
 
 
 

SCHOOL BUS ADVERTISING FACT SHEET 
 
 

WHY ADVERTISING ON SCHOOL BUSES IS BEING CONSIDERED 
Cash-strapped school districts around the country are selling ad space on both the interior and 
exterior of their school buses in order to raise money to support transportation costs and to 
fund school programs. Unless prohibited by state law or district policies, school districts have 
the authority to pursue the sale of advertising space on the buses, but many state legislators 
are nevertheless filing bills to support the practice.  
 
WHAT ARE THE CONCERNS ABOUT SCHOOL BUS ADVERTISING? 

 Corporations spend billions of dollars each year to market their products to children, 
making the “commercialization of childhood”i a serious problem in our culture today.   

 All manner of products are marketed, but foods and beverages ads are of particular 
concern, because about one-third of children in the US are either overweight or obese.ii  

 Food and beverage companies predominately market high-calorie, low-nutrient foods, 
such as fast food and sugary drinks, to children and adolescents.iii 

o  The companies use traditional media (e.g., TV and radio ads and product 
placements on TV shows), social and mobile media (e.g., Facebook, Twitter, 
YouTube and iPhone apps), and the Internet.iv  

 In 2006, the food industry spent more than $1.6 billion on marketing to youth, including 
$900 million in marketing aimed directly at children younger than 12 years and designed 
specifically to increase positive attitudes and preferences for its products.v 

 Exposure to food advertising has a negative impact on child and adolescent diets, which 
includes increases in snacking on unhealthy food,vi increased consumption of soft 
drinks,vii lower fruit and vegetable consumption,viii and higher rates of obesity.ix 

 
POLICY RECOMMENDATIONS 

 For states which do not currently permit the sale of advertising space on school buses 
for any product or purpose, consider policies to prohibit it. 

 For those states and localities which already have policies in place allowing school bus 
advertising, consider amendments to prohibit the advertisement of any foods or 
beverages. 
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