
The Public Health and 
Policy Implications 
of Food Noise
Ted Kyle, RPh, MBA

Founder, ConscienHealth

Ted.Kyle@ConscienHealth.org

June 28, 2024
Intermittent Fasting with Potato Chips, photograph by Ted Kyle / ConscienHealth



Disclosures

• Professional fees 

– Boehringer Ingelheim

– Emerald Lake Safety

– Novo Nordisk

– Nutrisystem

– Roman Health Ventures

• Personal biases that favor:

– Evidence-based interventions, 
both prevention and treatment

– Respect for people living with obesity

– Critical thinking about all evidence



Presentation Objectives

• Describe past, present, and future 
policies aimed at reducing obesity 
and its harm

• Discuss the relevance of food noise 
to those policies

• Identify issues relevant to 
developing measures of food noise

Street Light, painting by Giacomo Balla / WikiArt



Fifty Years Ago, 
Policymakers Thought Preventing Obesity Was Simple

1974 
“Most Obesity Could, with Care, Be Prevented”
doi: 10.1016/S0140-6736(74)93004-9



Treatment Was Seen by Most as Futile



Obesity Prevention:

What Are We 
Talking About?

Talking, photograph by Pedro Ribeiro Simões / flickr, CC BY 2.0



An Ounce of 
Prevention Comes in Many Forms

Primordial

Primary

Secondary

Tertiary

Quaternary

Source: Kisling and Das, StatPearls, PMID 30725907

Benjamin Franklin, portrait by David Martin



Primordial Prevention

Primordial

Primary

Secondary

Tertiary

Quaternary

• Population-wide

• Social and environmental factors

• Examples: soda taxes, sidewalks

Source: Kisling and Das, StatPearls, PMID 30725907



Primary Prevention

Primordial

Primary

Secondary

Tertiary

Quaternary

• Populations at risk

• Limit risks in vulnerable groups

• Examples: WIC, diet and exercise

Source: Kisling and Das, StatPearls, PMID 30725907



Secondary Prevention

Primordial

Primary

Secondary

Tertiary

Quaternary

• Early detection

• Prevent progression

• Examples: BMI screening, DPP

Source: Kisling and Das, StatPearls, PMID 30725907



Tertiary Prevention

Primordial

Primary

Secondary

Tertiary

Quaternary

• Symptomatic intervention

• Reduce symptoms & complications

• Examples: obesity meds, surgery

Source: Kisling and Das, StatPearls, PMID 30725907



Quaternary Prevention

Primordial

Primary

Secondary

Tertiary

Quaternary

• Prevent iatrogenic harm

• Reduce treatment risks

• Examples: MBSAQIP, HAES

Source: Martins et al, Eur J Gen Pract, 2018



Confidence in Primordial and 
Primary Prevention Is Easy to Find



Confidence in Primordial and 
Primary Prevention Is Easy to Find



Obesity Policy:

What Progress 
Have We Made 
and Why?

FDA Chemist Inspects Results, photograph by FDA / Wikimedia Commons



Obesity Continues to Rise Relentlessly
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Two Kinds of Bias Get in the Way 
of Reducing the Harm of Obesity

• Intellectual bias 
favoring personal convictions

• Weight bias 
directed at people with obesity

God Judging Adam, Etching by William Blake / WikiArt



Bias Favors Simplistic Policy Solutions



The Truth of Obesity Is More Complex

Multiple factors are
driving obesity rates



The Truth of Obesity Is More Complex

Source: Vandenbroeck IP, Goossens J, Clemens M. 2007. Building the Obesity System Map.

Personal Psychology

Physical Activity

Physiology

Food Consumption

Food Production

Those factors interact 
with complex adaptive 
systems to drive 
obesity rates

Social Psychology



The Current Policy Narrative Finds 
Ultra-Processed Foods Guilty for Obesity



Food Development, Production, 
and Marketing Contribute to the Rise of Obesity

• Basic principles of food marketing

• Palatable food we like consuming

• Pricing that appeals

• Placement to spur purchase

• Creative promotion

• Repeat purchase patterns drive 
success and future offerings



Interaction of Food Marketing 
and Culture Fills Our Lives with Food Cues

• Ubiquitous ultra-processed foods

• Endlessly creative advertising media

• Product placement everywhere

• Subtle, pervasive promotions

Advertising for Lance Toastchee



Ubiquitous Food Cues and Marketing 
Are More Resilient Than Regulatory Efforts
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But Some Are Speculating That Obesity 
Medicines May Bring Change to Food Marketing
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Summary

• Food cues fill our lives, everywhere we turn

• Primordial and primary obesity prevention 
efforts do not have much effect

• These cues may interact with internal 
perceptions of food noise

• Accounting for ambient food cues (i.e. noise) 
may be important

• This interaction has policy implications

Reading, painting by Pablo Picasso / WikiArt



More Information

conscienhealth.org/news

@ConscienHealth linkedin.com/in/ted-kyle-conscienhealth/

Facebook.com/ConscienHealth instagram.com/ConscienHealth/

For these slides:
https://conscienhealth.org/wp-content/uploads/2024/06/FoodNoise.pdf


	Slide 1: The Public Health and Policy Implications  of Food Noise
	Slide 2: Disclosures
	Slide 3: Presentation Objectives
	Slide 4: Fifty Years Ago,  Policymakers Thought Preventing Obesity Was Simple
	Slide 5: Treatment Was Seen by Most as Futile
	Slide 6: Obesity Prevention: What Are We Talking About?
	Slide 7: An Ounce of  Prevention Comes in Many Forms
	Slide 8: Primordial Prevention
	Slide 9: Primary Prevention
	Slide 10: Secondary Prevention
	Slide 11: Tertiary Prevention
	Slide 12: Quaternary Prevention
	Slide 13: Confidence in Primordial and  Primary Prevention Is Easy to Find
	Slide 14: Confidence in Primordial and  Primary Prevention Is Easy to Find
	Slide 15: Obesity Policy: What Progress Have We Made and Why?
	Slide 16: Obesity Continues to Rise Relentlessly
	Slide 17: Two Kinds of Bias Get in the Way  of Reducing the Harm of Obesity
	Slide 18: Bias Favors Simplistic Policy Solutions
	Slide 19: The Truth of Obesity Is More Complex
	Slide 20: The Truth of Obesity Is More Complex
	Slide 21: The Current Policy Narrative Finds  Ultra-Processed Foods Guilty for Obesity
	Slide 22: Food Development, Production,  and Marketing Contribute to the Rise of Obesity
	Slide 23: Interaction of Food Marketing  and Culture Fills Our Lives with Food Cues
	Slide 24: Ubiquitous Food Cues and Marketing  Are More Resilient Than Regulatory Efforts
	Slide 25: Ubiquitous Food Cues and Marketing  Are More Resilient Than Regulatory Efforts
	Slide 26: But Some Are Speculating That Obesity  Medicines May Bring Change to Food Marketing
	Slide 27: But Some Are Speculating That Obesity  Medicines May Bring Change to Food Marketing
	Slide 28: Summary
	Slide 29: More Information

