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What do 

“healthy 

diets for 

all” look 

like?

Sierra Leone

Argentina

Ecuador



What 

diets look 

like now

On average in 80 low- and middle-income countries, 78.7% of 
infants are not eating diets with adequate diversity for healthy 
growth and development (Gatica-Dominguez et al, 2021)

42.8% of adolescents in Africa, the Americas, the Eastern 
Mediterranean, South and East Asia Western Pacific drink 
carbonated soft drinks at least once per day, while 20.6% eat 
vegetables less than once per day (Beal et al, 2019)

In the United States, 67.0% of energy intake among adolescents
comes from ultraprocessed foods (Wang et al, 2021)

Mean national intakes among adults only meet recommended 
targets for fruit in two out of 187 countries, two countries for
vegetables, and 23 for wholegrains (Micha et al, 2015)



What will 

help 

improve 

them, 

equitably

Implementing action tailored to the realities of peoples lives-
and that seeks to improve those realities

Khayelitsha, Cape Town, April 17, 2015



Worksite cafeterias in England

Despite being prominently placed and widely 

accepted by participants,  calorie labels had no 

impact of purchase of calories; no demographic data 

collected; no qualitative work (Vasiljevic et al 2019)

Frequent fast-food purchases, Philadelphia, Baltimore

• For people with only a high school education eating fast 
food 5.5-7.3 times per week, there was no impact of calorie 
labels on calorie intake (Elbel et al, 2013)

Fast food & coffee shops, King County, US

• No changes in calories purchased at fast food chains in low 
income neighbourhoods but declines in high income; in 
coffee chains in both neighbourhoods (Krieger et al., 2013). 

Starbucks , New York City

• Mandatory calorie posting leads to average calories per 
transaction to decrease by 6 percent (from 247 calories 
to 232 calories per transaction) from food, likely due to 
improved knowledge of calorie content (Bollinger et al, 
2011)

Variability of response to nutrition labelling



Example 1: London’s Child Obesity Taskforce

https://www.london.gov.uk/what-we-do/health/londons-child-obesity-taskforce



“I am a fussy eater so Mum no 
longer tries to give me fruits and 

vegetables and gives me the 
processed snacks I ask for. These are 

cheaper and more convenient for 
Mum to buy”

“Fruits and healthy snacks
are available at nursery, but I 

don’t like eating them – I’d 
rather eat the processed 

snacks I’m used to at home..”

“We live in a one-bedroom 
high-rise flat on the sixth floor. 
The lift is often broken, so my 
mum has to carry me and the 

buggy to the top”

“We travel down the 
high street to nursery 

and my mum gets me a 
snack“

“I sleep for between five and 
seven hours each night. My 
sleep is often disrupted by 

noise in our building.“



“We usually go to out 
favourite chicken shop to 
hang out, the owners are 

friendly, lets us stay as long 
as we please and unlike 

other places we don’t feel 
judged or labelled. 

I usually get meal deal to 
eat – it is cheap around £2-3 

and tasty”



Used to derive “10 ambitions”

How would 

our policy 

options 

have 

differed if 

such 

evidence 

had not 

been 

collected?

e.g. “We call on 

….to provide a 

core training 

programme for 

the early years 

workforce and 

NHS staff who 

engage with 

young children 

and their 

parents.



1. YP have 
knowledge & 

information about 
unhealthy snacks

6. YP are 
prompted to buy 
unhealthy snacks

2. YP have skills & 
literacy  about 

unhealthy snacks

9. YP psychological 
capacity makes 

snacking a priority

Frequent intake 
of  unhealthy 

snacks - locally-
produced & 
commercial

5. YP have the 
ability to afford 

unhealthy snacks

7. YP eat snacks 
with friends/ 

family as a form of 
social support

3. YP have access 
to unhealthy 

snacks

4. YP have the 
assets to access 

unhealthy snacks

8. YP find meaning 
in the agency they 

have to choose 
unhealthy snacks

Unhealthy 
snacks are 
available

Unhealthy 
snacks are 

conven-
iently

accessible

Unhealthy 
snacks are 
affordable

Unhealthy 
snacks are 
appealing

Example 2: 

Daily lives of 

young people 

in six places 

in the 

Philippines
Nikka Oliver, Cherry 
Maramag, Mary Christine 
Castro, Alice Nkoroi, Maria 
Evelyn Carpio, Fiona 
Watson,  Corinna Hawkes
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Role of the 

communications 

system/sector: prohibit 

promotions of unhealthy 

snacks; freeairtime to 

campaigns explicitly 

designed to make the 

practice of eating 

unhealthy snacks socially 

unacceptable & viewed as 

exploitative of their power 

to choose
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Role of the economic 

system/sector: tax 

unhealthy snacks - but 

parents may generate 

livelihoods from 

vending/sari-sari stores & 

potentially undermines 

social wellbeing, YPs 

agency, and a coping 

mechanism - so also need 

to economically support 

and engage  

vendors/stores to provide 

healthier snacks



Example 3: 

navigating 

food 

environments 

in the UK

• Interviews and shop-alongs in low-income 

neighbourhoods in three towns in the UK

• The retail infrastructure characterising food 

environments (FEs) was not a leading influence 

on what people purchased 

• Parents drew on numerous tools to navigate 

FEs on limited budgets

• Participants use FEs for non-nutritional 

wellbeing

• FEs created tension between nutritional 

priorities and the priority to fulfil other needs 

(social and economic) through food shopping

Anna Isaacs, Kimberley 
Neve, Charlotte 
Gallagher-Squires, Mark 
Spires, Jess Brock, Sabine 
Parrish, Joel Halliday



Policy 

implications

• Deeply-embedded food practices develop in the 

context of the economic and social realities of 

people’s lives and both reinforce and are reinforced 

by food environments which push people to carry 

out these practices in ways that are often 

nutritionally harmful. 

• Rather than being developed in isolation, policies 

need to consider the multiple factors that shape 

food practices and should seek to address them in 

combination e.g. interventions in FEs will achieve 

little without concomitant efforts to address the 

causes of financial insecurity and improve the 

provision of social resources to support families’ 

wellbeing.



https://researchcentres.city.ac.uk/__data/assets/pdf_file/0004/595318/Understanding-Lived-Experience-FINAL-v4.pdf



Thank you!


