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Imagine that the bad guys (Thrush or Kaos or the USSR  
or the terrorists) had come up with a nefarious plan. A 
plan designed to kill a million Americans every year. A 
plan that would slowly and quietly kill our best and our 
brightest, and do it in a way that we’d hardly notice.

Well, that plan is in place, but it’s not being run by foreign 
evil-doers. It’s the work of the agricultural-marketing 
complex. Every year, millions of Americans die from 
being fat, and their obesity is a direct result of lobbyists 
and marketers. 
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We start early. We start with our toddlers. And then, year after year, we reinforce the 
damage with a diet that is designed to lead to obesity and death.

Donʼt take my word for it. Letʼs look at four unassailable facts:

FACT 1: 

Sweet beverages have little or no impact on food consumption. In other words, drink-
ing a Coke doesnʼt make you full. Study after study (on mice as well as people) con-
clusively demonstrate that high calorie beverages (like juice and Coke) donʼt have any 
impact on when you feel full. 

Let me give you an example that will make this totally clear: If two identical twins go 
to a buffet and one has a 20 oz. Coke with his meal and the other has water, they will 
both eat the same amount of food.

We look to a lot of cues to decide when weʼve had enough to eat. At restaurants, for 
example, portion size largely determines how much we eat…if they serve less, you eat 
less, but feel just as full.

The thing is, sugared beverages do not supply any physical cues or social ones either. 
Thereʼs nothing built into our system to tell us that we should eat half as much spa-
ghetti because we just drank 200 calories.

Year after year, we reinforce the damage with
a diet that is designed to lead to obesity and death.

3/12| issue 1.05 |    i      U   |  

http://changethis.com/sendthis.html
http://changethis.com/sendthis.html
http://www.changethis.com/1.KillYourChildren/email


FACT 2: 

Marketers want you to drink a lot. A lot of Coke, a lot of juice, a lot of Snapple. 

The typical size for one of these beverages is now 16 ounces. 16 ounces of Coke has 
200 calories. 16 ounces of Snapple lemonade has 240 calories.

The Big Gulp at 7-11 is 45 ounces, which works out to just under 600 calories. In a 
single serving.

Coke is designed to make it easy to drink a lot. The bubbles and the flavoring agents 
are carefully designed to make you want to drink more. Marketers at Pepsi talk about 
“slam” (the ability to drink a whole bottle at once, without stopping). 

Hereʼs what David Preston, senior brand manager at Coca-Cola had to say about 
Cokeʼs new C2 product, “Our goal is to use Coca-Cola C2 to recapture some of the 
consumers who have left the category over the years. Especially among consumers 
who 10 years ago may have had Coca-Cola Classic every day but now might only be 
drinking it a couple of times a week…”

Drinking a Coke doesn’t make you full…
Coke is designed to make it easy to drink a lot. 
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FACT 3: 

3,500 calories will turn into a pound of fat after you eat it. If you have surplus calories 
in your diet (meaning youʼre eating more than youʼre burning) your body will store 
these calories as fat. It doesnʼt matter whether the calories come from sugar or pasta, 
whether you eat them or drink them. Calories are calories.

If you remember Fact 1 (that sugary beverages donʼt affect the rest of what you eat) 
itʼs easy to see that including juice or Pepsi in your diet means that youʼre just adding 
calories to your daily intake. Which makes it easy to gain weight.

FACT 4: 

A 12 ounce can of Coke has 140 calories. (Iʼm assuming you can find the 12 ounce 
size. Snapple, for example, most commonly comes in the 240 calorie 16 oz. size.

Drink one can a day for a month and youʼve consumed 4,200 calories extra. Do it 
for a year and youʼre up to 50,400 calories a year. Or, to make it simple: 12 pounds 
gained per year. 

Do that for a decade and now you know where the extra 120 pounds come from.

There’s nothing built into our system to tell us 
that we should eat half as much spaghetti 

because we just drank 200 calories.
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HOW DID THIS HAPPEN?

From the first day that we give a little kid juice in a bottle, weʼve been training that 
child to be fat. Weʼve exposed him to countless commercials, of course, but weʼve also 
stupidly sent juice boxes to school, assumed that it was “healthy” to serve Snapple 
instead of Coke, made it socially acceptable to buy a Big Gulp for a kid (would we buy 
her a pack of cigarettes?) and considered it okay to charge $3 for a bottle of water at 
the movies.

Thereʼs big money in selling beverages. Even better if you can make those beverages 
sit on top of the diet, rather than fighting with other foods for a piece of the diet. 
Thereʼs always room for another glass of Snapple or Coke or Gatorade or juice— 
because these beverages donʼt fill us up.

As a result, marketers have tons of money to spend to persuade us that we will be 
happier or cooler or smarter if weʼd only buy another bottle. As a result, lobbyists 
have plenty of money to persuade the FDA or the Department of Agriculture to sup-
port their industry.

Lobbyists have plenty of money to persuade 
the FDA or the Department of Agriculture 

to support their industry.
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Thereʼs no reason to drink anything but water or soy milk. Our bodies donʼt need 
juice. Sure, you should eat fruit. But you need to squeeze six or seven or ten oranges 
to make a big glass of orange juice. Youʼd never consider sitting down and eating that 
many oranges, would you?

