner, Yum Res-
taurants.                              

Organizing the world’s economy around 
principles of profit maximization and market 

expansion may be good for Wall Street. How-
ever, we suspect that the kind of drive-through 
globalization being practiced by KFC will not 
bode as well for the nearly 1.3 billion people in 
China, who are increasingly at risk of developing 
the diet-related illnesses and automobile-related 
environmental problems of the West.  

Source: Meatingplace.com, July 12, 2002                                   

 

USDA Permits the Sale of Carbonated 
Milk Drinks in Schools 

In light of the skyrocketing rates of obesity and 
other diet-related health problems afflicting kids 
in the US, school districts around the nation have 
begun to express some qualms about the wisdom 
of making high-calorie, nutrient-barren soda 
freely available to schoolchildren. In California, 
for example, both Oakland and Los Angeles 
have recently taken steps to limit kids’ access to 
fizzy sugar water during school hours.  

In yet another example of its industry biases, 
the US Department of Agriculture has issued a 
decision that threatens to undermine such efforts 
to safeguard the health of America’s kids. In 
June, the agency approved the sale of e-Moo, a 
dairy-based carbonated beverage, in school cafe-
terias. The first flavored, sweetened, carbonated 
products to be allowed in school lunchrooms 
since 1991, e-Moo was developed with the assis-
tance of Cornell University, Dairy Management 

Inc., and Mac Farms. A Mac 
Farms spokesperson had this to 
say about the USDA’s exemp-
tion: “Now we can get e-Moo 
directly in front of the kids, 
which means providing them 
with a healthy beverage they ac-
tually think is cool. This is an 
important step towards expanding 
the acceptance of dairy beverages 
by youngsters who have tended 

in recent years to drink less nutritious beverages 
more often.” 

                                                          Continues on page 4 

Your Tax Dollars at Work 



                                                                              
   
                                                                                                            

 

Continued from page 1, Welcome to Informed Eating! 

These effects include:       

• The increasing replacement of whole plant foods, which have been at the 
center of the human diet throughout most of our species’ history, with 
processed junk foods loaded with salt, sugar, fat, and chemical additives 

• A worldwide epidemic of diet-related health problems such as obesity, 
heart disease, hypertension, and diabetes 

• Ecological devastation stemming from unsustainable agricultural and 
food production practices 

• The subjection of farm and food industry workers to shameful levels of 
exploitation, including low pay and dangerous working conditions  

     We’ll explain why the profit-driven food industry, which is propped up by 
corporate-influenced government policies, is the root cause these and count-
less other environmental, health, and social ills. We’ll take a critical look at 
how an increasingly small group of corporate agribusinesses and food con-
glomerates have taken advantage of lax regulatory climates at home, and in-
ternational trade liberalization agreements abroad, and placed their financial 
interests ahead of the public good. 

      In this issue, for example, we’ll consider the US Department of Agricul-
ture’s latest effort to “safeguard” the health of children by permitting the sale 
of carbonated milk beverages in school cafeterias, along with recent efforts by 
Kentucky Fried Chicken and the Coca-Cola Company to impose the Ameri-
can way of eating and drinking on developing nations.  

      In our Media Watch section, we’ll 
analyze the how media bias and misinfor-
mation affects coverage of food and nu-
trition policy stories. When the press gets 
it wrong, we’ll tell you why, but we’ll 
also give praise when praise is due. In 
this issue, we report on the ongoing me-
dia obsession with the so-called “diet 
wars,” sure to keep people as confused as 
ever about dietary advice. 

      Far be it from us to focus only on the gloom and doom.  Informed Eating is always on the lookout for 
healthy doses of comic relief, and fortunately, we can count on shameless corporations and inept government 
bureaucracies for a steady supply. Our item on the surreal fundraising partnership between UNICEF and 
McDonald’s in this edition is a case in point. You truly cannot make this stuff up.  

Finally, we’ll close each edition on an upbeat note, reporting on some signs of resistance to the prevailing 
food paradigm, offering hope that a more just, sustainable, and humane food system is indeed possible. 

We hope you enjoy our first edition of Informed Eating, and we welcome your comments  
and suggestions.  
 

Informed Eating  
A Newsletter of Food  
Politics and Analysis 
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Continued from page 2, Your Tax Dollars at Work 

We had a good chuckle over the idea that the 
nutritional well-being of America’s youth was the 
impetus for the e-Moo product line, to say nothing 
of the USDA’s decision to permit its sale in school 
cafeterias. e-Moo is essentially soda with some cho-
lesterol-elevating, artery-clogging dairy protein 
added for good – or should we say, bad – measure. 
In giving the nod to e-Moo, the USDA is doing little 
more than fulfilling is mandate to act as a booster 
for the dairy industry while appearing to care deeply 
about the nutritional needs of children. Not to be 
outdone by a smaller rival, Coca-Cola plans to test-
market two new dairy-based fizz drinks to millions 
of adolescents returning to school this fall. 

