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The Junk Food Conspiracy

The Junk Food 
Conspiracy

When New York Times award-
winning reporter Michael Moss 

was investigating a deadly surge 
in E coli outbreaks, he stumbled 
upon a different, more troubling 

truth: The processed food 
industry is purposely adding fat, 
sugar and salt to their products 

to addict us.

By Margot Russell

W hile that fact may resonate 
with shades of conspiracy, his 
book, Salt Sugar Fat (Random 
House; 2013) is a searing 
expose on America’s obesity 

and how the food industry has knowingly 
contributed to this troubling trend.

Today, one in three adults is considered clinically 
obese, along with one in five kids, and 24 million 
Americans are afflicted by type 2 diabetes (with 
poor diet blamed as a contributory factor). 79 
million people have pre-diabetes.
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According to Moss, the processed food industries 
have been aware for several decades that sugar, 
fat and salt in large quantities are not good 
for us. How do we explain then, why obesity 
and diabetes are still raging out of control? 
Moss believes--through conversations with 
whistleblowers, secret memos, and access to 
industry files—that the food industry has made a 
conscious effort to get people hooked on foods 
that are linked to obesity to drive profits.

How do they do it?
Industry insiders refer to a phenomenon called 
a “bliss point,” which is a scientifically driven for-
mula or system 
that food com-
panies employ to 
create the right 
amount of crave 
for a product. In 
short, junk food 
is formulated to 
make us eat more 
of it.

It’s not only the in-
gredients that cre-
ate crave: Market-
ing campaigns are 
strategically de-
signed to appeal 
to specific groups. 
Coca-Cola, for ex-
ample, targets 
poor consumers in vulnerable areas of the U.S. 
where people drink twice as much coke as the 
national average. “It’s more efficient to get my 
existing users to drink more,” one Coke executive 
was quoted as saying. One of Coca- Cola’s goals 
was to outsell any other type of liquid that peo-
ple drink, including milk and water.

Industry executives who had real epiphanies or 

“light bulb moments” about their less-than-stellar 
tactics to drive the market were often ostracized 
or dismissed.

Moss’ book has struck a chord with consumers 
and rattled the food industry, and will hopefully 
help to chart the course to a healthier future. 
In the meantime, how can consumers be less 
vulnerable to the tactics of the profit-driven food 
industry?

You’ll have to be smarter than the marketers, 
who place products with the highest amounts 
of salt, sugar and fat at eye-level on grocery store 
shelves. You’re not going to find the healthy foods 
in convenient locations. You have to look for 

them either above 
or below the most 
alluring products.

Be careful of buzz 
words like “all 
natural” or “whole 
grain” or “real fruit 
juice.” The real 
truth about a 
product’s nutri-
tional value can be 
found on the label 
under “nutritional 
facts.” Remember 
that the numbers 
represented are 
often divided into 
servings by the 
m a n u f a c t u r e r s 
which are most 

likely very small portions. Who only eats three 
chips?

An informed consumer is a healthy consumer. 
Knowing the tactics of the food giants will 
help you to avoid their seduction. Your choices 
can help to steer change and convince food 
manufacturers that it’s time to value nutrition 
over profits.
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