A glass of Coke has a dozen or more spoonfuls of sugar in it! Can you imagine order-
ing a coffee at Starbucks and then preceding to put ten or more spoonfuls of sugar 
in your mug? We do that every time we buy a Grande Starbucks Caramel Frappuccino 
Blended Coffee—with whipped cream. In fact, it has 430 calories, which is the equiva-
lent of—get ready—twenty-six spoonfuls of sugar.

The peer pressure is enormous. When youʼre class mom, the expectation is that you l̓l 
bring sugary beverages or juice boxes to class events. When you throw your kidʼs 
birthday party, the expectation is that you l̓l give kids a choice—Coke or Sprite—with 
water for the nerds, the geeks and the diabetics, apparently.

A Grande Starbucks Caramel Frappuccino 
Blended Coffee with whipped cream…[has] the 

equivalent of…twenty-six spoonfuls of sugar.
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THE SIMPLE ANSWER

Iʼve never seen a fat kid who didnʼt drink sugared beverages. 

The easiest way to save millions of lives from early deaths and painful conditions is 
simple: donʼt drink sugar.

It may not be politically correct (yet) to stop serving sugar to our kids, but hey, it took 
decades to make smoking socially unacceptable. How long will it take parents to stop 
poisoning their children?

Donʼt drink sugar flies in the face of school boards willing to sell out the health of the 
students in exchange for vending machines offering “healthy alternatives” like Snapple 
and juice. 

Donʼt drink sugar is hard to sell in the classroom and at a birthday party.

But, bit by bit, day by day, weʼre killing an entire generation. The first step is the easy 
step. Donʼt drink sugar.

I’ve never seen a fat kid who 
didn’t drink sugared beverages.
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If youʼre an adult, go ahead and drink all the sugar you want. Thatʼs your business. 
Youʼre a grown-up and you should decide. But donʼt feed liquid sugar to your kid, 
your neighborʼs kids or my kids. The sooner we stop, the longer we l̓l live.

FORWARD THIS TO YOUR FRIENDS  
AND TO YOUR SCHOOL

Itʼs pretty simple. Donʼt drink sugar. If we all started, right now, it wouldnʼt take long 
at all for the message to spread. Tell ten friends today and letʼs save some lives.
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ABOUT THE AUTHOR

Tyler Lackey grew up in a family who never had a pitcher of water on the dinner table, but always 
had a 2 liter bottle of Coca-Cola. After years of beverage therapy, Tyler finally weaned himself off his 
caffeine-free diet coke drinking ways at age 26. Now a drinker of filtered tap water, Tyler knows that 
Coke free is the way to be. His two children, ages six and four, have only one Coke a month and are fit 
and trim. If you canʼt kick the habit, Tyler recommends drinking Coke only after it has been left open 
in a carʼs cup holder for more than 12 hours while baking in the sun. 

DOWNLOAD THIS

This manifesto is available from http://changethis.com/1.KillYourChildren. 

SEND THIS  

Click here to pass along a copy of this manifesto to others.  
http://changethis.com/1.KillYourChildren/email 

SUBSCRIBE 

Learn about our latest manifestos as soon as they are available. Sign up for our free newsletter and  
be notified by email. http://changethis.com/subscribe  
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info
WHAT YOU CAN DO

You are given the unlimited right to print this manifesto and to distribute it electronically (via email, 
your website, or any other means). You can print out pages and put them in your favorite coffee 
shopʼs windows or your doctorʼs waiting room. You can transcribe the authorʼs words onto the side-
walk, or you can hand out copies to everyone you meet. You may not alter this manifesto in any way,  
though, and you may not charge for it.

NAVIGATION & USER TIPS  

Move around this manifesto by using your keyboard arrow keys or click on the right arrow ( f ) for 
the next page and the left arrow ( h ). To send this by email, just click on   . 

KEYBOARD SHORTCUTS PC MAC

Zoom in (Larger view) [ CTL ]  [ + ]  [ # ]  [ + ] 
Zoom out [ CTL ]  [ - ]  [ # ]  [ - ] 
Full screen/Normal screen view [ CTL ]  [ L ]  [ # ]  [ L ] 

BORN ON DATE

This document was created on 13 August 2004 and is based on the best information available at 
that time. To check for updates, please click here to visit:  
http://changethis.com/1.KillYourChildren/email.
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cc

COPYRIGHT INFO

The copyright in this work belongs to the author, who is solely responsible for the content. Please  
direct content feedback or permissions questions to the author.

This work is licensed under the Creative Commons Attribution-NonCommercial-NoDerivs License. 
To view a copy of this license, visit http://creativecommons.org/licenses/by-nc-nd/2.0/ or send a 
letter to Creative Commons, 559 Nathan Abbott Way, Stanford, California 94305, USA.

Cover image from stock.xchng http://www.sxc.hu/index.phtml

ABOUT CHANGETHIS 

ChangeThis is a vehicle, not a publisher. We make it easy for big ideas to spread. While the authors  
we work with are responsible for their own work, they donʼt necessarily agree with everything  
available in ChangeThis format. But you knew that already.
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