Source: Just-food.com, June 21, 2002 
 

Former USDA Secretary Joins 
“Natural” Foods Company 

Former US Secretary of Agriculture Dan Glick-
man joined the board of directors of the Hain Ce-
lestial Group, a self-styled 
natural-foods company, on 
July 1, 2002. The Melville, 
NY-based firm produces 
such well-known brands as 
Celestial Seasonings teas, 
Hain Pure Foods, and Ar-
rowhead Mills. “We are 
delighted to welcome Dan 
Glickman to our board,” 
said Irwin Simon, Hain’s 
chairman, president, and 
chief executive officer. 
“Dan has an outstanding and accomplished record 
of public service, both as Secretary of Agriculture 
during the Clinton administration and as a nine-
term Congressman in the US House of Represen-
tatives…. Dan has exceptional knowledge of the 
food industry and the trends in public health that 
are encouraging more and more consumers to eat 
natural and organic foods.” 

       The Glickman appointment is a high-profile 
example of the so-called “revolving door” phe-

nomenon, in which industry executives and gov-
ernment officials routinely trade positions. Critics 
have questioned the integrity of a system that per-
mits individuals to move freely between corpora-
tions and the agencies charged with policing them 
– often within relatively short periods of time. 

In Glickman’s case, we suspect that “an out-
standing and accomplished record of public ser-
vice” was not Hain’s principal motivation for so-
liciting the services of the former USDA Secre-
tary. The rapidly growing corporation (which, 
incidentally, recently signed a deal to supply all 
of the 1,250 Canadian McDonald’s restaurants 
with meatless “McVeggie” soy burgers) was 
probably more interested in shoring up its bottom 
line with the help of a former top-level USDA 
official with important political connects and 
years of experience inside the Beltway. From that 
perspective, selecting Glickman, who is also an 
international advisory board member of the Coca-
Cola Company, the co-chair of the Pew Initiative 
on Food and Biotechnology, and a board member 

of the Chicago Mercantile Exchange, was 
no doubt an astute move. 

Sources: AgJournal, June 28, 2002; Just-
food.com, July 1, 2002; Meating-
place.com, July 2, 2002  
 

Tainted Meat Warnings Ignored 

In a much-publicized move, the ConAgra 
Beef Company recalled roughly 19 million 
pounds of meat in July after at least 25 
people in six states were sickened by an E. 
coli outbreak traced to the plant; six of 
those people were ill enough to require 

hospital care.  

John Munsell, president of Montana Quality 
Foods & Processing, said that the USDA was 
warned in February about possible E. coli con-
tamination at ConAgra’s Greeley, Colorado, 
plant, and that even though two of the agency’s 
inspectors recommended an investigation, none 
occurred.  

Food safety groups were quick to condemn  
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ConAgra for its slithery tactics, and the USDA for 
its shoddy oversight. Safe Tables Our Priority 
(STOP) deemed the recall of the E. coli-poisoned 
meat, the second largest in US history, a “sham” 
and noted that negotiations between the USDA 
and ConAgra were going on for days while poten-
tially deadly hamburger remained on the market. 
“The government does not have the legal author-
ity to recall contaminated food; it’s up to the com-
pany to do so ‘voluntarily,’” said Karen Taylor 
Mitchell, STOP’s executive director. “Nothing 
but corporate greed causes a company to stall for 
time by negotiating the size of a recall with gov-
ernment while their deadly product continues to 
be sold and consumed. It is simply unconscion-
able.” 

In the wake of the ConAgra recall, some are 
questioning whether the relationship between the 
USDA and the corporations it regulates is too cozy. 
The Denver Post, which examined the problem in a 
recent article, noted, for example, that representa-
tives of the agricultural industry dominated a group 
that helped President Bush select Ann Veneman to 
be agriculture secretary. She, in turn, appointed aids 
from meat industry backgrounds.   

Sources: STOP Press Release, July 19, 2002; The 
Chicago Tribune, July 23; Food Chemical News 
Daily, July 23, 2002; The Denver Post, August 
11, 2002 
 
 

Bush’s Cure for Obesity:  
Personal Choice 

Unable to completely ignore reports of the grow-
ing obesity epidemic, the Bush administration 
announced on a White House lawn awash in 
games and fun its “Healthier US Initiative,” to 
encourage people to increase their physical activ-
ity. He also encouraged the public to eat at least 
five servings of fruits and vegetables a day and 
called for enhancing the “National 5 A Day for 
Better Health Program.” Red flags and meta-
messages abound, as evidenced by the National 
Restaurant Association wasting no time in ap-
plauding Bush’s emphasis on “the importance of 
personal responsibility in ensuring better health.”  

