
Case #4122 (12/04/03)
KFC CORPORATION 
KFC Commercials
Advertising Agency:     Foote, Cone & Belding  
Challenger:                  CARU
Product Type:              Fast Food
Issues:                          Product Presentation
Disposition:                 Modified/Discontinued

· In making comparative claims to children, food advertisers need to be especially careful 
when selectively highlighting certain nutritional ingredients to help ensure that the child 
audience does not get the wrong impression about the overall dietary benefits of the 
products being compared.

Basis of Inquiry:  Two commercials for KFC Corporation fried chicken came to the attention of 
the Children’s Advertising Review Unit (CARU) through its routine monitoring of children’s 
advertising.  The commercials aired during children’s programming on the Cartoon Network.

CARU monitors child-directed advertising for compliance with CARU’s Self-Regulatory 
Guidelines for Children’s Advertising (the Guidelines).

CARU’s Findings: In reviewing these commercials, CARU had concerns related to the 
Guidelines. 

Relevant Provisions

The section of the Guidelines entitled “Principles” states, in part: “Advertisers should always take 
into account the level of knowledge, sophistication and maturity of the audience to which their 
message is primarily directed.  Younger children have a limited capacity for evaluating the 
credibility of information they receive…Advertisers, therefore, have a special responsibility to 
protect children from their own susceptibilities.”

The section of the Guidelines entitled “Product Presentations and Claims” states, in part: 
“Children look at, listen to and remember many different elements in advertising.  Therefore, 
advertisers need to examine the total advertising message to be certain that the net communication 
will not mislead or misinform children.
1. Copy, sound and visual presentations should not mislead children about product or 

performance characteristics.  Such characteristics may include, but are not limited to, size, speed, 
method of operation, color, sound, durability and nutritional benefits.”

The section of the Guidelines entitled “Disclosures and Disclaimers” states, in part: 
“1. All disclosures and disclaimers that are material to a child should be in language 
understandable by the child audience, legible and prominent.  When technology permits, both audio 
and video disclosures are encouraged, as is the use of demonstrative disclosures.”

The section of the Guidelines entitled  “Comparative Claims” states, in part: “Advertising which 
compares the advertised product to another product may be difficult for young children to 
understand and evaluate.  Comparative claims should be based on real product advantages that are 
understandable to the child audience…
1. Comparative claims should be presented in ways that children understand clearly.”

KFC Commercials

Two commercials for KFC fried chicken aired recently during children’s programming on Cartoon 
Network between 6 p.m. and 7 p.m.



The first commercial opens with a man telling his friend: “Man you look fantastic!  What the heck 
you been doing?”  The second man responds: “Eatin’ chicken.”  At this point there is a close-up 
of the second man eating fried chicken.   Simultaneously, a small super appears at the bottom of the 
screen: “A balanced diet and exercise are necessary for good health.”

Viewers then see a close-up of a piece of fried chicken; a new, smaller super appears at the bottom 
of the screen.  It states, in part: “Not a low fat, low sodium, low cholesterol food.  12-pc bucket also 
contains legs, thighs and wings see www.kfc.com for additional nutritional information…”

During this segment of the commercial, viewers hear the following voiceover: “The secret’s out.  
One Original Recipe chicken breast has just 11 grams of carbs and packs 40 grams of protein.”  At 
this point, a large graphic practically fills the entire screen: “11 GRAMS OF CARBS.  40 
GRAMS OF PROTEIN.”

The voiceover continues: “And now get a 12-piece bucket for just $9.99.  For a fresh way to eat 
better, you gotta KFC What’s Cookin’.”  As the commercial ends, viewers see a close-up of the 
12-piece bucket, followed by a visual of the man taking another bite of the fried chicken and a 
close-up of the KFC logo.

