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The proportion of fast food
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W|th a WELCOME DROP IN PRICE for vegetarian
and plant-based meals since last year’s survey

Children in the most
deprived fifth of households

ARE ALMOST TWICE AS
LIKELY TO HAVE OBESITY

as those in the least deprived
fifth of households by AGE 4-6

Children in the UK at AGE 4-5 ARE ON
AVERAGE SHORTER than children in
other comparable high income countries.
In England, children living in DEPRIVED
COMMUNITIES ARE SHORTER than
children living in wealthier communities
by the time THEY REACH AGE 10-11
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