 While we agree that most Americans could 
benefit from increasing their physical activity and 

making better food choices, any government 
“initiative” that focuses solely on personal choices 
quite deliberately diverts attention from a more po-
litically charged discussion of junk food purveyors’ 
culpability and the profound social and economic 
inequities that underlie the obesity epidemic. More-
over, the fact that any funds to be allocated to the 
new “invigorated” 5 A Day campaign proposed by 
Mr. Bush won’t even come close to the food indus-
try’s staggering $30 billion annual marketing budget 
was somehow left out of the well-orchestrated photo 
op at the White House.  

Sources: Just food.com, June 21, 2002;  
HealthierUS.gov 
 
 

Mountain of Milk   

The US Department of Agriculture had a problem: 
What to do with $1 billion worth of nonfat milk 
powder – the equiva-
lent of about 1.3 bil-
lion gallons of skim 
milk, enough to supply 
the nation’s entire con-
sumption for 16 
months – that it 
bought over the past 
three years to prop up 
the prices paid to dairy 
farmers. In a system 
dating back to the Depression era, the USDA is re-
quired to control supplies of butter, cheese, and non-
fat dry milk powder to keep milk prices above a cer-
tain level and support dairy farmers’ revenue. 

Around 20 million pounds of the milk powder 
arrive every week at a series of privately owned, 
man-made caves near Kansas City, Missouri, and 
other warehouses around the country, at a cost ap-
proaching $20 million a year. As Steve Gill, a 
USDA official, put it: “They keep making it and we 
keep buying it.” 

But have no fear, the USDA has plans for this 
huge cache of idle calories. The agency will supply 
“cow-calf operators” in several western states with 
tons of old nonfat dry milk for free or at reduced 
cost. The handout will be administered through a  
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$150 million “feed assistance program,” which was 
set up to help protect the beef industry from “severe 
disruption” arising from poor pasture and forage. 
You gotta love a system that buys up all the excess 
produced milk by the dairy industry, spends oodles 
of cash to store it for years, only to turn around and 
shell out more cash to assist the beef industry in 
feeding it to its cows after they’ve ravaged the pas-
ture beyond repair. Thank goodness for  the free  
market.  

Sources: Associated Press, June 29, 2002; USDA 
News Release, August 27, 2002 
 

Congress Votes to Give Bush “Trade 
Promotion Authority” 

In July, the House of Representatives voted to al-
low President Bush broad and unprecedented au-
thority to negotiate global trade agreements. If 
passed by the Senate in the fall, the new “fast 
tack” initiative will cede to the president powers 
over foreign commerce that have hitherto resided 
with Congress alone. It will give the chief execu-
tive the ability to negotiate trade agreements that 
Congress can approve or reject but not change.  

The implications of fast track for global agri-
cultural trade policy are wide reaching, especially 
if US’ world trading partners agree to grant their 
governments similar powers. Fast track would 
eliminate export subsidies, reduce “trade-
distorting” domestic supports, and substantially 
decrease or eliminate tariffs. US Trade Represen-
tative Robert Zoellick noted that the trade promo-
tion policy would “open world agricultural mar-
kets to fair competition. This plan is a win for 
America’s farmers, ranchers and consumers, a win 
for the world’s poor nations, and it’s a win for the 
global economy.” 

Or at least that’s how the government elites 
would like to spin it. In truth, the new trade nego-
tiation policy would be a boon to transnational 
agricultural concerns, but do little to improve the 
quality of life for people who do not own or man-
age those corporations. The policy would dispense 
with pesky trade barriers that have been hindering 
the ability of corporate giants like Archer Daniels 
Midland and Monsanto to penetrate foreign mar-

kets in the service of their own profit-driven ends. 
If history, or the logic of the global market econ-
omy, is any guide, granting the world’s corpora-
tions such unprecedented latitude will result in the 
destabilization of local ecologies, cultures, and 
economies, not in the uplifting of the downtrod-
den, as our world leaders would have us believe. 

