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FOOD ENVIRONMENT METRICS

PRICE AND AFFORDABILITY

Affordability of a healthy diet
@ The most deprived fifth of the population would need to spend

50% of their disposable income on food to meet the cost of the
Government-recommended healthy diet. This compares to just 11% for the
least deprived fifth.

What needs to happen: Ensure everyone has sufficient income to afford to eat a
healthy diet.

‘iﬁ] Cost of healthy food
More healthy foods are over twice
as expensive per calorie as less healthy foods.
What needs to happen: Rebalance the cost of food so healthy options are the
most affordable.

/ ~S, Costof sustainable alternatives
\ ! More sustainable plant-based alternatives to chicken are
Ny | 3 . 0, . .

approximately 27% more expensive than chicken breast.
What needs to happen: Ensure that price isn’t a barrier to choosing more
sustainable and healthy options, especially for people on low incomes.

AVAILABILITY

Places to buy food on the high street
=|| 1in 4 places to buy food are fast-food outlets.

" What needs to happen: Use local authority planning powers to prevent
further proliferation of unhealthy fast-food outlets.

@  Availability of low sugar options in key children’s food
@@ categories
Only 7% of breakfast cereals and 8% of yogurts marketed to
children are low in sugar.
What needs to happen: Reformulate products with too much sugar and stop
marketing unhealthy food to children.

(] Business transparency on sales of healthy and sustainable
CZ| food
il

Just 8 major UK food retailer, caterer or restaurant chains currently

report publicly on sales of healthy foods, fruit and vegetables, or animal vs
plant-based proteins.

What needs to happen: Increase transparency around the types of food
businesses sell, with targets for boosting sales of healthy and sustainable foods.

APPEAL

Marketing of baby and toddler snacks

97% of snacks marketed towards babies and toddlers feature a

nutritional or health claim on the front of the packaging despite
often being high in sugar for this age group.
What needs to happen: Regulate marketing and composition of toddler and
baby foods, and restrict nutrition and health claims on front of packaging.

Advertising spend on food
A third (33%) of food and soft drink advertising spend goes

towards confectionery, snacks, desserts and soft drinks
compared to just 1% for fruit and vegetables.
What needs to happen: Increase advertising spend on healthy foods and
decrease advertising spend on less healthy foods.

OUTCOME METRICS

DIET QUALITY

Nutritious food consumption

The most deprived fifth of adults consume less fruit and veg (37%

less), oily fish (54% less) and dietary fibre (17% less) than the
least deprived fifth.

Ultra-processed foods consumption
56% of calories consumed by older children and adults are from
ultra-processed foods.

HEALTH OUTCOMES

Children's dental decay
Almost a quarter (24%) of 5-year-olds have dental decay, with

2.5 times as many children in the most deprived fifth affected
compared with the least deprived fifth.

Children's growth
Children in the most deprived tenth of the population are on
iﬁ average up to 1.3cm shorter than children in the least deprived
tenth by age 10—11.

<D Children's weight

Children in the most deprived fifth of the population are over
twice as likely to be living with obesity as those in the least
deprived fifth by their first year of school.

Healthy life expectancy
Healthy life expectancy in the most deprived tenth of the

population is 19 years lower for women and 18 years lower for
men than in the least deprived tenth.

8 Diabetes-related amputations
Nearly 9,600 diabetes-related amputations are carried out on
average per year — an increase of 19% in six years.
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