The second commercial opens with a close-up of a container of fried chicken and the following 
voiceover: “The secret’s out.  Two Original Recipe chicken breasts have less fat than a BK 
Whopper.”  A large graphic then appears on the screen: “2 KFC BREASTS LESS FAT THAN 1 
WHOPPER®.”  In addition, there is a very small super located at the bottom of the screen.  It 
states, in part: “Comparing edible portions.  2 Original Recipe Breasts 38G fat; Whopper 43G 
fat…”

The voiceover continues: “Or go skinless for just three grams of fat per piece.”  Viewers initially 
see a close-up of a piece of fried chicken with the skin being pulled off; this visual is then replaced 
by the following large graphic: “SKINLESS ONLY 3 GRAMS OF FAT PER PIECE.”  During 
this segment, a very small super appears at the bottom of the screen.  It states, in part: “Not a low 
sodium, low cholesterol food.  12-pc bucket also contains legs, thighs and wings see www.kfc.com 
for additional nutritional information…”

The voiceover continues: “And now get a 12-piece bucket for just $9.99.”  Viewers see a close-up 
of the bucket, followed by a visual of a man eating fried chicken.  The man states to a woman sitting 
next to him: “You know, I’m doing this for you.”

The voiceover closes with the same tagline that is featured in the first commercial: “For a fresh way 
to eat better, you gotta KFC What’s Cookin’.”

The tagline in these commercials, in combination with the specific nutritional claims and the general 
substance of the spots, could very well leave children with the wrong net impression about the 
overall nutritional qualities of KFC fried chicken.   

It appears that the KFC Corporation itself has concerns about the possible impact of the nutritional 
claims it has chosen to highlight in these spots because it has also made the decision to add the 
following disclosures: “A balanced diet and exercise are necessary for good health” and “Not a 
low fat, low sodium, low cholesterol food.”  However, these disclosures, contained only in small 
supers, do not seem sufficient to apprise children of this material information.  

It also seems uncertain whether it would suffice even if these disclosures were made via a clear 
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audio voiceover when one takes into consideration certain nutritional components of KFC fried 
chicken.  According to nutritional information charts contained at the company’s official Website, 
kfc.com, the “2 KFC BREASTS” promoted in the second commercial contain 2300 mg of sodium 
(96% of the recommended daily value) and 290 mg of cholesterol (also 96% of the recommended 
daily value).  In advertising to children, it does not appear to be sufficient here to simply make a 
disclosure that the fried chicken breasts are “not a low sodium, low cholesterol food” when the 
commercials, overall, seem to convey the impression that fried chicken is healthful food.

Similarly, in making comparative claims to children, food advertisers need to be especially careful 
when selectively highlighting certain nutritional ingredients to help ensure that the child audience 
does not get the wrong impression about the overall dietary benefits of the products being 
compared.  In this instance, children might well think that Original Recipe chicken breasts are better 
for them to eat than a Whopper, or that KFC has clearly better food (from a nutritional standpoint) 
than Burger King.  But while it is true that the two KFC chicken breasts have less fat than the 
Whopper, they have far greater amounts of sodium—2300 mg vs. 980 mg—and cholesterol—290 
mg vs. 85 mg—than the Whopper.  The amounts of sodium and cholesterol are significant 
components in an evaluation and comparison of the overall nutritional benefits of food products.

Advertiser’s Position:

KFC Corporation informed CARU that it never had any intention of running the subject 
commercials during children’s programming.  Although the Advertiser does not agree with 
CARU’s concerns, it promptly took steps to have the commercials removed from all children’s 
programming.  To the best of the Advertiser’s knowledge, these commercials stopped running 
during children’s programming approximately 10 days after the Advertiser had been contacted by 
CARU.  The Advertiser further stated that it had stopped airing the commercials altogether 
approximately one week later and that KFC Corporation has no plans to run the commercials in the 
future.

Decision:

CARU is pleased by the steps taken by KFC Corporation.  These measures effectively address 
CARU’s concerns.  (#4122 FC, closed 12/04/03)
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