Sources: Poultry Times, August 19, 2002; Farmed 
Animal Watch, August 22, 2002  
 

UNICEF, McDonald’s Team Up for 
“World Children’s Day” 

On November 20, 2002, UNICEF, the United Na-
tions’ child advocacy organization, and McDon-
ald’s, the world’s largest fast food chain, will hold 
“McDonald’s World Children’s Day.” Jack 
Greenberg, McDonald’s 
chairman and CEO, and 
Carol Bellamy, executive 
director of UNICEF, an-
nounced the event, which 
will take place on the 10th 
anniversary of the United 
Nations’ adoption of the 
Convention on the Rights 
of the Child. They de-
scribed McDonald’s World 
Children’s Day as a “major 
fundraising initiative” de-
signed to raise money for 
children’s organizations, 
including UNICEF, 
through a variety of activities and promotions tak-
ing place at McDonald’s restaurants around the 
world. In China, for example, customers who pur-
chase a Big Mac on November 20 will receive 
access to an exclusive World Children’s Day 
Internet concert, with a portion of the profits from 
those sales being donated to UNICEF.  

An international coalition of public health 
professionals and activists organized by Commer-
cial Alert blasted UNICEF for “lending   

You Can’t Make This Stuff Up 
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its good name and endorsement to McDonald’s” 
and urged the world body to cancel World Chil-
dren’s Day. The group noted that “McDonald’s is 
a global leader in the marketing of junk food that is 
creating soaring rates of childhood obesity and 
type 2 diabetes, and that is disrupting traditional 
ways of food preparation in families and cultures. 
It is truly a challenge to see how this partnership 
with McDonald’s is consistent with UNICEF’s 
claim to promote “good nutrition” to the world’s 
children…. McDonald’s markets precisely the 
high-added-fat, high-added-sugar junk food that 
undermines good nutrition for the world’s chil-
dren.” To no one’s surprise, UNICEF chief 
Bellamy rejected the coalition’s request, and plans 
for the November 20 event remain in full swing. 

Sources: UNICEF/McDonald’s News Release, 
July 19, 2002; Commercial Alert News  
Release, July 31, 2002; Commercial Alert’s  
Response to UNICEF, August 26, 2002 
 

 

 

“Fat vs. Carbs” Debate in NY Times 

A recent New York Times Magazine cover story 
titled “What if It’s All Been a Big Fat Lie?” cata-
pulted its author, science writer Gary Taubes, to 
instant notoriety. Taubes argued that for the past 
20 years, the nation’s medical and public health 
establishment has stubbornly clung to shoddy and 
weak research on low-fat diets. It has refused to 
entertain the heretical notion that it’s really the 
carbs, not the bacon cheeseburgers and milk-
shakes, that are making us a very fat nation. 

While reading such confusing nutrition ideas 
in the mainstream media is nothing new, that the 
article found its way onto a cover story in the New 
York Times Magazine is very disturbing. Taubes’ 
article reads more like a personal crusade than a 
legitimate scientific critique.  
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Was this simply a bad lapse in editorial judg-
ment by the Times, or perhaps a thinly veiled at-
tempt to attract more summertime readers with a 
provocative dose of contrarianism?  

To its credit, the paper did run an excellent 
op-ed piece by Dr. Dean Ornish. Ornish elo-
quently argued that “[t]he diagnosis is correct but 
the cure is wrong. The solution is not to go from 
simple carbohydrates to pork rinds and bacon, but 
from simple carbohydrates to whole foods with 
complex carbohydrates like whole wheat, brown 
rice, and fruits, vegetables, grains and legumes in 
their natural forms.” Also noteworthy is an article 
in the August 27 issue of the Washington Post, 
which criticizes Taubes’ assertions as being 
“contradicted by a significant amount of high-
quality research,” and then backs up this position 
by explaining the actual key studies in question. 
Kudos to the Post for conducting high-quality 
investigative reporting, digging underneath the 
usual nutrition sound bites.  

Sources: The New York Times Magazine, July 7, 
2002; New York Times, July 13, 2002; The 
Washington Post, August 27, 2002 

 

                                                                              

 

Mexicans Say, “No Mas,” to  
McDonald’s 

Plans by McDonald’s to open an outlet in the 
southeastern corner of the zócalo (town square) in 
Oaxaca, Mexico, are being resisted by local resi-
dents. Francisco Toledo, a native Oaxacan and 
perhaps Mexico’s best-known living artist, led 
hundreds of protesters on a march to the zócalo, 
which is known as the world capital of “slow 
food.” “[W]e are drawing the line here against 
what the arches symbolize,” said Toledo. 

McDonald’s, which has faced down opposi-
tion all over the world, says it will respect the cul-
tural identity and architectural traditions of Oax-
aca, but may locals remain skeptical. “The 
zócalo’s a place with colonial arches and a colo-
nial rhythm – not the place for McDonald’s,” said 
Sara Carreo. “The difference between fast food 
and Oaxacan food is too great.” 

Source: The New York Times, August 24, 2002 
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